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Ad Business 


- Needs Voice in 


Capital: Cawley 


MPA VP Cites Anti-Ad 
Actions by Government, 
Warns More Is to Come 


WASHINGTON, Oct. 31—A vp of 
the Magazine Publishers Assn. took 
the position this weekend that “a 
collective effort is needed” to deal 
with anti-advertising moves which 
are cropping up in Congress and 
the government. 

In a speech prepared for delivery 


before the eastern conference of | * 


Women’s Advertising Clubs, Fran- 
cis R. Cawley, MPA vp stationed 
here during the past six years, 
cited a list of recent government 
actions directed against advertis- 
ing. Warning that the situation will 
get worse, he said media, adver- 
tising agencies and advertisers can 
no longer go their own way. “There 
might be some consideration, per- 
haps, of a spokesman for advertis- 
ers located here in Washington.” 


= “The plain fact is,” Mr. Cawley 
said, “that the government is not 
doing much to help advertising, 
and, as a matter of fact, its efforts 
seem to be going in the other di- 
rection.” 

Mr. Cawley said, “I don’t want 
to be accused of political bias in 
this matter. With the executive 
branch in the control of one party 
and the legislative branch in the 
control of another, the problems 
persist. One day we are threatened 
with administrative fiat; the next 
with disruptive legislation.” 

He said perhaps the first task 
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BUT DrY—Schenley Distillers Co. is 
promoting the ultimate in a dry 
martini—no vermouth—with this 
color page in the November Cos- 
mopolitan and ads scheduled for 60 
newspapers through the holidays. 
Batten, Barton, Durstine & Osborn, 


New York, is the agency. 


THE NATIONAL NEWSPAPER OF MARKETING 


| Smoking-Cancer 


Poster Banned by 
British Ad Assn. 


Lonpon, Oct..29—A stark poster, 
showing only a lighted cigaret and 
updrifting smoke forming the 
word “cancer,” has been banned 
by the British Poster Advertising 
Assn. from appearing on sites con- 
trolled by its members. 

The association said the poster, 
issued by the government-spon- 
sored Central Council for Health 
Education, was barred because the 
censorship committee felt it was 
“a gross exaggeration” and “im- 
plies that one cigaret can cause 
cancer, which is grossly mislead- 
ing.” 


® A spokesman for the Central 
Council said they had printed 
20,000 of the posters and issued 
11,000. “We have no means of 
knowing whether any have gone 
up for the public to see,” the 
spokesman added. The Central 
Council was given the job of tell- 
ing the public about the link be- 
tween smoking and lung cancer. 


Compton, K&E Execs 
‘Prove’ Diverse Theses 
at Four A’s Session 


For other news and pictures of 
the eastern Four A’s meeting see 
Pages 2, 3 and 114. 

New York, Oct. 29—“‘What 
about commercials? Do people 
want better entertainment in 
commercials too? You bet they do. 


(Continued on Page 111) 


We have research figures by the 


Despite Rise in Billings... 


Profit Squeeze Pinches 
Canadian Agencies 


May Mean 15% Plus Fee; 
Low Media Rates Cut 
Agency Revenues 


By James V. O’Gara 

ToroNnrTO, Oct. 30—-This has been 
the year of the split personality 
for Canadian advertisers and agen- 
cies. The first half was marked 
by a hold-tight-let’s-see-what- 
happens attitude, while the second 
half is characterized by confidence 
and buoyancy. 

As for 1959, there is pretty gen- 
eral agreement that it will prove 
to be a better year for pretty near- 
ly everyone. 

In 1957, 113 advertising agencies 
split $226,083,949 in billings—and 
“ the expectation for 1958 is a figure 
, perhaps 2% better than last year, 
» or about $230,600,000. While this 
» showing does not compare with 

the 10.5% jump made in 1957 over 
1956 (up from $204,580,522), it of- 
fers evidence that Canadian ad- 
vertising has learned how to live 
with a recession. 


1958 budgets have turned out 
to be not so much off as some 
people expected, despite recession- 
caused delays that gave agencies 
king-size headaches. And one 
major advertiser predicted that “a 
little hangover from the recession 
will hold advertising budgets in 
1959 to an increase of about 5% 
over this year; otherwise I’d fore- 
cast a gain of 12% to 15%.” 


s Elton Johnson, chairman of 
Stanfield, Johnson & Hill, who 
characterized 1958 as “a non-sen- 
sational year,” nevertheless com- 
mented that advertising appropri- 
ations “have kept up remarkably 
well; some of the credit for pulling 
out of the recession as quickly as 
we have was because clients and 
agencies had the courage to main- 
tain appropriations.” 

This agency chief forecast “good 
times for the next two or three 
years, without them being very 
exceptional.” He said he “can’t 
help but think that 1961 and 1962, 


(Continued on Page 61) 


TV Ad Should Entertain: Seaman; 
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‘Burnett Acts to 


Cut Multi-Spot 


TV ‘Deterioration’ 


Agency’s Study Says 
| NAB Code ‘May Not 
| Reflect Authors’ Intent’ 


Cuicaco, Oct. 30—A survey of 
multiple spotting practices among 
411 television stations has led 
Leo Burnett Co. to establish a def- 
inite policy against triple spotting 
of its clients’ announcements. 
| ADVERTISING AGE learned this 
|week that the Burnett survey 
showed that while 83.5% of the 
stations surveyed “appear to op- 
erate under spot placement poli- 
cies consistent with” Burnett poli- 
cy in the area of network option 
time, only 56.9% have station 
time policies which the agency 


BANNED—This is the poster which 
has been banned by the British 
Poster Advertising Assn. 


Other materials issued by the 
Central Council include a homily | finds compatible. 
on smoking printed in comics book} “Until now,” Burnett said in a 
format and a small warning poster: | letter to stations last month, “the 
“To all smokers; There are now! question of multiple spotting has 
the strongest reasons to believe|been in the area of individual 
that smokers—particularly of cig- opinion, with no single source able 
arets—run a greater risk of lung) to tell us how far the practice has 
cancer than non-smokers. The! spread.” 


Not So, Viewer Wants It to Sell: Brady 


more cigarets smoked the greater 
the risk.” # 


yard in our shop to prove the 
point,” so said Alfred J. Seaman 
Jr., exec vp and creative director 
of Compton Advertising. 


e “Our research has proved and 
re-proved this point repeatedly: 
Viewers would gladly trade our 
attempts at entertainment for 
product information—if it is in- 
terestingly presented. People take 
the common sense view that the 
purpose of the program is to 
entertain and the purpose of the 
commercial is to sell a product,” 
so said Barrett Brady, senior vp) 
in charge of creative service at 
Kenyon & Eckhardt. 

Their divergent, and research- 
supported, points of view were 
advanced here yesterday during 
the tv-radio workshop session of 

(Continued on Page 114) 


Adman-Producer Lists 
Types of Propositions 
Made to Him by Suppliers 


(For other news on kickbacks 
see “In Washington” on Page 6.) 


producer and consultant, whose 
background has enabled him to 
view the kickback problem in tel- 
evision film commercials from 
three vantage points, has compiled 
a list of what he considers to be 
the most frequently used methods 


Last Minute News Flashes 
Chrysler Boosts Budget for Simca to $1,500,000 


budget well in excess of $1,500,000. An introductory campaign, linking 


pages in Reader’s Digest. Chrysler plans to import more than 60,000 
Simcas in 1959. Richard N. Meltzer Advertising, San Francisco, is the 
Simca agency. 


Cunningham & Walsh Retains Qantas Account 

SAN FRANCIsco, Oct. 31—Qantas Empire Airways today cabled from 
Australia its reappointment of Cunningham & Walsh. The account re- 
portedly will bill in the neighborhood of $800,000, an increase of 15%- 
20%. Agencies which are understood to have made presentations in- 
clude Young & Rubicam; Weiner & Gossage; Johnson & Lewis; Beau- 
mont & Hohman; Campbell-Ewald Co.; Honig-Cooper, Harrington & 
Miner; Dancer-Fitzgerald-Sample, and Peck Advertising. 


North and Silberstein-Goldsmith Deny Merger 

New York, Oct. 31—The merger between North Advertising, Chi- 
cago, and Alfred J. Silberstein-Bert Goldsmith Inc., New York, reported 
here last week as in process for Jan. 1, has been denied by both agen- 
cies. The agencies have discussed possible merger, however, and Bert 
Goldsmith told AA that discussions were continuing. 


(Additional News Flashes on Page 115) 


New York, Oct. 30—A tv film) 


Along with the survey results, 
(Continued on Page 111) 


McClure Cites 6 Ways 
to Pay Film Kickbacks 


for payoffs. 

Don McClure, who has had ex- 
perience as an agency man, ad- 
vertiser and film producer, told 
ADVERTISING AGE that he made the 
list on the basis of propositions 
made to him (and turned down by 
him) at one time or another in his 
career. 

Currently an associate producer 
at Melvin L. Gold Enterprises and 
a consultant, Mr. McClure former- 
ly was in charge of radio and tv 
production at McCann-Erickson, 
director of film production at In- 
ternational Latex Corp. and a 
producer with Owen Murphy Pro- 
ductions. 

There have been indications 
lately that the perennial kickback 
problem has become more of a 


Detrorr, Oct. 31—Simca, now distributed by Chrysler Corp., will be- headache in tv film commercials 
come the largest advertiser in the foreign car field next year, with a|because of bitter competition 


jamong producers and the lack of 


Simca with Chrysler, started this week in newspapers and will con- | agency supervision over the per- 
tinue with a three-page ad in Life, spreads in Look and Time and|sons handing out the hefty con- 


tracts (AA, Oct. 20). 


# In providing his first-hand in- 
formation on payoffs, Mr. McClure 
emphasized his belief that the in- 
dustry should take the necessary 
action to clean up this situation. 

These, the film man said, are 
“ways to take care of the boys that 
cannot be detected either by man- 
agement or the Internal Revenue 
Service”: 


e 1, The agency man gets a con- 
sultant’s fee. Payment is made to 
a company or a name different 
from that of the person who actual- 
ly lets the contract. 


by 2. The agency man gets his pay- 
‘off through patronage of a sideline 
(Continued on Page 111) 
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Gamble 


Bragarnick 


Houston Hewitt 


FOUR A’S FIGURES—Fred Gamble, president of the American Assn. of 
Advertising Agencies, makes a humorous point for Robert Bragarnick, 
marketing vp for Seagram Distillers, and Bryan Houston, chairman of 
Bryan Houston Inc., at annual eastern conference of Four A’s in 
New York. Deep in conversation between sessions are Anderson F. 


Great Old Ads Not So Great; Many of 
Today's Are Better, Harper Tells 4A’s 


Ads That Are Composite 
of All Ad Virtues Are 
‘Bad Ads,’ Says Gribbin 


New York, Oct. 28—Marion 
Harper Jr., head of McCann-Erick- 
son, believes there are more candi- 
dates today for the title of “the 
great ad” than there were in the 
days of advertising’s individual 
geniuses. 

He told the print creative session 


Eastern Four A’‘s 


of the eastern conference of the 
American Assn. of Advertising 
Agencies yesterday that today’s 
prodigious volume of advertising 


Eager Admen 
Seen as Likely 
Heart Victims 


San FRANCISCO, Oct. 28—Execu- 
tives of San Francisco ad agencies 
and related fields shivered a bit 
this week and perceptibly slowed 
down the pace of their work—at 
least long enough to learn that men 
who work under deadlines are the 
prime targets for heart attacks. 

This is the implication of a new 
study done by Drs. Meyer Fried- 
man and Ray H. Rosenman, of San 
Francisco. Results were present- 
ed this week at the annual meeting 
of the American Heart Assn. 

The study showed that total ca- 
loric intake, fat intake, alcohol 
consumption or cigaret consump- 
tion had little or no effect on the 
results. The key factor was “be- 
havior pattern.” 


® Drs. Friedman and Rosenman 
studied 83 San Francisco execu- 
tives whose behavior pattern was 
characterized by: (1) Intensive 
drive, (2) profound inclination to 
compete, (3) persistent desire for 
recognition and advancement, (4) 
continuous involvement in situa- 
tions where work had to be pro- 
duced by deadline, (5) habitual 
compulsion to accelerate the rate of 
execution, and (6) superior men- 
tal and physical alertness. 

Among the people in this group 
were newspaper and television of- 
ficials, advertising men and other 
business executives. 

For comparison purposes, the 
doctors selected another 83 men 
who were “the converse of this first 
pattern, in that they exhibited little 
drive, desire to compete, etc.” 

And a third control group of 46 
men was studied. This group was 
selected from the unemployed 
blind as an example of “non-driv- 
ing but anxious and insecure men.” 


| brings out a huge number of medi- 
| ocre and inferior ads. But he add- 
led: 

“Leaf through magazines of 20 
or even 10 years ago and then do 
the same with magazines of today. 
I think you will find that very 
few of the best of the earlier ads 
will measure up to the best now. 
In fact, look through anthologies 
of so-called ‘greatest’ ads, and 
see if you wouldn’t want to im- 
prove them considerably if you had 
to run them today. 

“I think you will discover that 
not only are you using art and 
photography with far more imagi- 
nation, but you are devising lay- 
|outs and using typography with 
far more sensitiveness to engage 
attention and convey mood. You 
will also, I think, find far more 
awareness of the difference be- 
tween the bright and the dull in 
the prose you are invited to read. 
In all, within a given issue, I think 
you will see a far greater range of 
creative interpretations,” he said. 


® Mr. Harper was one of a panel 
(Continued on Page 113) 


Citrus Commission 
to Invest $700,000 


Extra in Magazines 


LAKELAND, FLA., Oct. 29—Nine- 
teen full-page color advertise- 
ments in magazines have been 
added to the Florida Citrus Com- 
mission’s consumer advertising 
schedule as the result of a $700,000 
expansion in the program ap- 
proved earlier this month by the 
12-man citrus board. 

Homer Hooks, general manager, 
said that release of the $700,000— 
which previously had been set up 
as a reserve—would permit addi- 
tion of six pages in Look, four 
pages in Reader’s Digest, and 
three pages each in Better Homes 
& Gardens, Ladies’ Home Journal 
and Life. 

Scheduled earlier in the origi- 
nal $3,000,000 budget were eight 
pages in Life, one in Reader’s Di- 
gest and one in Ladies’ Home Jour- 
nal, so the total magazine budget 
now will exceed $1,000,000. 


® Biggest item in the over-all 
$3,700,000 budget still is television, 
with three shows on the books for 
nearly $1,500,000. The newspaper 
schedule calls for an outlay of 
$575,000. The rest of the money 
goes to Sunday supplements, Ca- 
nadian media, trade publications 
and production costs, Mr. Hooks 
pointed out. 

The commission official said 
addition of the 19 magazine ads 
makes the new program the largest 
consumer advertising effort in the 
history of the state board, which is 
charged with promoting the sale 
of orange, grapefruit and tanger- 


ine fruit and products. + 


Strauss 


Smith 


Hewitt, senior vp at Kenyon & Eckhardt, and Herbert D. Strauss, 
exec vp of Grey Advertising. Attentive listeners at account manage- 
ment workshop are Ralph Smith, operations vp, Sullivan, Stauffer, 
Colwell & Bayles, and Sanford Gross, account exec, Batten, Barton, 


Durstine & Osborn. 


New York, Oct. 28—The re- 
search workshop at the eastern 
conference of the American Assn. 
of Advertising Agencies was de- 
signed to bring to blows a crea- 
tive man (Walter O’Meara), a so- 
cial scientist (Margaret Mead) 
and a researcher (Donald R. Long- 
man). 

It didn’t quite work out that 
way. The theme of the session 


Eastern Four A’‘s 


was “Advertising Research—Is It 
Time for an ‘Agonizing Reap- 
praisal’?” And all three panelists 
responded, in their own ways, 
with a resounding “yes.” 

In fact, research took such a 
pummeling that Mr. O’Meara, cre- 
jative consultant to Sullivan, 
| Stauffer, Colwell & Bayles, said 
after all three talks had been de- 
livered that he was sorry a re- 
searcher had not taken some de- 
served whacks at anti-research 
copy people. 


s Mr. O’Meara, cast in the role of 
the defender of the creative forces, 
criticized “so much” of research 
for being “way off in left field— 
something apart from and remote 
from the creative man’s work, 
something done for him—and, he 
often feels, to him—but not with 
him.” 

He proposed that agencies prac- 
tice “togetherness” by involving 
creative people in research work. 
“Too often,” he noted, “the copy- 


Despite Diet Fad 
Most People Still 
Eat, Study Shows 


Snacks, Favorite Dishes, 
Kitchen Serving Popular, 
Menu Probe Reveals 


WILLIAMSBURG, VA., Oct. 28—The 
recent flood of diet publicity not- 
withstanding, only 10% of Ameri- 
can women and 6% of the men 
say they actually are on diets, 
Market Research Corp. of America 
has concluded from a new study 
of household menus. 

This and other conclusions from 
the study were revealed here to- 
day by Edwin T. Gibson, board 


zation. He discussed the study at 
an executive conference of the 
National American Wholesale Gro- 
cers’ Assn. 


= The study, which has been go- 
ing on for a little more than a 
year now, is a joint undertaking 
of the research company, General 
Foods, General Mills, Pillsbury 
(Continued on Page 36) 


chairman of the research organi-|_ 


4A'‘s Debate Collapses; ‘Debaters’ Agree 
Research Needs ‘Agonizing Reappraisal’ 


writers never even see the ques- 
tionnaires that go out into the 
field. Too often they have no hand 
at all in an activity that is sup- 
posedly conducted chiefly for their 
benefit. Too often, in short, we 
have research for the sake of re- 
search—research that is almost an 
end in itself.” 


s Mr. O’Meara conceded the im- 
portance of research. He said an 
agency needs it the way an art 
department needs rubber cement 
or a house plumbing. But he 
stressed this point: 

“Advertising is still far more an 
art than a science. Creative talent, 
not research, is still the most im- 
portant ingredient in an advertis- 
ing campaign. 

“Research, important as it is, 
can never be more than an ad- 

(Continued on Page 113) 


Advertising Age, November 3, 1958 
General Foods 


Hikes Ads to Fight 


Private Brands 


Mortimer Says Spending 
in ‘58 Will Surpass ‘57 
Figure of $87,000,000 


San FRANCISCO, Oct. 28—General 
Foods Corp.’s 1958 advertising 
budget will top the $87,000,000 it 
spent in 1957, Charles G. Mortimer, 
GF president, told the Security 
Analysts of San Francisco last 
week. 

“The private brands problem re- 
quires us to court the consumer 
ever more fervently,” Mr. Morti- 
mer said. “Not only has the cost 
of advertising increased, but so 
has its quantity, thus increasing 
the competition for ‘share of con- 
sumer mind’ which must precede 
getting a better share of market 
for our products. 

“The term ‘advertising’ no long- 
er means simply advertisements in 
newspapers and magazines,” he 
said. “Nor does inclusion of tele- 
vision and radio commercials make 
the picture complete. Today, ad- 
vertising embraces all phases of 
commercial communication with 
consumers, and all of the many 
types of consumer ‘deals’ and in- 
centives. 


s “Last year this required an ex- 
penditure of some $87,000,000. This 
year,” Mr. Mortimer said, “we will 
spend an even higher amount. 
“Another major step we are tak- 


(Continued on Page 37) 


Cunningham Recants Doom Forecast 
for Westerns; They Il Die ‘Eventually’ 


Agency Head Also Tells 
Adclub TV Can Switch 
24% of Nation’s Vote 


San Francisco, Oct. 31—One of 
the country’s top agency execu- 
tives this week made a_ public 
apology to the television cowboy. 

Last year about this time, John 
P. Cunningham, president of 
Cunningham & Walsh, rocked the 
video industry with his sweeping 
indictment of the “boring same- 
ness” of tv programming, with its 
“swarm of singers, smother of 
sheriffs and self-propagating quiz 
shows.” At that time, he predicted 
that the then-current wave of 
westerns, singer-emcees and quiz 
shows would soon turn down 
sharply. 

This week in a speech before 
the San Francisco Advertising 


Club, Mr. Cunningham recalled 
his predictions of a year ago and 
noted that he seems to have been 
right about the singers and quiz- 
zers—but not about the westerns. 


= The agency executive reminded 
his listeners that he had had this 
to say about westerns in the fail 
of ’57: “I’m brash enough to say 
that anybody who buys another 
western, unless it is a marked 
creative departure from the pat- 
tern, ought to turn in his gray 
flannel suit and go to the eternal 
showers,” he said at that time 
(AA, Nov. 4, ’57). 

Reverting to the present, Mr. 
Cunningham continued: “Today 
I would like to publicly eat that 
statement. 

“First, westerns in numbers are 
stronger than ever. There are 


(Continued on Page 84) 


We put the 


freshness of 
mint in June 


with the richness 
of dark chocolate 


to make Bescon opeiee =| 
CO New Mint Marseltes 


Saaere . mereeer Le) seers jee Consent yp GD 


NEW—Mars Inc. will introduce its 
Mint Marsettes with this color page 


in Life and Look. 


Mint Marsettes Bow. 
in Magazine Drive 


Cuicaco, Oct. 29—Mars Inc. has 
set January as the target for the 
national introduction of its new 
Mint Marsettes, the first flavor ad- 
dition to its Marsettes molded roll 
10¢ line, according to J. R. Flem- 


' ing, vp and assistant general man- 


ager. 

The Mint Marsettes is the same 
product Mars used in market tests 
preceding the introduction of its 
Chocolate Caramel Marsettes (AA, 
Dec. 9, ’57). “ 

The introductory campaign fort 
the new product includes color* 
pages in Life, Jan. 26, Feb. 9 and 
Feb. 16; Look, Jan. 20, and Read 
er’s Digest for February. Point o 
purchase materials will be avail- 
able to retailers. 

Knox Reeves Advertising, Min- 
neapolis, is the agency. # 
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Promote News, 
Not Supplements, 
deBeaubien Urges 


‘Detroit Times’ Exec 
Tells NNPA Readers of 
Dailies Are News-Starved 


Detroit, Oct. 22—Newspapers 
spend too much time and money 
promoting Sunday supplements, 
Phil deBeaubien, publisher of the 
Detroit Times, charged here yes- 
terday. 

“IT would like to see newspapers 
place more emphasis on ‘meat and 
potato’ news,” Mr. deBeaubien said 
in his keynote address at the cen- 
tral regional meeting of National 
Newspaper Promotion Assn. “Your 
readers are much more interested 
in local news and features than 
they are in supplements.” 

The publisher maintained that 
“newspapers sell supplements; sup- 
plements don’t sell newspapers.” 
He added that newspaper read- 
ers are “starving for local news 
stories.” 


s Newspapers should get a better 
than 50% break in prime radio or 
tv time in return for choice space 
allotted to radio-tv listings. “If 
broadcast media get a guaranteed 
position in newspapers, then news- 
papers should get prime time in 
return,” he said. 

Newspaper 


sell agency media buyers and the 
public on the worth of the newspa- 
per, Mr. deBeaubien said. A pro- 
motion should either sell newspa- 
pers or advertising or both, he 
added, in order to be successful, 
and promotion men should care- 
fully check each campaign for its 
merits. 


# Promotion people on newspapers 
should train space salesmen for 
their publications to help small re- 
tail advertisers do a better selling 
and advertising job, William Bond, 
advertising manager of J. L. Hud- 
son Co., told NNPA members. 

He pointed out that many small 
retailers can’t afford to pay for 
professional help in preparing their 
advertising, and maintained that 
newspapers could provide a valu- 
able service by helping the small 
business man to prepare good ads. 


# Ads for small retailers must 
bring immediate sales results in 
order to be considered successful, 
W. F. Crissman, advertising man- 
ager of S. S. Kresge Co., told the 
meeting. 

“Retail advertising is very dif- 
ferent from national advertising,” 
Mr. Crissman said. “A good retail 
ad will have a built-in fuse to pro- 

(Continued on Page 77) 


promotion men) 
should develop selling tools which | 
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PLUMBING 
CONTRACTORS 
ASSOCIATION of : 
CHICAGO T\., 3 


D eae 


EMERGENCY—This poster marks the first use of outdoor by the 

Plumbing Contractors Assn. of Chicago. Individual contractors are 

being offered a tie-in opportunity via the imprint space at the bot- 

tom. The poster is one of three created by General Outdoor Adver- 
tising Co. 


Market Research ‘Isn't 
Worth a Damn’: Gimbel 


Play Your Hunches, 
Trust Your Instincts, 
Says WIP President 


PHILADELPHIA, Oct. 28—Bene- 
dict Gimbel Jr., president and 
general manager of WIP, Phila- 
delphia, today dropped a hydrogen 
bomb on marketing research. 

“T don’t think marketing re- 
search is worth a damn—and 
furthermore, I don’t think there 
is such a thing as merchandising,” 
Mr. Gimbel told the Philadelphia 
Merchandising Associates. 

Emboldened by recent criticisms 
of research, Mr. Gimbel sallied 
forth with the following attack: 


s “Just name me one law of 
merchandising—one axiom of 
distribution—one definition of one 
link in the chain of getting goods 
from maker to buyer—which will 
apply from one business to an- 
other. 

“When you stop to think about 
it, terms such as merchandising 
and marketing were probably 
coined by business men who were 
feeling inferior to the scientists 
and engineers who were dealing 
with tangible facts and conse- 
quently were able to define, label 
and classify what they worked 
with fairly well. The colleges and 
universities went right along with 
it. Business courses couldn’t just 
be labeled business courses; they 
became pseudo-sciences, econom- 


ics, accounting, business cycles, 
marketing, merchandising. 

“And I suppose that was all 
right as window dressing—to 
make the business administration 
graduate feel equal to the engi- 
neering major or the doctor of 
medicine. But the sad part of it is, 
business men began to believe 
that these were really sciences, 
that you could chart channels of 
distribution and set them up in 
such a way that a predictable set 
of reactions—namely success in 
selling your goods—would occur— 
or that a given set of over-all 
business conditions throughout 
the nation would produce certain 
foreseeable economic results.” 


# Continuing his diatribe, Mr. 
Gimbel asserted: “I do not believe 
there is one single shred of evi- 
dence that economics and the 
study thereof has forewarned us 
of one single situation which we 
then prevented. Every recession 
has been preceded by predictions 
of ‘no recession.’ 

“Every inflationary or boom 
period occurs for some reason or 
other in the face of adverse statis- 
tics and learned warning from 
advisors on economics that we are 
in for a ‘shakeout.’ How long now 
have the wise men of Wall Street 
been muttering grimly about an- 
other crash—or if not a crash—at 
least a plop?” 

Mr. Gimbel went on to say that 

(Continued on Page 40) 


Spirit, Wallet Hurting, Client Sets Rules for 
Agency Men Unaware of ‘Customer Poker’ 


Cuicaco, Oct. 29—If Irv Kop- 
pel has his way, agency poker 
players will seldom, if ever, win 
any money at the “great Ameri- 


Weed 


Newman 


Klusmeier Keeney 


NNPA CENTRAL REGION OFFICERS—William Klusmeier, Rockford Star 

and Register-Republic, the outgoing president of the central region 

of National Newspaper Promotion Assn., shakes hands with his suc- 

cessor, Robert N. Weed, of the Minneapolis Star and Tribune. Other 

officers include Arthur Keeney, Canton Repository, 1st vp; and John 
F. Newman, Battle Creek Enquirer & News, 2nd vp. 


can game” from their clients. 

Although Mr. Koppel, assistant 
to the vp in charge of the toiletries 
division of Helene Curtis Indus- 
tries, may never be mentioned in 
the same breath with such card 
experts as Edmond Hoyle or Os- 
wald Jacoby, his set of 25 poker 
rules will be enthusiastically re- 
ceived by all client poker fans, and 
cursed forever by their agency 
counterparts. 


® The story begins at two poker 
parties. The participants were ad- 
men from Helene Curtis and from 
Edward H. Weiss & Co., one of 
Helene Curtis’ agencies. 

Among the client players were 
Mr. Koppel, Bill McCartney and 
Ed Shukur, brand managers; Al 
Levine, assistant sales promotion 
manager, and Sal Lupo, brand de- 
velopment manager. 

The agency contingent included 
Bernard J. Gross, account supervi- 
sor; Ben Kahn, Ike Herbert and 
Harold Platt, account executives, 
and John Tarini, research super- 
visor. 

Mr. Platt was host at the first 
poker session. When the chips 

(Continued on Page 14) 
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Agency Just Counselor in Marketing 


Areas Outside Ads, 


Client’s Practicality 
Causes Bad Judging in 
Creative Ad Field: Guild 


NEw York, Oct. 29—The impact 
of the marketing concept on adver- 
tising agencies, the requirements of 
new personnel, and the relationship 
of advertiser and agency occupied 
the center of the stage at the east- 
ern conference of the American 
Assn. of Advertising Agencies here 
this week. 


Eastern Four A’‘s 


William B. Lewis, president of 
Kenyon & Eckhardt, called what to 
do about marketing and the mar- 
keting concept “one of the most 
difficult and most widely discussed 
problems facing agency manage- 
ment today.” 

He took a temperate position: 
“Since marketing is a broad con- 
cept, embracing all the activities of 
the client’s business, then no agen- 
cy can assume total marketing re- 
sponsibility for a client without 
taking over his business ... We, as 
advertising agents, are responsible 
for planning and execution in the 
area of advertising. In all other 


Station Wagon Set 
Fertile, Prosperous 
‘Semi-Execs’: Polk 


Detroit, Oct. 
station wagons in the U. S. are 
likely to live in the better homes 
in or near large cities, have execu- 
tive or professional jobs, and drive 
the newer cars. 

What’s more, the average sta- 
tion wagon family numbers 4.2 
persons, according to a survey by 
R. L. Polk & Co. The average for 
families of new car buyers is 3.3 
persons. Three of four station wag- 
on owners have children under 18 
years. 

Polk said 48% of its respondents 
were executives and professional 
men, and another 11% were semi- 
executives, such as accountants 
and engineers. 

Station wagon owners are so- 
cially active and show a lively 
interest in sports, Polk noted. It 
also reported that 84% own their 
own homes, and 65% live in 
homes valued at $15,000 or more. 
63% live within city limits and 
another 17% just beyond the city 
limits. 38% indicated they live in 
cities of more than 100,000 popu- 
lation, Polk reported. 

Automobile Manufacturers Assn. 
figures show that factory sales of 
station wagons totaled 918,371 in 
1957, out of a total of 6,113,344 
factory sales for all types of pas- 
senger cars in that year. + 


Ad Expenditures 
Hit $7 Billion: U. S. 


WASHINGTON, Oct. 29—Some 
885,747 corporations reported to 
the Internal Revenue Service that 


they invested a total of more than | 
in advertising in the 


$7 billion 
fiscal year ended June, 1957. 

The figure was released by the 
Treasury Department in a prelim- 
inary report, “Corporation Income 
Tax Returns.” 

The exact total of $7,061,629,000 
included ad expenditures of $4,- 
049,600,000 reported by 132,835 
corporations in the manufacturing 
classification and $2,144,129,000 
reported by 286,252 corporations in 


the trade classification. # 


29—Owners of |: 


Lewis Tells 4A's 


marketing areas our chief function 
is counsel...” 


® The agencies’ dilemma, he said, 
is how far to go to make sure right 
marketing decisions are made, 
since wrong decisions can nullify 
advertising. He said areas in which 
agencies are competent are con- 
sumer behavior, trade and sales 
force behavior, and distribution. 
He warned against “giving counsel, 
or even seeming to, in areas which 
are beyond our province and com- 
petence. The entire agency busi- 
ness can be hurt by irresponsible 
claims to marketing competence 
where, in fact, it does not exist. 
“We are not going to take over 


(Continued on Page 116) 


AMAZING CAMERA. 


[1] AUTOMATICALLY SETS ITSELF! 


ay 
| 


* Bells Howell's ultra new 
Electric Eye Still Camera 


cooren mages wanens run Cau ImREER | 
hae» me 
Minas ween — 
Monee poets fom _ 


AUTOMATIC—Bell & Howell, Chica- 
go, will introduce its new electric 
eye still camera to the trade with 
this ad in November issues of Pho- 
to Merchandising and Drug Topics. 
Consumer advertising will center 
around tv and co-op newspaper 
ads. 


Bell & Howell 
Sets Pre-Yule 
TV, Print Push 


Cuicaco, Oct. 28—Television will 
play the major role in the Christ- 
mas promotion of Bell & Howell 
cameras and equipment this year. 

The company will co-sponsor 
four tv shows—‘“Dragnet,” “Cim- 
arron City,” “NBC News” and “El- 
lery Queen”—for four consecutive 
weeks each. Sponsorship will be 
staggered over a seven-week peri- 
od from Nov. 7 to Dec. 20. 

Bell & Howell’s new 127 electric 
eye still camera, the Infallible, will 
be featured in the campaign. It is 
the first still camera which auto- 
matically adjusts its light setting. 

The camera company will also 
pay 50% of eligible dealer news- 
paper advertising and half the cost 
of a four-color, four-page Christ- 
mas mailer available to dealers 
during the holiday promotion peri- 
od. 


Bell & Howell j 


8 Photo and trade magazines will 
round out the advertising schedule, 
said to be the company’s most ex- 
tensive marketing, advertising and 
sales promotion program. 

As part of the campaign Bell & 
Howell will conduct a dealer sales 
contest. Extra profit bonuses are 
offered, and top salesmen are eli- 
gible for such prizes as a year’s 
supply of gasoline, payment of 
their 1958 income tax and a year’s 
rent or mortgage payments. 

McCann-Erickson, Chicago, 
the Bell & Howell agency. # 
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Schick Drops 
Its Appeal in 
Cotton Test Suit 


Parapetpnra, Oct. 31—In a 
move which may result in estab- 
lishing a precedent in advertising, 
Schick Inc. today settled its legal 
hassle with Warwick & Legler over 
ownership of the “cotton test” idea 
used in razor demonstration adver- 
tising (AA, Oct. 28, Nov. 4, °57; 
May 12, ’58). 

Terms of the out-of-court settle- 
ment, according to the agency, 
were: (1) Schick admitted War- 
wick & Legler owned the idea; (2) 
Schick abandoned an appeal to a 
higher courts, and (3) $25,000 was 
paid by Schick to Warwick & Leg- 
ler. 

Theodore Miller, an attorney for 
Schick, said that his client was not 
conceding that the cotton test idea 


|belonged to Warwick & Legler, 
| “because the court has already de- 
| cided that.” He added that the $25,- 
|000 was not in payment for the idea 
but to cover the agency’s legal ex- 
| penses. He agreed that Schick was 
withdrawing its appeal. 

“I am happy to see the settle- 
ment of this case,” said H. Paul 
Warwick, president of W&L. “We 
are in the advertising business, not 
in the business of litigation. The 
|action of the eourt in this suit and 
the settlement of this case have 
vindicated our position. 

“While I have complete confi- 
dence that the court of appeals 
would have entirely approved the 
action of the trial court, I am de- 
lighted that Schick saw fit to make 
this settlement offer so that the 
|matter could be terminated at this 
time.” + 


Five Sponsors Bzy Networks’ 
Nov. 4 Election Coverage 

Five sponsors have made a clean 
sales sweep of the tv networks 
Nov. 4 election night coverage. 


| Whitehall Laboratories division of 
|American Home Products Corp. 
for Anacin and P. Lorillard Co. 
|\for Kent cigarets will co-sponsor | 
CBS-TV’s election coverage. | 
| Kitchens of Sara Lee, which was | 
unable to clear its previously an- 
nounced telecast of the Imperial | 
|Ball from the Hotel Astor, New 
| York, will have its first network 
ity buy with its sponsorship of the 
|ABC-TV election returns. 

| A.S.R. Products Corp. and Bay- 
|uk Cigars will co-sponsor NBC- 
TV’s four-hour show on election 
night. A. S. R., manufacturer of 
Gem razors and blades, will in- 
troduce the new 1959 Gem push- 
button razor called the People’s 
Choice on the program. Print ad- 
vertising for the new product will 
include color pages in Look, The 
Saturday Evening Post and 167 
newspapers. The agency for White- 
hall is Ted Bates & Co.; for P. Lor- 
‘illard, Lennen & Newell; Kitchens 
|of Sara Lee, Cunningham & Walsh; 
A. S. R., Kenyon & Eckhardt; and 
Bayuk Cigars, Feigenbaum & Wer- 
men Advertising Agency. 


We are pleased to announce 
the availability of 


BLACK AND 


ONE COLOR 
TISING 


in the daily Sunpapers 


ADVE 


Now, for the first time, national advertisers can 
take advantage of black & one color advertising in 
Baltimore’s most productive advertising medium. 
Minimum size acceptable will be 1,000 lines. 


he Baltimore Sunpaper 


ABC circulation: Combined Morning and Evening 410,932 — Sunday 319,488 


Cresmer & Woodward, Inc.—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott—Chicago, Detroit 


National Representatives: 


|}ment products and professional 
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Highlights of This Week's Issue 


Leo Burnett Co. establishes definite pol- 
icy against triple spotting of its clients’ 
announcements after a survey of mul- 
tiple spotting practices ameng 411 
television stations 


British Pester Advertising Assn. bans 
poster showing cigaret and smoke rising 
from it spelling out “cancer” ...Page 1 


Canadian agencies feel the pinch of prof- 
it squeeze, but look forward to a better 
year for everyone in 1959 


Great advertisements of yesteryear don't 
match up so well when put next to 
today’s advertisements, McCann-Erick- 
son’s Marion Harper Jr. tells the eastern 
conference of the American Assn. of 
Advertising Agencies 


General Foods’ ad budget for 1958 will 
top the $87,000,000 it spent in 1957 in its 
effort to combat private brands, Charles 
Mortimer, president, tells the Security 
Analysts of San Francisco ..........Page 2 


Behavior patterns involving drive, compet- 
itive inclination, etc., rather than intake 
of fatty foods and alcohol, are the chief 
factor in causing heart disease, doctors 
say Page 2 


John Cunningham of Cunningham & 
Walsh publicly eats statement of last 
year that westerns on tv were on their 
way out, notes that today westerns, in 
number, are stronger than ever ..Page 2 


The public is not so diet conscious as 
one would guess from the plethora of 
publicity on weight control that it has 
been subjected to, research company 
finds in study. Page 2 


Newspapers should promote news to news 
hungry readers, not Sunday supple- 
ments, Phil deBeaubien, publisher of 
the Detroit Times, tells central regional 
meeting of the National Newspaper 
ED QOUIIE, Stcicicnctsatenemcastittiniaets Page 3 


Marketing research isn’t worth a damn, 
Benedict Gimbel Jr., president and gen- 
eral manager of WIP, Philadelphia, tells 
Philadelphia Merchandising Associates. 
He says merchandising and other such 
terms were thought up by business 
schools as window dressing to make 
their graduates feel equal to the en- 
gineering major or the doctor ....Page 3 


Teievision will play the major role in the 
Christmas promotion of Bell & Howell 
cameras and equipment this year Page 3 


Seme 885,747 corporations spent $7 billion 
in advertising in the fiscal year ended 
June, 1957, the Internal Revenue Serv- | 
ice reports Page 3 


Owners of station wagons in the U.S. are 
likely to live in the better homes in or 
near large cities, have executive or pro- 
fessional jobs and drive newer cars, ac- 
cording to a survey by R. L. Polk 
& Co. Page 3 


Winery beasts of its inefficiency in ads, 
points out it still uses the old, slow 
ways to make its wines. ............ Page 24 


Commonwealth Edison Co., Chicago, 
launches drive pushing the luxury of 
electric heating ............ccc. Page 26 


Old Yankee Foods, producer of specialty 
foods in the Pacific Northwest, takes 
to light touch in ads to point out prod- 
uct advantages for two items in its line 
—syrup and peanut butter .......... Page 28 


Public relations may serve as the editors’ 
keeper in some ways, Ruder & Finn 
BEMIMAT ABTC]S 20... .eccceecvssersnrecenseeee Page 47 


Space salesmen give ad managers .a lot 
of practical help in planning their ad 
programs, but they could be even more 
helpful if ad managers gave out more 
information about their products and 
problems, Cleveland chapter of Na- 
tional Industrial Advertisers Assn. dis- 
covers Page 50 


Industrial designers are urged to adapt 
themselves to a “‘custom-oriented econ- 


omy” during 14th annual conference 
of the American Society of Industrial 
Desi WD . ettasenenbbectoctnasenicisenectnidbigniaee Page 54 


Sales people admit that they themselves 
are big block in concluding sales in 
study made by Phoenix Republic & 
Gazette Page 56 


Ten years of Starch of Busi 
Week gave the publication and its ad- 
vertisers plenty of good information, so 
Business Week is thinking of dropping 
Starch for some new research, Bayard 
E. Sawyer, associate publisher, tells 
Cincinnati adclub 86 


tudi 


Readership surveys are endangering the 
effective influence of the Audit Bureau 
of Circulations reports, Ralph Starr 
Butler asserts 


Developing the concept of the Audit Bu- 
reau of Circulations as a service or- 
ganization over and above its role as an 
audit organization is the goal of Alan 
Wolcott, new exec vp of ABC.... Page 93 


E. B. Weiss sees the specialized shopping 


center as the coming thing ........ Page 100 
REGULAR FEATURES 
Advertising Market Place ........................ 112 


Along the Media Path 
Art Director’s Viewpoint 
Coming Conventi 

Creative Man’s Corner 
Drawthinks 
Editorials 
Employe Communications 
Getting Personal . 
Looking at Radio & TV .....000...ccccccccccccccees 
Obituaries 
On the Merchandising Front 
Peeled Eye Dept. ...... 
Photographic Review 
Rough Proofs 
Salesense in Advertising 
This Week in Washington 
Voice of the Advertiser 
What They’re Saying . - 12 
Voor Cougtet to Bem ecccccceccccccceees 122 


Mark, Simeon Adds Two 
Mark, Simeon & Renard, New 

York, has been appointed to han- 

dle advertising for its hair treat- 


machinery and equipment. Mark, 


Simeon also has been named to 
handle advertising for Richard 
Bruce & Co., New York, securities 
and mutual funds dealer. News- 
papers and investment magazines 
will be used for Bruce. 
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AIM FOR THE MOON 


PERFECT ENGRAVINGS ARE YOUR BEST 
AMMUNITION WHEN SHOOTING FOR THE MOON. 
USE DOT ENGRAVERS FOR THE VERY BEST. 
COLOR AND BLACK AND WHITE. 


Did Engravers, Inc. 


600 W. VAN 


BUREN ST. CHICAGO 7 


STATE 2-5367 
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Win a woman’ confidence... 


pee: one 


Good Housekeeping never lets a woman down — whether she’s What's more, Good Housekeeping won't accept advertising that 
reading about party fare or wash and wear...orange juicers or does not meet our requirements. 

home reducers. Because only Good Housekeeping... No wonder 40,930,000* homemakers are influenced in their buying 
* Investigates every product that is advertised in its pages. decisions by the Good Housekeeping Guaranty Seal. No wonder 

* Checks every single claim made for those products advertised. they believe what they read in Good Housekeeping. Sell your 

* Guarantees replacement or refund of money if the products do product in the unique climate of confidence you get 


not perform as advertised therein. regularly in Good Housekeeping. *Crossley, S. D. Survey 


Good Housekeepin Secu: A CLIMATE OF CONFIDENCE FOR YOUR ADVERTISING 


A HEARST MAGAZINE 
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This Week in Washington .. . 


U.S. Denies ‘Secret Payments’ Are _ 
‘Necessary, Ordinary’ Business Cost 


By Stanley E. Cohen | The fact that the expense may 
Washington Editor | be assumed to be necessary—in the 
WASHINGTON, Oct. 30—Warning | sense that it is appropriate or help- 
to tv film producers: If you are ful in the development of the tax- 
paying kickbacks to film buyers,|Payer’s business—isn’t enough, the 
you'd better not charge them off as | Tuling emphasized. It also must be 
“necessary and ordinary” business | “ordinary,” in the sense that it is a 
expense unless you are prepared to|COMmon or frequent occurrence in 
fight it out with the Internal Rev-| the type of business involved. 
enue Service (for other news ontv| Even if tax officers could be 
film kickbacks see story on Page| convinced that kickbacks are “nor- 
1). mal, usual and customary” in the 
You may win. But in a somewhat | tv film industry, that wouldn’t end 
similar situation, the revenue serv- the matter. In its discussion of the 
ice announced today that it won’t| term “ordinary,” Internal Revenue 
allow deductions for secret pay-| Service made it clear that it has no 
ments which builders sometimes| intention of bestowing legitimacy 
make in order to get preferred| 0n payments which are made se- 
treatment from officers of savings|cretly, “the receipt of which was 
and loan associations. | unauthorized,” 


How would you) charges of irregularity can still be| 
like to be repre-| reinvestigated if the court refuses| Sinclair Weeks is being showered 
sented by a law-| to review the case, the Supreme| with compliments for his vigorous 


Detense 

Is Offensive? 
yer who insists on 

arguing your faults as well as your 


faced by the Federal Communica- 
tions Commission as controversial 
tv cases go to the Supreme Court. 

Under government procedures, 
the Department of Justice handles 
all government cases in the Su- 
preme Court. Justice Department 
lawyers follow FCC’s instructions 
so far as basic arguments are con- 
cerned, But they have been insist- 
ing on a special warning to the 
court whenever a case involves an 
irregularity mentioned by the 
House committee on legislative 
oversight. 

According to Justice Department 
attorneys, this is in line with their 
responsibility to be completely 
frank with the court. Needless to 
say, the FCC legal staff looks at 
this as excessive fairness. 

While the Justice Department 
assures the Supreme Court that 


| Court has been playing it safe. In- 
| stead of acting, it keeps the juris- 
| manding the cases with a notation 
that the lower court ought to satis- 
fy itself on any situation which 
may indicate an irregularity. 


Now that the De- 
Will Commercepartment of 
Alter Views? Commerce's top 

command is go- 
ing through a complete houseclean- 
ing, the question arises: What can 
be done to instill more recognition 
of the viewpoint of advertisers and 
advertising media? 

In recent months, a truly un- 
believable situation has existed, 
where the agency which supposed- 
ly represents the business view- 
point in government has behaved 
the way government talked about 
behaving in those far-off days 
when militant New Dealers were 


in vogue. 


Hometown paper 
for the whole state 


wy 


because of its outstanding sports 


coverage? That's part of the answer... 
and to sports hungry lowa a very important 
part. When a Rose Bowl pass is scored; 
when a Big Ten upset is scored; when 
big-league, Little League (or any in-between 
leagues) action takes place, it’s reported 

in The Register and Tribune. Its unusual 
sports picture coverage, employing photo 
techniques pioneered by The Register 

and Tribune, is as exciting as any you'll 
find. Its special Sunday “Peach” section is 
looked upon by sports experts as one of the 
most complete and authoritative sports 
sections anywhere. No wonder The Register 
and Tribune has perhaps the most unusual 
circulation in the nation. Its papers are 
read by 70% of the whole state of lowa! 


Des MOINES 


REGISTER ann TRIBUNE 
350,000 COMBINED DAILY -+ 500,000 SUNDAY 


Gardner Cowles, President 
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GARNER W. (“SEC”) TAYLOR, Sports Editor of The Register and Tribune and 
winner of the 1957 Grantland Rice Award, interviews Forest Evashevski, head 
football coach of The University of lowa. 


Advertising Age, November 3, 1958 


Outgoing Commerce Secretary 


|efforts in behalf of many pro- 
grams helpful to business. Among 


| virtues? Well, that’s the problem|dictional lines untangled by re-|them: Tax reform; an effective 


|highway construction program; 
progress in aviation; the St. Law- 
rence waterway; improved tariff 
programs; effective efforts to help 
U. S. companies with trade and in- 
vestment opportunities abroad. 


s While Secretary Weeks offered 
comfort to other segments of the 
business community, advertising 
never managed to arouse his sym- 
pathy. In the postal rate debate he 
went down the line for steep in- 
creases without troubling to make 
any real effort to obtain the mail- 
er’s point of view. His approval of 
the patent office’s ban on adver- 
tising constituted a Commerce De- 
partment stamp of approval to 
| those who say advertising ought to 
|be prohibited even if less drastic 
measures are available. As for his 
handling of the outdoor advertis- 
ing problem, what can be added to 
the acclamation of Mrs. Vance 
|Hood (National Roadside Council) 
who wrote: “Our expectations 
have been greatly exceeded, in 
| view of the imposed limitations of 
the act.” 


| The Federal 
FTC Wins Trade Commis- 
sion got a Su- 


‘While Losing 
preme Court or- 


der this week which restores its 
|foothold in the regulation of 
health and accident insurance ad- 
|vertising. Traditionally the com- 
|mission has regulated companies 
| which sell primarily by mail. While 
| they are only 15% of the industry, 
_even this limited role had been in 
| danger since early this year, when 
|the Supreme Court ruled that the 
| Federal Insurance Act of 1945 left 
| insurance problems to state au- 
| thorities. 

The issue reached the Supreme 
Court, you may recall, after for- 
| mer FTC Chairman Ed Howrey 
|complained that most state com- 
|missions were sitting on their 
| hands and permitting health in- 
|surance advertisers to make mis- 
leading and deceptive promises. 
| While his authority was in doubt, 
‘he pressed complaints against 
about 40 big insurers which sell 
|largely through agents who are 
supposed to be closely supervised 
by state authorities. 
| KFTC’s huge investment in money 
‘and manpower was wiped out when 
|the court said this was a matter 
between the companies and the 
states. Inevitably, some of the mail 
order companies tried to hitch onto 
this decision; but this week’s court 
ruling accepts the argument that 
states are powerless to deal with 
companies which operate on an in- 
terstate basis through the mail. 

While the commission’s lawyers 
|took a drubbing in the insurance 
| cases, it is appropriate to note that 
|FTC’s aggressive attack achieved 
the substance of its objective—a 
genuine clean-up of a particularly 
‘unhealthy advertising situation. 
For soon after FTC’s spotlight fo- 
|cused on the problem, the com- 
Levene and the state commissions 


voluntarily mended their ways. 


Senate interstate 
and foreign com- 
merce committee, 
which thrives on 
| investigations of the inner work- 
| ings of the radio and television in- 
dustry, expects to put in some ad- 
ditional work on tv rating services. 

After a one-day hearing last 
| June, committee members seemed 
| agreed that the rating services are 
reasonably competent from a tech- 
nical standpoint. But Sen. A. S. 
(Mike) Monroney (D., Okla.) 
continued to complain about a 
“sameness” in programming which 
|may stem from “a sheep-like ad- 
|herence” to ratings by “Madison 
Ave.” # 


Congress Eyes 
Ratings Again 


oer recite 


- 


Seas i ; r 2 ue ie A . : ‘ : ae _ * ee a ees : i s Tay Se ra Pe anise gil a 
: sicaii Take aint se a ae aoe ee 
toa , : 
re 
ee ; 
a ee | 
- ee 
ea a 
ee i 
ea ick 
Ga ke ’ i 
iene os 
ea a 
Be, ra 
oe ee 
Ment ; 
‘eae _ 
ul al 
Be 
oF ee 
. = ~ 4 
oe 9 
“a ’ etd 
oh oie 
Sal hen, 
ae RN 
ee : a 
= i enna ne essen readiness eis eeneenineenemsctveepintsemetaineapsnapatinnsis weve! mamma, { ee 
bor od 10 RPE Pepa gee ne es —— Ra 
5 48 , , Bias | =, 
incl ' ‘i 
a i att gt ee 
- “4 Bera 
=e ye is saree . * Vertis 
ao q ay ee a : - oe 
= je <i CE Ra ates = a 
3 Se, see wat ys ee Rs ? ae ; a 
13% . 2 ee ' one 
" fr - Re ee rs ef Sy 
ae ai , ase. dewey = ae 
oS , ‘ , RS ee: ag sage 
¥ Oy ond moe 
: : * 3 ’ ‘ 7 Ne oe SE i bn 
a . Cite ; Sade es, ~ : Bee a 
’ 7 we : a Wa es cc en - ee 
ila. * i ut aaa * ‘ te ak eat 2oy ie e , “cl 
ee P a f ony gine pee 
? . . rt eae oe : og 
if er she — - 
‘ ie . ee boc 
ae ac ne : 
| f i ; a. ™ 
a Frvese? eee Bt 
ne of Iowa... sae : ; 
mre: ¥ ee el ae 
. i mae mare ay “ies 
c een Saige. ag 
Ls 4 aes jes lagi “a oes 
- . aaa 4 e mare 
Si ses er : . 3 eo ae 
Z : £ eee 
ui 3s rs . a Me ane 
a rt : Py oa ad. 
He E 7 é the wee 
es me. , — Ca 7 Bis 
sy F : it RS * ae ‘ Mea 
‘4 2 ae aa : see hia 4 Bo 
hi S rs Efrat = 2 a Sige 
ee Byer te SRT ee ‘ aa 
SM een of edge it geo - ead 
= 1 . i ae ’ ‘ 
5 P PE dai , sp . Bee vie ery Be Bin Pb is 
: - . , >" Sate eee eal ish : i 
- a Be 43 st Me ibe 53 sa 
ae en ee ein nt 
a , me : Ei ca 3 e 
. . — Pe 
i ees A “= a 3 <i 
i Was: * oy ; - 
by + Pena oh, 7 " ae [- ~~ E - ane , Y 
3% Bea 3. i Le re 5 i a $e aneaN 
° “eA neaare ie - =} Se i 
if gic: ea ai j j 
: es ee ; tEhtites .¥ ; i 
: an Ri et > ed Setsst lk : I F 
-— ” SStthis tear : 
4 — het ‘ pea ee tte ett i a 
sh ee - 4 SStViANes % : 
; t . =" a F eet 35% | ¥. ; ¥; 
gs Fs / a * : i 
.  . Jorg SEN SST es m 
A Sea t nae Leet ttstiee i : . 
= 2 ad Ta ad * 7 at . { We 
; i} “ae al ie ee. r a 
: EP monsttetes $3223 3 Speec3i3 (oa 
: a 5 ea he ree weNe cebeec eee eees : aes 
; r + 4 4 uP? PP bese lisse. $ } - 
; sci old Ast” § Se Se” PPeteses ee es ; fi 
‘ at - ae - nm “s Sttessreses $3 § ‘* 
= see? ‘an . 2, oe m4 oe eeee ‘ 
ee , sah * ee 7. Coser sstesses. 4 at 
on ae. Ne *,% gh POPS seece sets tt é A 
} ieee ike . ate SERS TIT ie 
” J > «, *g® ereessisesesstees th: *, 
oo - Ps RO) ' a seesrsesssssiiitiys ss | ‘ 
3 Be CTs NeogMesirstsssticsaasessees: ae 
s ee ee a ae * Lee er Peteeese +6e ‘ ‘ 
+ TNS WS trees iaaiiiiists " 
ee feu. er 2eree 22 SS Osen 23 : 
: sett *,” OP er aeee? eo ee oe : 
< APES s ee igi eee? er ePeePSeasc eres + : 
AEE oe Ae PEE PETE IS SOS hE LL SSO ee 
: meee Fels lta See peeeeece se tosses: : } a 
Teeter cette peere ei ie tees sis tte : 4 a 
pees Seet es ¥ Seeretiliseeesarl cree r+» ; 4 3 
o ame aarti: 2 23 Sy i, peeee si erees ees. SS3339 ais 
; he ESSE SSE steeeeshiseege este +s 2°? 66554 & 
‘] Mer mit setts og fe o*lioee eet SaOR RE eel. t? om 
Bema tt tts amereeee ssissssseseaees. tities & 4 
ah eae S > seer eee eaaece. iy SARE 
ae eee eee! eee - t+ +++) 33 
: hay eeesssstesiese sioteesess: _ 
ey tae eeeet? ernest; eeeees ooeeal $ ee . ; 
7 earnest lose, sete liee : Seeaneee’ ; : a 
* BS CEES a 33 seseetstesases pease ; = 
2 "7 + . * oe ; § is 
. ee aay > 3 4 FPP PEIOS SS SESS Leone is iy 
r ery et? 4 > * * 7 4 Ci 
Mearatt eae? 4 eeee 4 a theese < 
. Tact teeth l  a ee eo 2eeee? eae et +e a 
’ a emeeearieriiisereiiiiteeertttaeeeenee : : 
st + tlereeeeye a Peeee Ti taeeee reer erie.’ testes ; eS 
Memes teiceitsseittesea teeta atts . 
ae % «tied sree ai iteeee? S33. 28S FESS Sat , wy 
lL © tie reriii. 2 seees Tayi eee ES 2O% boats ’ e 
35 - Tieiseseetsitiitssss | ttstes 4 
‘+P 4 eeore? st 3325 $33 bs 5a 
f I > s$eets > soe eoee lence ee 
aemerisperetilegey s* peeeeeeee! pases. rye +enss -* Pi 
Brarirrtestsseststesssssesesssscesesete: Ww ue 
Restart ee ee? 3 FPSERER SORA ee . 
; eet eteee aoe 268 +e. . ys : .. 
eet ape ees sere eee 33334: tty a re ee : 
ee Memiistriibsscserteesiittessescteeseeee ; i 
. Buecatimatsisstssisssseesssssessaess ky + : 
eae 4 Lib bbeant. tt? H a ; 
ya eee 9 soetseserseets eoen. yy - 
"reg Memt site. ace? OF o gah PhS OTS SCORE REEL’ by 
oo" coast ee SESS Tet oeete 
MEetetet react itis cisscscasss beans : 3 
Pere Abe eee ; ‘ 3 : 
et gee ette EA kpeede ee FO 444 Fe 0 PS oe Pas 3 } 
i eee eeree ee ee ee bes rs & . 5 Ae ag ee ee 
' pee ee suai: . ‘a SOT Se, Ss: é > ; 
Ai . ee 
3 
ois Ty i , 
pe SE ene nm PM ee eens Oe ear caer ee) AES ; : : ; : ite 
ier he SED tam MS BS i a i lan Rb i EEO ee ae 2 ae ‘ : : en : He “ : ? na 
ta: 8 SONLUR ie Com oo ee ge re ee | SE Re eeeeyal anna toa pete peer kee ; 
en Fe tates Sah phat oegbB) — JP paar gts ee nro Uae Nags Pate yn hee eM hte Se eam BeBe Coy tM yo 
" seven i a et Repair att ate ec ey ae a . Sai SE isa ete claps: a 
— al a wi: Pe Seowest TS ee Sy NE oe | Cae 
Be a a ite eae ah je easy “ita Rie) tg tae + eee ark Seat = 
ras. ee ees ree roe ae ne Noh RUE pit en 


° Proved! More than 
29 million reader exposures 
for your ad page in... 


ILES 


around the Post 
these days come from 
our bumper October 
gain: $1,700,000 in 
advertising revenue, 
104 per cent in pages 
over last Halloween 
month! Zhats growth! 
Lhats vitality! 


The Saturday Evening 


POST 


Sell the POST INFLUENTIALS 
-they tell the others! 
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Barter System 
With Affiliates 


New York, Oct. 30—CBS Radio 


will soon switch to a barter-type, | 


sharply curtailed network opera- 
tion. 

This revolutionary change was 
proposed to affiliates here this 
week by Arthur Hull Hayes, pres- 
ident of the network. The plan, 
which calls for very little, if any, 
money to change hands between 
the network and stations, was 
worked out in cooperation with 
the board of directors of the CBS 
Radio Network Affiliates Assn. 

The affiliates voted to endorse 
the plan after a good deal of pro 
and con discussion at their meet- 
ing here. 

The vote was 86 for, nine against 
and eight abstentions. The rest of 
the approximately 200 stations 
were not at the meeting. Station 
sources say a good many station 
men stayed away from this key 
session to avoid going on record 
with a roll call vote, but a CBS 
spokesman said 103 out of the 115 
stations represented at the fall 
session were there to stand up and 
be counted. 


s Mutual Broadcasting System 
has been running mainly on a 
network-programs-in-exchange- 
for-station-time barter setup for 
some time. A group of ABC Radio 
affiliates tried unsuccessfully to 
put through something of the 
same sort at that network a year 
or so ago. 

ABC has since sharply reduced 
its programming day. This leaves 
NBC as the only chain which con- 
tinues to offer a_ substantial 
amount of programming—about 72 
hours a week—which is sold on 
the traditional pattern. NBC says 
that compensation to stations has 
increased threefold in the past 
three years, but affiliates continue 
to complain that the network is 
selling shows like “Monitor” at a 
price that is uneconomic for the 
industry. 

CBS’ “Program Consolidation 
Plan” calls for the network to cut 
back to a limited weekly sched- 
ule. The stations will be supplied 
free of charge with five minutes 
of news on the hour from 8 a.m. 
to 10 p.m., EST, seven days a 
week, as well as such news fea- 
tures as the “World News Round- 
Up.” These the stations will sell 
locally and without sharing the 
payment with the network. 


= In exchange the affiliates will 
carry, without payment to them, a 
tightly integrated schedule of pro- 
grams, which the network will 
sell. There will be 30 hours week- 
ly of this type of fare. 

The tentative Monday through 
Friday schedule for network sale 
includes a block of two hours in 
the morning, filled by Arthur 
Godfrey, Art Linkletter and other 
personalities; two hours of day- 
time serials in the afternoon and 
an hour and a quarter in the 
evening starting at 6:45 p.m., EST, 
with Lowell Thomas and ending 
at 8 p.m., EST, with Edward R. 
Murrow. 


® On the weekends the network 
will keep only three hours to sell 
for itself. All of this will be on 
Sunday, with dramas from 5 to 
7 p.m., EST, and Mitch Miller’s 
show from 7 to 8 p.m., EST. 

In addition, the network will 
program four hours weekly of 
special features such as the “New 
York Philharmonic,” “Face the 
Nation,” “Capitol Cloakroom,” 
“Church of the Air,” “Unit One” 
and broadcasts covering major na- 
tional and international events as 


err, Ss a Seer Gr + tesa” = 


they occur. These will be made, 


CBS Radio to Use =i. 


available for sale by the stations 


| For the time being there will be 
'a few broadcasts left such as Tex- 
j}aco’s Saturday afternoon visit to 
|the Metropolitan Opera, where 
the network sells the time to a 
national advertiser and shares 
the money with the station. But 


| 


up as soon as affiliate contracts 
have been revised. Jan. 1 is the 
target date. 

The reasons for the move were 
explained by Mr. Hayes, who told 
the stations: “This plan is intend- 
ed to strengthen the audience val- 
ues and the financial stability o* 
both the CBS Radio network and 
its affiliates, without whose con- 
tinuing strength the values of net- 
work radio to the people of this 
country would not exist.” 


® CBS contracts, of course, must 
be renegotiated individually with 
stations. Some station men queried 
by ADVERTISING AGE seemed pleased 
with the idea of getting more time 
to program and sell locally, while 
retaining network service for 
news, public affairs and special 
events broadcasts. These will go 
along with CBS’ idea for taking 
network radio out of the red, and 
like it. Bonus stations and small 
stations, which were getting little 
if any money from the network 
anyhow, appear to be reacting fa- 
vorably, as did some “independ- 
ent-minded” stations. 


= Opponents of the move said it 
got station endorsement because it 
was a “this or nothing” choice and 
because of the power of the tv 
network. These stations fear that 
it will worsen what they say is 
their worst problem with the net- 
works—unrealistic pricing. “If the 
network is out trying to sell our 
station to General Foods for $4 a 
spot, how can we hope to sell it 
for $50?” is a common complaint. 

These stations point out that 
CBS will now have 30 hours week- 
ly of their time and that the sta- 
tions will no longer have any real 
control over their pricing. Pre- 
viously affiliates could and did 
turn down programs, sometimes 
because they didn’t pay enough. + 


American Airlines 
to Stress Jets 
in ‘Biggest Push 


Los ANGELEs, Oct. 28—American 
Airlines is undertaking what is 
probably the greatest advertising 
and promotion campaign in airline 
history to bring the story of jet 
travel to the public, John E. Brady, 
director of advertising, told mem- 
bers of the Advertising Club of Los 
Angeles today. 

He said the idea behind the cam- 
paign is the public should be in- 
formed that the advent of jet trav- 
el is not just an improvement of 
an older product but is in every 
sense a revolution. 

Mr. Brady declared that the 40% 
reduction in travel time afforded 
by jets will benefit everyone. It 
will expand commercial horizons 
and contribute to greater enjoy- 
ment of leisure time, he said. 


s A major campaign in magazines 
has already been started by Amer- 
ican Airlines. Planned is “the 
greatest concentration” of local 
advertising in newspapers, radio 
and other media in the company’s 
history. 

A direct mail campaign, now in 
preparation, will cover “millions” 
of people, who will receive four- 
color booklets and other material 
describing the new jet service. 

Lennen & Newell is the agency. # 


these are to be a vanishing breed. 


® CBS will switch to the new set- 
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HELPING HAND—A. O. Smith Corp., 

manufacturer of auto frames, urges 

consumers to buy new 1959 auto- 
mobiles in this color page. 


A. 0. Smith Ads 
Will Urge Public 
to Buy ‘59 Cars 


MILWAUKEE, Oct. 29—A. O. 
Smith Corp. will run the first of 
its “Operation Task Force” corpo- 
rate advertisements in November. 

The advertisement is unique in 
that the manufacturer of automo- 
bile frames will directly urge the 
consuming public to purchase the 
new 1959 automobiles, a practice 
not generally followed by automo- 
tive industry suppliers. 

The advertisement will be a 
four-color bleed page in the Nov. 
10 Life and a b&w page in the Nov. 
8 Business Week. It will also ap- 
pear b&w in the Nov. 11 issues of 
the Wall Street Journal, the De- 
troit News, and St. Louis Post- 
Dispatch. 

The advertisement was prepared 
by Klau-Van Pietersom-Dunlap. 


s Stanley E. Wolkenheim, A. O. 
Smith marketing vp, and Monte J. 
Sanders, KVPD vp and group 
executive on the Smith account, 


said that “flexibility” will be the) 


major feature of the A. O. Smith 
corporate program in 
months. 


coming 
|years ago, 
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| Dillon Is Successor .. . 


Advertising Age, November 3, 1958 


BBDO's Manchee Steps Down; Glint 


New York, Oct. 29—Fred B. 
Manchee began his ad career 39 
years ago as a vacationing law 
student who rang bells for the mar- 
ket research department of Bar- 


| ton, Durstine & Osborn. 


Today, he’s exec vp and treas- 


‘urer of BBDO, a job he’ll give up 


Jan. 1 to “have more time to de- 


|vote to my two favorite occupa- 


tions, writing and growing flow- 
ers.” Succeeding him as head of 
BBDO marketing, research and 
media operations will be Thomas 
C. Dillon, vp and director of the 
agency. 

“T’ve been thinking about slack- 
ing off a bit for a few years now,” 
Mr. Manchee said this week, “and 
I consider myself very fortunate 
that I can do some of the things I’ve 
always wanted to do and still con- 
tinue my association with the agen- 
cy.” 


= “Some of the things” the dy- 
namic, 55-year-old Mr. Manchee 
wants to do is publish a book an- 
swering charges made against ad- 
vertising and people in advertising 
during recent years. 

“JT think it’s time the other side 
is heard,” he said, “against these 
charges of ‘Hidden Persuaders’ 
and the like. I’m not on a crusade, 


‘Newsweek’ Backs 
Continuing Study 


of Consumer Plans 


NICB-Sindlinger to 
Make 6-Month Checkups 
on Forecasts and Sales 


New York, Oct. 28—News- 
week, which began to survey in- 
dustry’s capital appropriations in 
cooperation with the National 
Industrial Conference Board two 
yesterday announced 


“Each advertisement will repre- that NICB would conduct for the 


sent a single package idea with a 
complete treatment tailored to fit 
that particular idea,” they said. 
“Advertising media will be select- 
ed for each ad on the basis of 
the prime audience to be reached 
and as best suited for the accom- 
panying merchandising plan.” + 


‘Playboy’ Enjoins 


P.O. in Seizure 


WASHINGTON, Oct. 30—An at- 
tempt by the Post Office Depart- 
ment to ban the November issue 
of Playboy from the mails was 
thwarted here today when the 
Chicago-based magazine obtained 
a temporary injunction from the 
federal district court. 

The injunction, which forbids 
the Post Office from further inter- 
ference with the mailing for five 
days, was upheld by the U. S. court 
of appeals, which refused a Post 
Office Department request to va- 
cate the order. 

The department sought to ban 
the issue on grounds of obscenity, 
but did not indicate what parts of 
the issue it considered obscene. 

Playboy, meanwhile, said that 
the November issue had been 
mailed to its 130,000 subscribers 
two weeks ago. # 


Breskin Joins ‘Tide’ 

Theodore B. Breskin, formerly 
with Media/scope, has joined Tide 
as east coast regional sales man- 
ager. 


magazine a continuing study of 
consumer buying plans. 

NICB will conduct a survey of 
60,000 households a year, with 
the actual field work done via 
telephone by interviewers of 
Sindlinger & Co., Philadelphia. 

The first formal report, pub- 
lished by the magazine in its 
Nov. 3 issue, covers interviews of 
1,500 households polled each 
week between February and late 
September of this year. 


= The report reveals a “consumer 
optimism well-hedged with cau- 
tion.” It indicates the general level 
of consumer outlays between now 
and the end of the year isn’t due 
for any big step-up. 

But it shows a “definite con- 
sumer swing toward autos, partic- 
ularly compared with plans for 
other, competing goods.” And this 
could make a lot of difference. 

The outlook for housing seems 
to indicate a “moderately strong” 
market. Appliances show strong 
seasonal trends, but dishwashers 
“rose steadily and powerfully.” 

The survey contemplates a 
check of the consumers’ buying 
plans against actual sales figures. 
Callbacks on the consumers six 
months later will be made to find 
out if they bought what they 
planned to buy. 

The survey was described as 
another step in “foreshadowing 
statistics”—statistics intended to 
throw light on subsequent operat- 
ing statistics of the economy. # 


in His Eye Is Book Defending Admen 


|but the public should be aware 


that admen aren’t the client-hat- 
ing, scared, throat-cutting bunch 
they’re made out to be.” 


s Mr. Manchee’s book, still un- 
titled, is set for publication next 
spring. Up until now, his writing 
has gained him nothing but im- 
mense personal satisfaction and a 
“fine collection of rejection slips.” 

More in line with what he’s done 
for nearly 40 years as a BBDO 
executive, he plans to use his ad 
experience to sell imported lilacs 
through his own company, Floral 
Enterprises Inc., of which he is 
president and treasurer. 

Besides marketing the flowers 
on a big scale, he wants to spend 
time in his own garden at his home 
in Ridgewood, N.J. 

“I’ve loved flowers all my life,” 
he said, “now I can grow them, 
my wife can arrange them, and my 
poodle can smell ’em.” 

As for the ad business, he plans 
to continue with BBDO as an ac- 
tive management adviser for many 
years to come. “You can’t be in 
the business for 39 years without 
getting it into your bloodstream,” 
he said. + 


Poliiz Offers 
Running Study 
of Magazine Ads 


New York, Oct. 30—Alfred Pol- 
itz, president of Alfred Politz Re- 
search, called executives of seven 
magazine publishing companies to 
his office this week to sound them 
out on the establishment of a 
continuing measurement service 
for magazine advertising exposure, 
ADVERTISING AGE learned. 

The plan, which is still tentative, 
would bring to the magazine field 
a tune-in rating mechanism simi- 
lar to the ones available in the 
broadcast field. 

Initial reaction to the proposal 
seemed highly favorable, AA 
found in checking publishers who 
attended the meeting. 

Mr. Politz presented his plan 
to the following publishers: Better 
Homes & Gardens, Curtis Publish- 
ing, Hearst Corp., Look, McCall’s, 
Reader’s Digest and Time Inc. 


# He told them that a _ service 
which measures regularly the 
number of readers exposed to an 
advertiser’s message would be a 
valuable tool for the medium. 

Under the Politz plan, there 
would be no measurement of the 
number of people who read an ad. 
This, he pointed out, is not the 
responsibility of the medium but 
the advertiser; the magazine’s re- 
sponsibility is to deliver a reader 
to the page on which the advertise- 
ment appears—and this is what 
the Politz service would measure: 
How many pages are opened by 
how many readers. 

Mr. Politz suggested that the ad- 
vertising exposure measurements 
could be reported twice a year. 
The service would be organized 
and maintained by the Politz com- 
pany, with magazines invited to 
subscribe. The cost reportedly will 
be $175,000 per magazine. + 


Thomas Car Names Yates 
Perley A. Thomas Car Works, 
High Point, N. C., manufacturer 
of transportation equipment, has 
named Graem Yates Advertising 
Agency, Charlotte, N. C., to handle 
its advertising and public relations. 
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Experience Speaks...a. report by Chilton 


CORPORATION 


“| depend on the trade press 
as a city editor must depen 
on his many reporters” 


Recently we were fortunate enough to spend several hours 
discussing the use and value of trade publications with 
Franklin S$. Catlin, Manager ot Marketing Development for the 
Magnaflux Corporation. A chemical engineer with a B.S. from 
Northwestern University, Mr. Catlin started his career as a 
teacher in the Chicago schoo! system. Two and a halt years 
later, however, he availed himselt ot the opportunity to join 
Magnaflux in the Experimental Machine Shop and in 6 months 
moved on to the Research Department. In 1947 he was ap- 
pointed to his present position—head of a newly created post 


FRANKLIN S. CATLIN, Manager of Marketing Development at MAGNAFLUX CORPORATION, Chicago, III. 


within the Sales Department, with broad responsibilities for 
market research and analysis, advertising, sales promotion and 
publicity. In addition to his heavy schedule at Magnaflux, 
Mr. Catlin finds time to take an active interest in the National 
Industrial Advertisers’ Association, the Society for Non- 
destructive Testing, and other industrial groups. 


You will find the highlights ot our discussion with this suc- 
cessful sales executive both interesting and rewarding. Please 
turn the page... 
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| Experience Speaks 


“Trade paper advertising is ideally suited to do specific 


Q Just what is the scope of activities here at 
Magnafiux, Mr. Catlin? 


A We design, make and sell methods and equip- 
ment for the nondestructive testing of materials and 
parts. For example, we are concerned with detecting 
invisibly small defects, such as cracks in material and 
equipment, whether finished or at any stage of pro- 
duction. We also measure metallurgical character- 
istics, variations in hardness, effects of heat treat- 
ment, and numerous other variables in products. 
All this is done, of course, in ways that do not 
destroy, damage or alter the material or equipment 
being tested. 


Q What fields and industries do you serve? 


A We have an interest in any organization in any 
industry making products which include vital 
metallic parts—parts whose failure would be serious. 
I'm speaking about such things as earth moving 
equipment, aircraft, missiles, automobiles, engines 
and turbines, and the like. And, by way of mainte- 
nance, we work with most industries using those 
products, and also the Armed Forces. 


Q Just who do you have to talk with in your 
client organizations to sell your equipment and 
methods? 


A We have both primary and secondary contacts. 
The primary contact is the fellow ‘Who needs our 
product to serve his own needs and interests—the 
man responsible, let’s say, for production or quality 
control or product inspections. Our secondary con- 
tact is with top management, the people responsible 
for cost control and capital investments. 


Q How long has Magnaflux been advertising? 
A Since 1942. 


Q Have you been using trade publications since 
the beginning? 


A Yes. 
Q How many trade magazines do you now use? 


A The figure varies from year to year, depending 
on our sales programs and on what industries we are 
concentrating. This year we have major programs 
in 14, minor programs in another 15. 


Q What are the basic objectives of your adver- 
tising? 


A To answer your question briefly, it is to sell the 
idea of need for our equipment and methods. How- 
ever, it really isn’t quite that simple—our objectives 
differ from time to time. The past year, for example, 
the purpose has been to crack loose the tight dollar. 
We've been running management type ads in our 
trade books which stress the importance of spending 
one dollar to save 10 dollars. Then in other periods, 
we’ve set and achieved as our objective the successful 


e 


entry into an entirely new industry, an entirely 
new market. 


Q Can you give me an example of this? 


A Yes. About 10 years ago the trucking industry 
had reached the point where most organizations were 
no longer one-man enterprises—they were large, 
integrated organizations with well-established and 
strict maintenance procedures. We felt the time was 
ripe and undertook an intensive 3-year campaign to 
sell Magnaflux testing as a part of maintenance over- 
haul inspection. We were successful in creating a 
demand and acceptance on the part of fleet oper- 
ators. Now, when their rigs are built and rebuilt, 
Magnaflux is used. 


Q | presume that trade magazines carried a 
major part of this effort. 


A Yes. It was a coordinated campaign, of course. 
We issued publicity articles, mailings, and the like, 
but we carried a heavy schedule in all key publica- 
tions covering the field. We were very proud to have 
accomplished such a massive educational program 
in so short a period and to create a real demand 
where none had existed before. 


Q What copy theme have you found to be most 
persuasive for your particular purposes? 


A The best theme is honesty and directness in 
terms of the reader’s own interests and needs. You 


Dole es 
i aoe a 


*. » » in trade magazines, the economics are favorable for spending a modest amount of money to achieve a modest but adequate 
return’ 


can rely very little on trick copy—jingles and such 
gimmicks—in industrial advertising. The essential 
story is usefulness of the product, and the only trick 
is to convince the reader of its usefulness to him. 
This, of course, requires not only a thorough knowl- 
edge of the capabilities and limitations of your own 
products, but a genuine understanding of your cus- 
tomers’ business and its needs. You’ve got to sell 
the assurance of a real return. 


Q Just what do you mean by assurance of a 
real return? 


A In industrial advertising we must convince the 
prospective customer that he will derive material 


**We’ve been running management type ads in our trade books 
which stress the importance of spending one dollar to save 
10 dollars”? 
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**I depend on the trade press as a city editor must depend on his 
many reporters. It brings me the news swiftly, accurately and 
in breadth”? 


benefits from any money he spends on our product— 
when a business organization buys a product it ex- 
pects to get a substantive return. It’s never an 
emotional thing, as in the case of certain consumer 
items. 


Q As a reader, not an advertiser, just what 
does the trade press mean to you? 


A Well, | get my best value professionally from 
the trade press because I learn there of the changing 
situations within the industries with which we are 
working. And because of excellent editorial coverage, 


I learn these things rather intimately. I depend on the 
trade press as a city editor must depend on his many 
reporters. It brings me the news swiftly, accurately 
and in breadth. It gives me the full story in detail 
and in each area of specialization. | am then free to 
absorb as much or as little of a subject as I desire. 


Q What do you have to say about the value of 
the trade press to the advertiser? 


A Well, obviously, it affords him the vehicle that 
will carry his advertising message to customers and 
prospects economically and effectively. But to this 
subject there is another aspect, one frequently over- 
looked. Trade paper advertising is ideally suited to 
do specific jobs within limited areas of interest—even 
small jobs. And not only are you able to do them, 
but you can afford to do them—which is even more 
important. Often a campaign in one of the big con- 
sumer publications might do very nicely, but its use 
would be completely out of the question for a moder- 
ate-sized company to achieve a modest portion of its 
sales in a new market. But in trade magazines, the 
economics are favorable for spending a modest amount 
of money to achieve a modest but adequate return. 


Q What do you look for in selecting the trade 
publications you use? 


A We depend heavily on the editorial stature and 
coverage of the magazine rather than its circulation. 


Very often raw circulation figures of certain maga- 
zines prove valueless to us—usually we are not 
interested in reaching 20 or 30 or 40 thousand 
readers. Instead we are anxious to reach an all- 
important 4 or 5 or 6 thousand. By analyzing the 
editorial content of a book we can select those which 
are beamed directly to that group. 


**The best theme is honesty and directness in terms of the reader’s 
own interests and needs. You can rely very little on trick copy— 
jingles and such gimmicks—in industrial advertising’? 


Trade and industrial magazines are the all-important link between you and the buying influences you want to reach. They provide the 


means for reaching your immediate customers and prospects on common ground —at a time when they are most receptive to your sales 


messages. In this respect they fill a role unduplicated by any other known selling force. 


Chilton, one of the most diversified publishers of trade and industrial publications in the country, has the resources and experience 


needed to make each of 16 magazines outstanding in its field. Each covers its particular field with an editorial excellence and strict control 


of circulation that assure confidence on the part of both readers and advertisers. With such acceptance goes proportionate selling power. 


COMPANY 


hilton 


Chestnut and 56th Streets » Philadelphia 39, Pennsylvania 


Publisher of: Department Store Economist - The Iron Age « Hardware Age - The Spectator - Automotive Industries + Boot and Shoe Recorder 
Commercial Car Journal - Butane-Propane News «+ Electronic Industries « Jewelers’ Circular—-Keystone + Motor Age + Gas + Hardware World 
Optical Journal & Review of Optometry + Distribution Age + Aircraft and Missiles Manufacturing + Business, Technical and Educational Books 
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The Editorial Viewpoint... 


Distillers Should Be Wary 


The Distilled Spirits Institute was merely being realistic, we believe, 
in lifting its ban on women in liquor advertising. A very considerable 
number of women are at least occasional consumers of hard liquor, 
and certainly the number who are seriously offended if liquor is con- 
sumed in their presence must be small indeed. 

So it is no more than facing up to the facts of life to permit liquor 
advertisers to show women in their ads, provided of course that this 
is done with tact and good taste, as we are sure it will be. 

It can probably be argued that it is equally realistic to permit ad- 
vertising of hard liquors on the air waves, where it has always been 
voluntarily banned by voluntary codes of liquor advertisers and 
broadcasters. But we do not believe that it would be a good thing, for 
either the liquor advertisers or the broadcasters, to break down this 
ban; and so we hope that stations and liquor advertisers will continue 
to hold the line against liquor advertising on the air. 

What to do about people like Commander Whitehead of Schweppes, 
who hopes to break down radio’s reluctance to mention hard liquor 
and come right out in commercials extolling the merits of gin and 
tonic, is a little more ticklish problem. We'd be inclined to say, how- 
ever, that radio would be smart to hold to its present line. Tonic is an 
acceptable advertising product, and Comdr. Whitehead is under no 
terrible strain now in promoting it, even though he can’t mention gin. 
We suggest that it might be best for all concerned to leave well enough 
alone. 


A Forward Step for the Council 


The “open meeting” which the board of directors of the Advertising 
Council held in Chicago a week or so ago was a good thing. Similar 
activities should be conducted by the council more often. 

We have been critical of the council as operating on too remote a 
basis from the average advertising man. Sessions like that held in 
Chicago could do a great deal to dissipate the notion that the council 
is a sort of closed corporation not much concerned with what the mine- 
run of advertising people think or do. 

It was instructive and impressive to sit in on the more or less typical 
board session, and it was especially impressive for the 100 or so people 
present to hear that the “Stop Accidents” campaign, one of the oldest 
continuing campaigns to which the council has lent its support, is 
credited by “the client”’—the National Safety Council—with having 
contributed substantially toward the saving of 156,000 lives over a 12- 
year span. 

It is good for advertising people to realize that their business is 
helping so mightily to solve pressing national problems. The Adver- 
tising Council should do all in its power to make advertising people 
more aware of how it works and what it is doing. The story is an ex- 
citing one, but it has been poorly merchandised to the trade. 


Media Promotion Bureaus 


If the Agricultural Publishers Assn. adopts its board of directors’ 
proposal for the establishment of a Farm Publications Advertising 
Bureau, there will not be a major medium without some sort of pro- 
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—Irving C. Haag, Northbrook, Mil. 
“The way we lost that account was a crime. Another agency stole 


Rough Proofs 


“Vote Tuesday, Nov. 4,” was the 


jmessage of Young & Rubicam’s 


public service ad, which might 
have added that this is a deadline 
with no extensions. 


“Distillers cautious on women in 
ads,” the headline says. 

They don’t want to run the risk 
of embarrassing some of their most 
conscientious consumers. 


“How did you get your million?” 
is not a question asked of a rising 
tycoon, but one addressed to and 
answered by U. S. News & World 
Report. 

os 


Maybe the enthusiasts for tint tv 
should consider the advantages of 
organizing the National Assn. for 
the Advancement of Colored Pro- 
grams. 

— 


Bolstering its claim to the title of 


|*the big cheese,” Station WEAU- 


TV, Eau Claire, says it serves “the 
giant land of three-quarter million 
people and two million cows.” 


A company looking for a lady ad 


it ” 


motional organization aimed at selling its advantages to advertisers 
and agencies. 

In the complex days in which we live, such organizations are almost 

/a necessity. They do for a class or type of medium the kind of job 


| which none of them can do so well or so comprehensively alone, and | 


they provide a basic background and platform against which all indi- 
| vidual members can sell more effectively. 
But as is the case with industrywide promotion organizations outside 


| the media field, it is important to remember that none of these or- 
| ganizations can do the job of selling which individual members can do 


| dium. 


What They're Saying . . . 


for themselves. 

The industry effort makes most sense and is most effective when it | 
is strongly backed by the individual sales efforts of all the members, 
Selling their own individual advantages and at the same time contrib- 
uting to the over-all weight of the selling efforts put behind the me- 


| 
| 


| 
| 
| 
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| 
Advertising Omnia Vincit our increasing productive ability. | 
When I was an undergraduate at; By 1969 our total production of 
the University of Toronto, the|800ds and services in the U. S. 
warden of Hart House was Walter Should grow to over $700 billion 
Bowles. Since then he has become |i” terms of June, 1958 prices com- 
one of Canada’s best known news- | Pared with $429 billion in mid- 
casters. A month or so ago, Walter | 1958... 
Bowles read, at a private club, a} The importance of advertising, 
poem to advertising—an invoca-| Selling, packaging, merchandising, 
tion you might say to our business | Premium incentives, and consumer 
—in Latin. credit as forces to bring about these 
Perhaps you might all bend your |mecessary changes over the next 
heads slightly while I read, with | tem years can hardly be overem- 
due solemnity, this ode: | phasized. It will take substantially 
Delco Congoleum Oxo Nabisco | increased efforts to create markets 
Celotex Eno Valspar Lavoris | for $147 billion more sales annual- 
Vigoro Ex-Lax Tums Duco ily. 


—Arno H. Johnson, vp and senior 
Marvello | economist, J. Walter Thompson Co., 
Pablum Solignum 


speaking at the western region, Four 
Vel Phileo Lanolin Certo Vi- A’s convention in Palm Springs. 


| 


talis 
Polident Dixie Lux Aqua Vel- Dilemma of the Bathtub Boys 
va | There are more homes with tele- 


vision sets today than there are 
basol Ansco | homes with bathtubs, though there 
Sanitex Silvo. |still ‘aren’t as many television 
—Quoted in speech by Elton Johnson homes as radio homes. If nothing 

of Stanfield, Johnson & Hill, Toronto. else, this would seem to suggest 
Up She Goes |that bathtub manufacturers ought 


: to be using radio and television to 
We must increase our total sales sell bathtubs. 


of goods and services to consumers 
by over 50% within the next ten 


Veedol Spam Magnovox Bar- 


—From speech by Donald H. McGan- 
non, president, Westinghouse Broad- 
casting Co., at the Boston Conference 


| manager, via the classified, invites 
|her to submit full details of back- 
| ground and “hopes for future.” 
Including the contents of her 
hope chest? 
| . 


Walter Lantz and other ABC 
‘orators asked print media to stick 
|to audit figures rather than audi- 
| ence projections, but publishers 
will probably continue to give ad- 
vertisers what they say they want. 


A lot of literate people who can 
spell “manufacturer” without look- 
ing it up in the dictionary con- 
tinue to abbreviate it to “mfgr.” 
when composing a classified ad. 


Jack Paar professed to be an- 
noyed with his publicity in TV 
Guide, even though most perform- 
ers would gladly have suffered a 
prolonged siege of laryngitis to at- 
tain equal circulation. 


Now that Felix Coste is leaving 
Coca-Cola for OAI, he may be 
expected to present the outdoor 
medium as both delicious and re- 
freshing to sales departments. 


Publishers who assume the risk 
of publishing muckraking novels 
about the advertising business must 
think that this is a subject in which 
the public is very much interested. 


Consumers who have been well 
educated on the value of vitamins 
and minerals by food advertisers 
in recent years are now being giv- 
en the full treatment on the sub- 
ject of proteins. 

e 


Nielsen says the three top pro- 
grams, in percentage of tv homes 
reached, are “Gunsmoke,” “Have 
Gun, Will Travel,” and “Tales of 
Wells Fargo.” 

If there are too many westerns, 
the viewers haven’t been informed. 


years if we are to keep pace with | 


on Distribution. 


Copy Cus. 
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For Every Executive Concerned with the Advertising and 
Marketing of Automobiles - Tools - Hardware - Building Materials 


ae sc OG ca 
Gea Utsemee eS - 
aoee: 


Tobacco Products - Men’s Toiletries - Boating Equipment 


REVEALING 
NEW MEDIA 
STUDY 


Should advertisers continue to shoot “pot 
luck” at the will-o’-the-wisp “saturation” mar- 
ket offered by mass media? Or heed the warning 
of marketing experts that advertising success 
is becoming increasingly dependent on special- 
ized consumer markets? 


Data Never Before Available 


For the first time in magazine history an audience 
study by an independent research organization 
—Sindlinger & Company—affords advertisers 
and agencies the opportunity of matching their 
products with the precise media characteristics 
that best affect consumer buying. 


This significant report finally makes compari- 
sons sidestepped by giant mass media in all pre- 
vious audience studies. It offers the first clear- 
cut answer to the crucial problem of intelligent 
media selection, proving the “built-in” advan- 
tages of “‘specialized’’ media with markets-in- 
depth penetration —rather than trying to 
“sweep the boards” with mass media. 


NEW YORK MUrray Hill 56-5400 - CHICAGO CEntral 6-5915 - CLEVELAND MAin 1-7473 - DETROIT WOodward 2-2863 - PORTLAND, Ore. CApital 6-2561 


New Sindlinger Report 
Proves Advertising 
Effectiveness Of 
“Specialized” 
Consumer Magazines 


Almost 150,000 Interviews 


A huge sample of 134,323 telephone interviews 
plus 14,886 personal interviews were utilized in 
a scientifically controlled study by Sindlinger 
& Company, Business Analysts. Conducted 
among the readers of Life, The Saturday Eve- 
ning Post, Reader’s Digest, Popular Mechanics, 
Better Homes & Gardens and Popular Science 
—this report shows why mass media’s appeal 
to the broadest possible readership is actually 
too shallow to move a maximum share of its 
audience to prompt buying action. 


POPULAR 


SCIENCE 


AMERICA’S FIRST-TO-TRY 
_ FIRST-TO-BUY AUDIENCE 


353 Fourth Avenue, NEW YORK 10, N.Y. 


The study documents how specialized media 
can offer: 
e a hand-picked audience with similar tastes 

and wants 
© a more intensive readership interest 
e a more AD-RECEPTIVE readership ready 

for buying action 
e an audience with better-than-average dispos- 

able income for advertised products, services 
This wealth of data suggests a complete reap- 
praisal of current media selection practices in 
the consumer magazine field. 


Volume I Ready Now 


Ready for distribution now is an advance ex- 
tract report on Basic Reader Characteristics to 
be followed by comparative findings on (1) 
Shopping and Purchase Patterns, (2) House- 
hold Spending Patterns. 


Call or write today for Volume I and to reserve 
copies of later findings of ““A Definitive Audience 
Study of General and Specialized Magazines’? 


+ LOS ANGELES DUnkirk 1-1271 - SAN FRANCISCO GArfieid 1.3846 
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Advertising Age, November 3, 1958 


Meyerhott Adds Frozen Juice | Spirit, Wallet Hurting. Client Sets Rules for 


Arthur Meyerhoff & Co., Chi- | a 
cago, has been appointed to han- Agency Men Unaware of ‘Customer Poker 
dle advertising for the California 4 
Frozen Juice Corp., Beverly Hills, (Continued from Page 3) | The second meeting of the play- 
Cal. Cal-Juice was formed by| were cashed in at the end of the ers was held at Mr. Koppel’s. The 
™ [mm |Charles E. Martin Jr., formerly| evening, all of the Helene Curtis, winners and losers were identical 
as ” director of sales and promotion|admen ended up losing money,|—and, reportedly, substantial. It 
in : of the Illinois Meat Co., Chica-|and all of the agency men were! Was after this second session that 

g : go; Morrie H. Morgan of Farmers | winners with the exception of Mr.| Mr. Koppel drew up his set of 
|Frozen Foods Inc., and Morton|Gross. It appears Mr. Gross may | 25 rules—presumably to be used 
Kendall of Webster & Kendall | not know much about poker, since at any succeeding poker session. 
Brokers. The new company will he resorted to use of a “pony” to) : 
| integrate its operation with Farm- guide him in judging the value of ® Foliowing are the ground rules, 


| according to Mr. Koppel: 
ers Frozen Foods. poker a0 Rs 1. Agency players are limited to 


| six cards in seven-card stud. 

2. Agency men must have 
‘queens or better to open in a 
| jacks-or-better game. 

3. Agency men can draw only 
‘one card in a five-card draw 
e 6° | game. 
| 4. No pat hands for agency men. 
|For example, if an agency player 

is dealt a full house, at least one 
card must be discarded. 

5. Agency flushes will count 
| only in spades and clubs. 

6. Clients’ flushes will count if 
they are all the same color. 

7. The client is permitted to 
“sandbag”—in other words, check 
and raise. 

8. Agency men are allowed only 
one hole card in a seven-card 
game. 

9. The client gets two chances 
on the draw for an inside straight 
or flush. 

10. The client gets a free ante 
on the second round of jacks or 
| better. 

ll. When all clients have 
dropped from any particular hand, 
the hand is automatically declared 
null and void and the money put 
into the particular hand is redis- 
tributed to the players. 

12. If agency man has two pair 
and the client has two pair, re- 
gardless of the pairs, the client 
wins. 

13. When the client is caught 
in the middle on a raise and re- 
raise situation between two agen- 
cy men, the client can stay in the 
hand by expressing dissatisfaction 
with said situation without put- 
ting in any of the raises. This rule 
| applies to the last card only. 

14. In draw poker, the client 
gets to draw any number of cards 
| prior to discarding. 
| 15. No agency man is allowed to 
| win two hands in a row. 

16. Agency men pay 25¢ a chip; 
the client gets two chips for 25¢. 
The rule applies to original chips 
purchased. 
| 1%. In the event the client is 
| losing under these rules, new rules 
will be drawn up immediately. 

| 18. All agency funds will be 


The Colorful mid-month magazine devoted to family living. 


audited prior to and subsequent 
| to game. 
| 19. Any agency member using 
' foul language will be fined. 

20. Any agency member gloating 
| will be fined. 

21. Ben Kahn is limited to one 
raise per hand. 
| 22. Mr. Platt must play with 
| sleeves rolled and no pockets. 
| 23. Client players reserve the 
| right to double cut the deck or 
|demand new cards when any 
| agency member deals. 
| 24, Agency players must always 
be courteous to client players. 


They buy products 
for family use: 
| 81.1% own their own homes. 


90.0% own one or more automobiles. 
50.0% own power mowers. 


32.9% own home freezers. _ 25. “Ponies” by agency men are 
| not permitted. Clients are allowed 
34.3% of the heads of TOGETHER households | to have “ponies.” 
own businesses, are company officials or are in | = Armed with the 25 “loaded” re- 
professi 1 or technical occupations | strictions in their favor, the He- 


lene Curtis men confidently went 

“ : |to the third poker party. As it 

66%, are located in non-metropolitan areas | turned out, Mr. Koppel’s rules 

| were not followed, but the Weiss 

|contingent maintained that the 

| presence of the rules jinxed them. 

Results of the third session? All 

From: 1958 Consumer Magazine Report of the client players won and all 
|of the agency men lost. + 


READ BY OVER 900,000 CHURCH FAMILIES ‘Automotive News’ Moves 


T ee for Methodist families, 740 Rush Street, Chicago 11 | Automotive News has moved 
OGETHER the midmonth magazine for Me 9 Fe a gpeenn gel te 
' Jefferson St., Detroit. 
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as an idea 


Better Homes and Gardens makes more sales because it gives people more buying ideas 


Asay magazine worth the paper it’s printed on has a specialty. BH&G’s 
specialty is ideas about better living. How to plan and do and buy 
things to make family life more enjoyable—at home or away from home. 
The family members who read Better Homes and Gardens (an 
average of 15% million every month) are eager for BH&G’s brand 
of what-to-do and how-to-do-it ideas. In the pages of their favorite 
idea magazine, reality becomes 
more fascinating than fiction. 


During the year '/3 of America reads 


That’s why so many BH&G readers “‘live by the book’’—and that 
means they buy by it, too. 

In Better Homes and Gardens’ climate of ideas, advertising is 
particularly inviting and persuasive. Any product—from automobiles 
to zinc ointment—that can help families to live more pleasantly or 
abundantly can be profitably advertised in BH&G. Meredith of Des 
Moines . . . America’s biggest publisher of 
| | ideas for today’s living and tomorrow’s plans 


||| ...the family idea magazine 
wt 


NOW OVER 4,500,000 COPIES MONTHLY 
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MARKETS 


WHBF 7 


CBS FOR THE QUAD.-CITIES 


or Coverage Data Write or 
AVERY-KNODEL, INC. ; 


Aunt Penny's Sauce Bows 
Aunt Penny’s white sauce, made 


| by Sunnyvale Packing Co. of Cal- 
|ifornia, will bow in Denver early 
|in November and in several other 
|new western markets at later dates. 
|The introductory campaign pre- 
|pared by Honig-Cooper, Harring- 
iton & Miner, San Francisco, will 


utilize 1,000-line newspaper ads in 
two or three colors, followed with 
smaller b&w ads scheduled to ap- 
pear once a week, supported by tv 
and radio. In addition to these spot 
promotions, the campaign will in- 
clude a regular schedule of ads in 
Everywoman’s Family Circle, Im- 
provement Era and Sunset Maga- 
zine, plus weekly insertions in the 
Christian Science Monitor. 


Three Adclubs Join AFA 

The advertising clubs of Beau- 
mont, Tex.; Knoxville, Tenn., 
and Pensacola, Fla., have affili- 


|ated with the Advertising Feder- 


ation of America, bringing the 
adclub total in the federation to 
127. 


OVER $670,000 SPENT IN 11 YEARS. 
NUMBER OF READERS GAINED: 


NONE 


the greatest gain. 


*Publishers’ Statements to A.B.C. — March 31, 1958/1948. 


You Can’t 


The Globe alone in the 
Boston Market is showing 
solid growth and growing 
acceptance. What’s more, 
when you buy The Globe 
you’re buying the biggest 
single chunk of the New 
England home market.* 
*1957 Roper Survey 


Th 


Boston 


Scolaro, Meeker & Scott 
Chicago, Detroit 


Cresmer & Woodward, Inc. The Leonard Co. 
New York, San Francisco, Los Angeles Miami Beach, Florida 


DRAW YOUR OWN CONCLUSIONS 


Do Circulation 
Contests Pay? 


Two Boston newspapers spent $670,000 in over sixty 
contests during the past 11 years (since the first post-war 
price increases). During the same period The Boston Globe 
spent $15,375 (in 1950). Despite this competitor activity 
and continuous expenditure, The Boston Globe showed 


1948 —- 1958 
Globe Herald-Traveler Record-American 
Contests Run 1 32 31 
$15,375 $287,393 $386,195 
Circulation 
F Total Net Paid* 
Globe Herald-Traveler Record-American : 
Gain or Loss +26,921 —29,774 —61,191 


Sell Boston Without... 


e 
Globe 


MORNING e EVENING e SUNDAY 


Advertising Age, November 3, 1958 


Promote Selves on 
Radio, TV, Zeisler 
Advises Newspapers 


| ANN ARBOR, Oct. 28—Newspa- 
|pers and magazines should use 
radio and television to promote 
the print media, in the opinion of 
Karl F. Zeisler, associate professor 
of journalism at the University of 
Michigan. 

“If you watched tv or listened 
to radio or hi-fi records 24 hours a 
day, would you get any hint that 
newspapers, magazines or books 
have exciting, suspenseful, human 
interest or vital information to im- 
part?” he asked, writing in the 
fall issue of American Editor. 

“Why don’t all mass media take 
full advantage of one another,” he 
asked, “inasmuch as Darwin’s law 
proved conclusively that natural 
selection admits them all to public 
acceptance and public credence?” 

Mr. Zeisler said that in talking 
to weekly and small daily news- 
paper publishers and managers of 
modest tv and radio stations in 
north central Michigan, he learned 
| that when the local newspapers 
printed tv and radio programs, 
viewers and listeners multiplied. 
“When the tv and radio stations 
mentioned a story in the local 
press, readership exploded,” he 
added. 


# Invariably the testimony was 
that mewspapers suffered a brief 
loss of advertising when a new 
radio or tv station penetrated 
their territories, he wrote. But 
after the novelty wore off, the 
storekeepers went back to using 
newspaper advertising as well as 
radio-tv spots, Mr. Zeisler said. 

He also found that when the 
local newspaper put out a con- 
gratulatory issue, with lots of pro- 
motion ads, for a new station, both 
prospered. “When the local paper 
ignores it, both suffer from public 
indifference,” he said. + 


LP-Gas Council Approves 
1959 Promotion Program 

The National LP-Gas Council, 
Chicago, has approved a 1959 ad- 
vertising and promotion budget 
10% higher than its 1958 program 
cost. Plans include a page and one- 
half two-color unit in Reader’s Di- 
gest promoting a national sweep- 
stakes contest with an LP-gas 
equipped house as grand prize. 

The council also will continue its 
sponsorship of radio news broad- 
casts on a five-a-week basis on 
Mutual. National and trade maga- 
zines on the council’s schedule next 
year include American Builder, 
Better Homes & Gardens, Better 
Farming Methods, Farm Journal, 
Implement & Tractor, New Homes 
Guide, Tourist Court Journal and 
What’s New For Home Economists. 
The council also will have partici- 
pations on the filmed tv series, 
“Modern Home Digest.” McCann- 
Erickson is the council’s agency. 


Ethicon Promotes Henrys 

Edward Henrys has been elected 
vp of advertising of Ethicon, Som- 
erville, N.J., manufacturer of sur- 
gical sutures. He has been adver- 
tising manager of the company 
since 1957. 


UNION RUBBER & ASBESTOS CO. 
TRENTON, WN. J 
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outdoor 
says everything 


Jim Beam has 


Y _CHICAGO ‘S FAVORITE... a 


World's Finest Selibon. 
since 1795 


86 PROOF KENTUCKY STRAIGHT BOURBON WHISKEY JAMES B. BEAM DISTILLING CO., CLERMONT. KENTUCKY 


= eee weet es 


THE WORLDS FINEST BOURBON 


JonBeay ip 


Ta 


' 
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saa Outdoor Advertising mi — 


Painted display designed by James B. Beam Distilling Co. 


Mr. Robert N. Dorn 


Director of Advertising 
James B. Beam Distilling Co., says: 


CHICAGO'S FAVORITE 


World's Finest Bourbon 


| as ) Th v ) “Outdoor has always been a basic part of our advertising 
- campaigns. And because of its unlimited 
: merchandising features, it will continue to play a very 


impor role i ; isi 
Partie, anit iain an owe important role in our wanes merchandising 
PRODUCT IDENTIFICATION LOCAL APPEAL BRAND NAME §§ QUALITY BRAND ACCEPTANCE and advertising plans. 


8 out of 10 people remember OUTDOOR Advertising! * 


Standardized Outdoor Advertising, 24 and 30-sheet Posters<-and Painted Bulletins oO A | 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers— Starch Continuing Study of Outdoor Advertising. 
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AFTRA Rules Are 
Elusive, NC&K 
Hassle Shows 


New Yor«, Oct. 28—The case 
of the “Monitor” advertisers who 
have found themselves owing more 
than expected for talent charges on 
commercials points up two facts: 


e It’s wise for agencies to be 
thoroughly familiar with the pro- 
visions of the American Federation 
of Television & Radio Artists codes, 
to check with the union when in 
doubt. 


e Definitions in the shifting radio 
industry are not as clear-cut as 
they used to be. 

These talent difficulties came to 
light last week as Norman, Craig & 
Kummel began to settle up the 
loose ends of its assignment as 
Pabst Brewing Co.’s agency. Ken- 
yon & Eckhardt takes over this ac- 
count in January. 

One of the pieces of unfinished 
business turned out to be back 
payments allegedly owed an- 
nouncers and singers for their 
work in commercials aired on 
“Monitor” from January through 
August of this year. The amount 
due: $72,000. The agency is pay- 
ing and turning the bill over to 
Pabst. 


8 This dilemma came about be- 
cause NC&K, like several other 
agencies on NBC Radio’s “Moni- 
tor,” reportedly had been led to 
believe that wild spot payment was 
sufficient to cover commercials 
used on this program. 

Several other advertisers on 
NBC’s weekend service have found 
themselves with bigger bills than 


expected—and usually after the] 


campaign had been running long 
enough for the total bill to be 
fairly sizable. Among them: Amer- 
ican Oil Co. (Joseph Katz Co.), 
which made a back payment of 
$15,000 some time ago. 

This agency thought, in perfectly 
good faith, that it was buying 
“spots” on “Monitor” and that the 
wild spot rate would be sufficient. 

Incidentally, “Monitor” sponsors 
can use the “communicators” on 
that program to handle live com- 
mercials without paying them an 
announcer’s fee, since the men 


New London— 
FIRST 
In Retail Sales! 


New London is first 
in average retail sales 
per family . . . over 
all Connecticut cities 
with a population of 
25,000 or more (SM 
"58 Survey). 


Sell where you're 
sure of results: New 
London 66,547 ABC 
City Zone, sold for 
sure by its only daily. 


Che Bay 


NEW LONDON, CONNECTICUT 
Notional Representatives: 


GILMAN, NICOLL & RUTHMAN 


already are being paid by the net- 


work. 


s What is the difference between 
a “wild spot” and a “network pro- 
gram spot” as the AFTRA contract 
refers to them? How much does 
each cost, and why the confusion? 

By union definitions a wild radio 
spot is a commercial used on a spot 
basis at station break time or as a 
participation in a local program. 
This category minimum also can 


be used to cover payments for com- 
mercials used by participating ad- 
vertisers on recognized regional 
networks—the Yankee Network, 


CBS Radio Pacific Network, Don | 


Lee Network, etc. It cannot be used 
on a tailor-made regional hookup 
put together by one of the major 
live networks for the convenience 
of an advertiser with limited dis- 
tribution. 

Network program spots are 
transcribed commercials used on 


network shows. 

13 weeks’ unlimited use of a 
commercial on a wild spot basis 
costs an advertiser a minimum of 
$45 per person; 13 weeks’ unlimited 
|use of a transcribed network an- 
|/nouncement (on all four networks, 
if the advertiser wishes) costs a 
minimum of $640 per person. These 
payments must be in advance. Re- 
peat cycles cost the same amount. 


® This is the current schedule. 


Advertising Age, November 3, 1958 


The union is now in the midst of 
negotiations for new contracts cov- 
ering most of radio and television, 
including the transcribed radio 
area. AFTRA is expected to ask for 
some increases all along the line. 
The union also would like to 
tighten the definition of wild spots 
slightly by taking recorded spots 
used as participations on local 
shows out of this category. If this 
happens, there will then be four 


basic transcribed categories for 


id luce Sie i 
_ flexibility and low cost  ippieal o only rr VIDEOTAPE. Int return «fo 
thi bi-partisan vote of confidence, the TELESTUDIOS: organization 


® 


uo high gear and worked for both parties with equal fervor. 
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Advertising Age, November 3, 1958 


agency buyers to familiarize them- 
selves with: Wild spot, network 
program spots, local program spots 
and local program participations. 


® If the lines are so clearly drawn, 
why the confusion? Agency people 
who buy shows like “Monitor” say 
it isn’t really as simple as it sounds. 
They point out that “Monitor” is 
the kind of show that never ex- 
isted before and that it doesn’t con- 


stitute network sponsorship in the 


a 


traditional sense. 

Said one agency man: “What is 
it—spot or network—when you are 
merely inserting some commercials 
into some programs that are loose- 
ly strung together?” 

Hence this becomes an area 
where honest men can interpret 
things differently, he said. 


s At first glance, the size of the 
back payment bills sent to Pabst’s 
and Amoco’s agencies might give 


the impression that these bills were 
figured on a “penalty” basis. Under 
the contract the advertisers tech- 
nically could have been charged on 
a one-time use scale. However, an- 
other look at the arithmetic indi- 
cates that the companies were 
charged as they would have been 
had they paid in advance under the 
network program spot scale. There 
were several people and commer- 
cials involved in both of these 
cases, # 


Corning Expands Introduction 
Corning Glass Works, Philadel- 
phia, is introducing its new Corn- 
ing Ware in New York, New 
Jersey, eastern Pennsylvania and 
California markets following its 
debut in New England in Septem- 
ber (AA, Sept. 1). The ceramic 
utensils are made of Pyroceram, a 
material developed for guided 
missiles. It cannot be damaged by 
extreme and sudden temperature 
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changes, the company said. Color 
pages in roto magazines and spot 
tv will be used in the introduction. 
National marketing of Corning 
Ware will begin next year. N. W. 
Ayer & Son, Philadelphia, is the 
agency. 


Ritter, Sanford Adds One 
Ritter, Sanford, Price & Chalek, 
New York, has been appointed to 
handle advertising for the Ards- 
ley and Cortley brands of ice 
cream and sherbet by Court- 
Leigh Corp., Brooklyn. Ritter, San- 
ford also has appointed Michael 
Hitzig, formerly with Gimbel 
Bros., public relations director. 


Siesel Adds 1; Names Lobell 

Harold J. Siesel Co., New York, 
has been appointed the first agen- 
cy for Whitecraft Rattan, Miami, 
manufacturer of rattan furniture. 
Siesel also has named Leo Lobell, 
formerly art director of the ad and 
sales promotion department of 
Comfy Mfg. Co., sales promotion 
director. 


0 MORE. 


AN 
ADVERTISERS 
STAND 
ON THE 
QUALITY OF 
HLMOTYPE 


*Certainly agencies and studios, too, as grow- 
ing sales records prove. 


A ae is. “the” means to a desirable 


ir s remarkably easy to produce hiahost 
quality repro proofs right from the 
Filmotype machine. Actually invites your 
layout department to be as creative and 
eye-catching as desired. Whatever the 
situation, Filmotype quickly supplies the 
pography and lettering called for. 
Ouality and readership go up... your 
costs go down! See what we mean eee 
have a Filmotype demonstration in 
your own office . . . it's an education. 
@ Unlimited type selecti t The right 
lable for any opp’ 
@ Easy (and fun) to operate... any 
becomes an expert after brief moreno, 
@ Low cost “Poys-for-itself” pian makes 
Filmotype easy to own. 


USE THIS. COUPON Seeing the new 4 “4 
Operate deserves priority consideration if it's 
quality and economy you're a’ 


inhahet 


FULMOTYPE 7500 McCormick Bivd., 
ba flmory! 

a. Hove the Filmotype representative make 
@n appointment in my own office for o 
demonstration. 

Send me further information about the 
Filmotype Photo Lettering Machine. 
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Compare Your Cost per Thousand 0.E.M. Subscribers! 


You pay You pay Magazine “B” is currently circulating a chart com- 

$33.78 $35.40 paring its circulation in the O.E.M. market with mag- 
er er 

thousand thousand azines “‘C” and “D"’, completely forgetting magazine 


“A''— Proceedings of the IRE. With Proceedings you 
pay only $19.11 per thousand for original equipment 
manufacturers—a fact not to be ignored by today’s 
economy minded media men. Remember, your dol- 
iars go further, your sales message works harder 
when it is in Proceedings of the IRE! 


THE INSTITUTE OF RADIO ENGINEERS 


Proceedings of the IRE 


MUrray Hill 2-6606 


Chicago + Minneapolis + Boston 
Los Angeles + San Francisco 


A B c 
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our Salesman on Sight in the Southeast’s Biggest Rich Market 


_ WHERE RETAIL SALES TOTAL $3,078,943,000 


Bi 


TELEVISION 
Bl 


: Winston-Salem 
Put your salesman in a market where sales are for 4 Greensboro 
popping at the retail level to the tune of more than High Point 
3 billion dollars . . . the 75 county WSJS market. APPULIATE 


Call Headley-Reed 


Adv. Dept. 72 W. 45th St., New York 36, N.Y. 


Advertising Age, November 3, 1958 


Getting Personal 


Warren Peterson, marketing director of Pillsbury Mills, and Mrs. 
Peterson have returned from a trip to Paris, won in a contest spon- 
sored by Nation’s Agriculture. Mr. Peterson came closest to judging 
the correct sequence of read- 
ership of editorial articles as 
determined by the publica- 
tion’s research consultant, 
Richard Manville Research 
Ine... 

Lionel Moses, vp of Parade, 
was honored a few weeks ago 
at Chicago festivities mark- 
ing his 80th birthday...A 
golf bag and caddy seat were 
presented to Hall Linton on 
his recent retirement as 
business manager of Mac- 
lean’s Magazine, Toronto... 

At the ABC board meeting 
in Chicago, 8S. O. (Shap) 
Shapiro, Look circulation 
boss and longtime ABC board 
member, was the recipient of 
special congratulations be- 
cause of his marriage in Chi- 
cago Oct. 19 to Rhea Wolfson 
of Minneapolis... 

Ray Armbruster, creative 
director of Krupnick & Asso- 
ciates, St. Louis, is recuper- 
ating at home for a month or 
so, following a heart attack 
and hospitalization during a 
West Coast vacation... 

‘Robert Pickering, member 
of the sales staff of the 
Hartford Times, is the proud 
father of a baby boy named 
Richard Collins. Paternal 
grandpa is Louis S. Pickering, general manager of The Journal, Ith- 
aca, N. Y... 

J. Garrett Noonan, ad director of the Courier-Journal and Louis- 
ville Times, is the newly-elected president of the Centre College 
board of overseers. He’s a member of the class of ’25...And J. E. 
O’Neill, president and owner of O’Neill Broadcasting Co. (Station 
KJEO, Fresno, Cal.), has been named a member of the Fresno State 
College advisory board... 


A SALUTE—Janet Wolff, copy group 
head at J. Walter Thompson Co., 
New York, and author of “What 
Makes Women Buy,” was named 
Advertising Woman of the Year by 
Gamma Alpha Chi, ad fraternity, 
at its 38th annual meeting at Indi- 
ana University. 


WINNER—Dan Bonfigli, of Guild, Bascom & Bonfigli, beams as he 

holds the Herman Flax Memorial Trophy, awarded annually for 

the best low gross scores during the year in the San Francisco Artists 

& Art Directors golf. His average score for the year was 76; this is 

the second time in four years he has won the trophy, and if he wins 
it once more it’s his to keep. 


Roy E. Larsen, president of Time Inc., has been elected president 
of the board of overseers of Harvard University. He is now serving 
his second elected six-year term on the board which is the senior 
governing body of the university ... Andrew Heiskell, publisher of 
Life, has been named chairman of the magazine publishers’ commit- 
tee of the United Hospital Fund’s 1958 campaign... 


Gene Thorpe, assistant to the director of outdoor advertising of 
Lawrence Fertig & Co., reports “a little agency business solicitation”: 
He’ll be married soon to Sandra Green of McCall Corp... 


Joe Russell in mid-October celebrated his 30th anniversary as ad 
director of The New Yorker ... Richard P. Morgan, vp in charge of 
operations for ABC Films, New York, has been appointed general 
chairman of the North Atlantic figure skating championships Dec. 
5-7... 
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SAM PRANCISCO CHROMICLE 
THE BIGGEST DAILY CIRCULATION 
GAIN IN SAN FRANCISCO HISTORY! 
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NEW families in ONE year 
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DAILY CIRCULATION HITS 
ANOTHER ALL-TIME HIGH! 
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229.429 
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225,429 


‘A FIVE-YEAR GROWTH | 
OF 40% 


a | ‘ 
And the SUNDAY CHRONICLE 
circulation has now risen to: 


276.473 


Represented by Sawyer Ferguson Walker 


Source: Sept. 30 Publisher's Statements and Publisher's Statement for Sept. 30, 1958 as filed with the Audit Bureau of Circulations Subject to audit. 
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CBS Radio Picks Up 
| Several New Sponsors 

Nationwide Insurance Co. (Ben 
Sackheim Co.) is sponsoring a se- 
ries of six hour “actuality” reports, 
titled “The Hidden Revolution” 
(CBS Radio). The series, which 
started Oct. 22, features scientists, 
sociologists, government and mili- 
tary leaders, with Edward R. Mur- 
row as narrator. The programs’ 
aim will be the exploration of so- 
cial, political and human problems 
caused by scientific and technolog- 
ical advances. 

Other new business at CBS Ra- 
dio: Mentholatum Co. (J. Walter 
Thompson Co.) purchased five 
weekly five-minute units, and Le- 
ver Bros., for Good Luck marga- 
rine, bought 22 weekly 2%-minute 
units of daytime programs. Stude- 
baker-Packard Corp. (D’Arcy Ad- 
vertising Co.) has purchased 42 


ern Advertising) 27 Impact seg- 
ments, both for two weeks in No- 
vember. American Tyrex Corp. 
(McCann-Erickson) is co-sponsor- 
ing the “Rusty Draper Show,” the 
early news and “Sports Time” 
through Nov. 15. 


Ross Opens Decatur Branch 

Ross Advertising, Peoria, Ill., has 
opened a branch office in Decatur, 
Ill., at 511 Citizens Bldg. Robert D. 
Nichols will head the new branch. 
Mr. Nichols joined the Ross staff 
after six years in the advertising 
division of Caterpillar Tractor Co., 
Peoria. 


Arnold Joins ‘New Yorker’ 
Stuart Arnold, formerly with 
Bride & Home and Ladies’ Home 
Journal, has joined the ad sales 
staff of The New Yorker. He will 
take charge of the men’s wear 


and Scientific Products Co. (East-| classification. 


THE EXAMINER 
GIVES YOU MORE 


One of San Francisco's sidewalk flower stands adds a bright touch to the downtown shopping scene 


«DS 8% more Retail Store 


Advertising in The Examiner 
than in the next San Francisco 


Romain Advertising Moves 


'| quarters at 37 W. 57th St. 
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|‘58-to-Date Linage 
in Business Papers 
Off 11%, ‘IM’ Says 


Cuicaco, Oct. 28—Business pub- 
lication advertising volume in 
October lagged behind the totals 
posted last year, both for the 
year to date and for the month. 

Totals at the end of October, 
1958, show a drop of 115% 
(48,174 pages) from the volume 
reached at the end of the first 
ten months of 1957. Total pages 
for the month of October dropped 
12.9% (5,614) below the same 
month last year. These figures 
represent the combined volume 
of more than 320 business pub- 
lications reported monthly in In- 
dustrial Marketing. 

Export publications dropped 
sharply this month, hitting an 
all-year low. They are 20.1% be- 
low the volume achieved in Oc- 
tober, 1957. For the year to date, 
this group has dropped 10.1% 
(1,260 pages) from last year’s 
total of 12,486. 

Publications in the industrial 
, Classification this month hold sec- 
ond place for the biggest loss. 
Down in October by 14.8% (4,380 
pages) from last year’s monthly 
figure, on a year-to-date basis 
|these publications are off 13.7% 
| (39,319 pages), compared with the 
October, 1957, total of 287,833 
| pages. 

Product news publications show 
a 10.1% (288 units ) decrease from 
| the volume achieved in October, 
1957. The 1958 year-to-date per- 
centage dip is 5.4%, representing 
j}a loss of 1,364 units. 
| Publications in the trade group 
| dropped 10.8% (639 pages) in 
|\October and were down 10.5% 
(5,956 pages) from the 1957 ten- 
|month total of 56,600 pages. 
| Class publications, on a month- 
ly basis, are down 1.6% (64 
|pages) for the month of October. 
They show a year-to-date drop 
jof 0.8% (275 pages) from the 
same period last year. + 


Daisy Appoints Willis 

H. Adrian Willis has been named 
director of sales and merchandis- 
|ing of Daisy Mfg. Co., Rogers, Ark.., 
| maker of air rifles. He formerly 
|held sales, advertising and mer- 
|chandising posts at the Kelvinator 
division of American Motors Corp.., 
Detroit. Assisting Mr. Willis will 
|be Floyd R. Brandon in Daisy’s 
New York office and Robert H. 
Cowan in the home office. 


Harriet Romain Advertising. 
New York, has moved to larger 


'{ The most important 
people to whom you 
can tell your story 
are the 10,000 
Editors* of 


newspaper 


America's “home 


af San Francisco Newspapers Daily Sunday town newspapers.” 

| EXAMINER 6,425,433 4,172,795 Pacis sash: shauna se 
ae (Nine Months,1958) ! Chronicle 4,239,075 2,833,784 jority of population in 36 
; Call-Bulletin 4,370,982 - of the United States — 


and they regularly read, 


| News 3,456,862 - consult, depend upon 


RS ae 


| Source - Media Records 
“Full-Run Only 


The San Francisco Esxaminer 


REPRESENTED BY HEARST ADVERTISING SERVICE INC 
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TV Guide... today’s greatest growth magazine... provides 


CIRCULATION STRENGTH F 


TV GUIDE—now delivering more than 6,500,000—largest circulation in weekly magazine history 


6,000,000 


5,800.000 


LIFE “eae 


Figures are current guarantees. ~ 


The Saturday Fvening 


POST 


LOOK pooccocee! e° 


... and look at TV Guide strength in SINGLE-COPY SALES 


— - 1954 1955 1956 1957 


] | | | 
TV GUIDE—now delivering more than we MOR: 


T 
Source: Publishers’ statements 
to ABC, subject to audit. 
: 1958 figures are for first six 
Source: Publishers’ statements months. 
to ABC, subject to audit. 


peee erry rh cocccperecees® 


The quality of TV Guide circulation 
is as impressive as its quantity 


One of the prime criteria of circulation quality is single-copy sales. 
Each week more than 5,000,000 families (78% of circulation) pay full 
cover price for TV Guide magazine. Of them, half buy the magazine 
at supermarkets and food stores—every major supermarket chain 
sells TV Guide. 

As the new TV Guide city-by-city, county-by-county circulation analysis 
documents, TV Guide delivers more copies to major markets than any 
other weekly magazine in history. 

The comprehensive TV Guide circulation analysis can help you to more 
confident media decisions. It is yours for the asking. Call your nearest 
TV Guide advertising office or write National Advertising Department, 
Radnor, Pa. 


New TV Guide magazine cir- 
culation analysis breaks down 
the 6,699,352 sale of the 
March 8, 1958 issue city-by- 
city for all cities of 2500 and 
more population, county-by- 
county for every single copy. 
You can measure both national 
circulation and the circulation 
of a single regional edition or 
any combination of editions. 
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See pages 34 and 35 


AFA Launches ‘Repros’ 

A monthly newsletter for offi- 
cers of its 127 advertising clubs 
has been started by the Advertis- 


Advertising Age, November 3, 1958 


ing Federation of America. Called | 
“Repros,” the newsletter is edited | 


and published by George W. Head, 
manager of advertising and sales 


promotion, National Cash Register| § 


_Co., and chairman of AFA’s coun-| 
cil on advertising clubs. Topic for} 


the first issue was increased ad- 
_vertising in times of recession, 
lculled from the special issue on 


'the nation’s 100 leading advertis-| 


/ers published recently by ApDvER- 
| TISING AGE. 


Anson Plans ‘Crusade’ 

Anson Inc. will inaugurate its 
“new product crusade” with a 
‘color spread in the December 
| Holiday. The ad introduces “doz- 
lens of new jewelry items.” 
|Sports, sub-deb and trade publi- 
‘cations also will be used. Grey 
| Advertising Agency, New York, is 
| the agency. 


Naked City (Quaker) — first year 


Wagon Train (Ford)—second year 


Father Knows Best (Scott-Lever) — fifth year 


Ozzie and Harriet (Kodak-Quaker) — seventh year 


Milton Berle stars in Kraft Music Hall —first year 


Bat Masterson (Kraft) — first year 


Zorro (Seven-Up)—second year 


Thursday 


The Real McCoys starring Walter Brennan (Sylvania)—second year 


The Ford Show starring Tennessee Ernie Ford—third year 


Friday 


Saturday 


Omnibus (Aluminium Ltd.) —seventh year 


Sunday 


Have Gun, Will Travel (Lever) —second year 


The Jackie Gleason Show starring Jackie Gleason (Lever) —first year 
Schlitz Playhouse—Lux Playhouse— eighth year 


Meet the Press (Pan American World Airways) — eleventh year 
The Ed Sullivan Show (Kodak) — eleventh year 


All of these television programs 
were chosen for two qualities 


All of these evening and Sunday network TV 
programs, currently sponsored by clients of 
J. Walter Thompson Company, were chosen this 
year for two qualities—their ability to gain an 


audience and their ability to keep it overa period _ that keeps it. 


J. WALTER THOMPSON COMPANY 


of years. The value of television as a marketing 
tool depends in large measure on special knowl- 
edge and special skills in recognizing or creating 
the quality that gains an audience and the quality 


‘ NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES, HOLLYWOOD, 


WASHINGTON, D. C., MIAMI 


UNHURRIED—This page in San Fran- 

cisco area newspapers promotes 

Eleven Cellars wine “made by in- 
efficiency experts.” 


"We Are Inefficient,’ 
Proclaims Copy for 
Eleven Cellars Wine 


San Francisco, Oct. 28—The 
first consumer campaign created 
for the California Wine Assn. by 
its new agency, Johnson & Lewis 
Advertising, San Francisco, is 
now under way, promoting the 
association’s Eleven Cellars brand 
in the San Francisco Bay area. 

Starting with a page in the Ex- 
aminer, Chronicle and the Oakland 
Tribune, plus a full car card and 
traveling display showing, the 
campaign proclaims: “From Amer- 
ica’s Most Inefficient Winery— 
Eleven Cellars Wine!” 

As the copy hastens to explain, 
the maker of Eleven Cellars feels 
that “In this lickety split age of 
zipping assembly lines and flying 
conveyor belts, our production 
methods seem slightly less than 
supersonic. We’re afraid the jet age 
has passed us by. 

“We still make Eleven Cellars 
wine the long, slow, inefficient 
way. It’s all aged in the wood.. . 
in redwood casks. And mellowed 
by time. We will probably just go 
on making wine in the same fussy, 
unhurried way.” 

The signature proudly pro- 
claims, “Eleven Cellars Wine. . . 
Made by Inefficiency Experts.” 

To tie in with the campaign, 
company salesmen wearing “in- 
efficiency expert” badges are in- 
itiating their calls on retailers with 
a card that inquires, “May I please 
have just an hour of your time?” # 


Creative Communications Bows 

Creative Communications, spe- 
cializing in direct mail advertising, 
has opened for business at 801 Fox 
Bldg., Detroit. Ray A. Kirschke, 
formerly in the sales department 
of the Colitho division of Colum- 
bia Ribbon & Carbon Co., is pres- 
ident and general manager of the 
organization. He said Creative 
Communications has contracted 
with organizations in the fields of 
psychological and motivational re- 
search to act as consultant on all 
its advertising literature and cam- 
paigns. 


salesmen to be trained? 


Teach them the 
right way with 
uniform, strong 
and controlled 
training with mo- 
tion pictures. . . . 
Warning: Pick an 
experienced producer. 


Atlas Film Coperation 
OAK PARK, ILL. 
CHICAGO PHONE: AUstin 7-8620 
Washington Chicago Hollywood 
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TV GUIDE... today’s greatest growth magazine... delivers 


RE READERS PER DOLLAR 


than any other magazine covered in 1958 Starch Consumer Magazine Report 


All statistics in this chart are derived from 1958 Starch Consumer Magazine Report covering primary readership, 
The Starch figures are projected against current circulation guarantees and current cost per black-and-white page. 


MORE PRIMARY READERS PER DOLLAR 


TV GUIDE 
Reader's Digest 


MORE HOUSEWIVES PER DOLLAR 


TV GUIDE 
Reader's Digest 


Ee a7 To; 


Saturday Evening Post . 489 


Total number of TV Guide magazine adult readers— 14,755,000 


Saturday Evening Post .. . 199 


Total number of housewives who are TV Guide readers —6,024,720 


MORE YOUNG MARRIED ADULTS (18-34) PER DOLLAR MORE CAR-OWNING FAMILIES PER DOLLAR 


TV GUIDE 
Reader's Digest 


Saturday Evening Post . 121 


Total number of TV Guide magazine young married adult readers— 4,607,908 


Saturday Evening Post .. . 210 


Total number of car-owning families reading TV Guide—5,642,000 


...and the readers are concentrated in Markets “I” and “Il,’* where greatest sales potential lies 


*synonymous with Nielsen “A” and “B”’ counties Readers 
in 
Market “I” 


TV GUIDE 41.5% 
READER’S DIGEST 37.6% 
LIFE 38.1% 
LOOK 38.7% 
SATURDAY EVENING POST 37.1% 


Readers 
in 


Market “IT” 


36.6% 


27.8% 
29.5% 
30.7% 
29.1% 


Readers 
in 


65.4% 
67.6% 
69.4% 
66.2% 


Markets “I” and “II’’ 


78.1% 


Ask for these two new TV Guide reports —“Audience Characteristics 
of 5 Magazines” and “Readers and Households” 


Source: Audience Characteristics of Five Magazi Sindli & Company (1958) 


More readers per dollar and greatest concen- You will want to turn to both reports whenever 
tration in the best areas for the sale of mass- media selection is under study. They are yours 
market products—that combination is a big for the asking. Call your local TV Guide 
factor in TV Guide magazine’s explosive upturn advertising office or write National Advertising 
in advertising volume. Department, Radnor, Pa. 


New off the press are TV Guide reports covering 
these two important surveys. Each contains a 
wealth of valuable data about important mass- 
market publications. 


More than 6,500,000 circulation 


Pa 


BEST-SELLING WEEKLY MAGAZINE IN AMERICA 
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METROPOLITAN CEDAR RAPIDS 


ro (LINN COUNTY) 


She Cedur Rupids Gazette 


Circulation Over 63,000 Daily, 65,000 Sunday 
FULL ROP COLOR SEVEN DAYS A WEEK 
Represented by THE ALLEN-KLAPP Company 


‘Sunset’ Offers 2 New Ad Units| Oxtoby. Cook to Nowland 

Sunset Magazine is offering two| Toby Oxtoby, formerly presi- 
new advertising units. The first is, dent of his own company, Tech- 
a two- or four-color page with a/ nical Reports Inc., and Walter Ro- 
vertical single column in two-col- land Cook, formerly an account 
or. The column can adjoin the page executive with Young & Rubi- 
or be positioned on the outside col-|\cam, have been appointed asso- 
umn of the facing page. The second ciate directors of research of 
unit is a four-color spread with | Nowland & Co., Greenwich, Conn., 
booklet (the page size smaller than | consultant in marketing and busi- 
magazine page size) stapled aed ness policy. 


the spread. 
‘Ritchie Celebrates 25th 
Tilley Joins JWT, Toronto Ritchie Advertising Agency, 


S. Leonard Tilley, with the New 
York office of J. Walter Thompson 
Co. since 1949, has joined JWT’s 
Toronto office as a senior account 
executive and director of public 
relations. Mr. Tilley also has been 


Houston, is celebrating its 25th 
anniversary this month. The 
agency was founded by David G. 
Ritchie in October, 1933. Mr. 
Ritchie says that his agency is 
the oldest active agency in Hous- 


with several Toronto newspapers. | ton. 


agriculture. 


The 6 farm publications are: 


This is a Personal Message 


Our magazine publishing efforts are now concentrated wholly on serving 


We list below our six outstanding farm publications. They are long 
established, permanent and growing. They will continue to serve even better 
America’s on-the-farm families, farm suppliers and all those interested in the 


advancement and sound growth of agriculture—the backbone of our economy. 


CAPPER’S FARMER 
MICHIGAN FARMER 
OHIO FARMER 
PENNSYLVANIA FARMER 
MISSOURI RURALIST 
KANSAS FARMER 


These leading farm publications, together with our 13 daily newspapers and 
radio and television stations, are dedicated to serving more than 5 million 
families in America’s richest farming areas. 


We go forward with faith in Agriculture and the American Economy. 


Qrean A. Star yyer 


President and Founder 
Stauffer Publications, Inc. 


President 
Capper Publications, Inc. 


Advertising Age, November 3, 1958 


Electric Utility 
Drive Seeks Home 
Heating Business 


Cuicaco, Oct. 28—Common- 
wealth Edison Co., Chicago, has 
launched a campaign, primarily in 
dailies, pushing “the luxury of 
electric heating ...now at a new 
home heating rate.” 

The campaign broke Oct. 13 with 
a page in the Chicago Tribune and 
will be carried on in 180 newspa- 


NOW, at a new home heating rate 


THE LUXURY OF 
ELECTRIC HEATING 


rao td 


Fee etme cat Nee era Senescence Pe Nene ae 


SE BeBe Se. F 


pers in northern Illinois, including 
all major metropolitan dailies. 

Additional support will come 
from spots on “In Town Tonight” 
(Channel 2), extensive direct mail 
campaigns and brochures for mod- 
el home visitors. Leo Burnett Co., 
Chicago, is the agency. The utility 
says it hasn’t decided how long the 
campaign will run. 


= The impetus behind the new 
drive was a rate decrease of about 
30% for electric home heating put 
into effect July 28 by the utility. 
“This new rate, together with 
new developments in heating 
equipment and better standards of 
home insulation,” the ad says, “puts 
electric heating well within the 
means of most new home buyers.” 
The ad urges prospective home 
buyers to ask for estimates on elec- 
trical heating installation and oper- 
ating costs from home builders or 
from Commonwealth Edison. + 


‘News Front’ to Expand; 
Publishes Regional Editions 

News Front, a controlled circu- 
lation business monthly, will ex- 
pand its national circulation from 
30,000 to 60,000 and will publish 
four regional editions, starting 
with its January issue. Page rate 
for the national edition will re- 
main at $975 per b&w page. 
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TV GUIDE—today’s greatest growth magazine— provides 


UNMATCHED FLEXIBILITY 


Yi b ce i bination. Y dvertisi foll distribu- 
GEOGRAPHIC FLEXIBILITY tion precisely. You can advertise nationally to the greatest primary audience ever assembled 


b kl gazi d/ trate ial i ] bl . All told, 
WITH 51 REGIONAL EDITIONS PV Gullit Miaedicten in the 2747 comnian whae 902% GU auak uke an ae 


You can combine a color or black-and-white advertisement in the national feature section 


DE ALER TIE-IN FLEXIBILITY with your local dealer names in regional editions. Ideal for co-op budgets. Successfully 


used by many major national advertisers, including RCA Victor, Du Pont, Lewel Manu- 
facturing Co., Phileo, RCA Whirlpool. 


2-way geographic split: Advertise one brand in one part of the country, another in the 
remainder on same page, same issue. 


i i H 2 split: Alternate i f each editi diffe t ads. A ect tion- 
SPLIT RUNS in national feature section © 2357 <r sess’ Atternate copies of cach edition carry differen perfect nation 


4-way copy split: Four ads each appear in one-quarter of total circulation, equally divided 
across the country. You can promote four brands or test four copy themes simultaneously- 


The huge audience and pinpoint distribution of TV Guide magazine make it an ideal medium 


LOW-COST cou PONING for coupon offers of all kinds. Major advertisers who use TV Guide magazine for couponing 


include Kraft, Lever Bros., Campbell Soup, General Foods, American Tobacco, Borden’s, 
Tetley Tea, Standard Brands. 


bf la d at th hich TV Guide families (th h 
DAY AND HOUR CONCENTRATION —Sstciso'sttnony wit x toning on anya nye hor. oe One a 


You can promote your TV shows to more than 6,500,000 TV families in TV Guide maga- 
zine—jump your ratings—increase your identification as sponsor. You can translate your 

PRODUCT-PROGRAM ADVERTISING TV commercial (spot or show) into the permanence of print. After your show, you can 
remind viewers of your sponsorship and your selling message— get powerful double impact. 
There are other possibilities too, such as the history-making RCA Victor ad which helped 
George Gobel demonstrate color TV on black-and-white sets. 


EXTRA! 4-COLOR ADVERTISING NOW AVAILABLE IN WEST COAST REGIONAL EDITIONS 
AND 2-COLOR IN NEW YORK METROPOLITAN EDITION! 


9 Og WHIRL P OOS, an Because of its astonishing flexibility, its low cost, and its mass circu- 
ner MOERATOR 


0 aon anne lation, TV Guide is helping solve marketing and merchandising 
| Bd , a. ee problems which no other magazine can. Flexibility is one reason 
How RCA Whirlpool fa | ad 2 fert why more and more blue-chip advertisers are turning to TV 
ties in national : Mit 25 Se Guide magazine. 
advertising and - : ee 

local dealer names 


Se 


More than 6,500,000 circulation... 


best-selling weekly magazine in America 
National ad in national section (charged to national budget) with 
dealer listings in each of 23 regional editions (paid for from co-op 
funds). Just one example of TV Guide’s unmatched flexibility. 


A WEEKLY MAGAZINE...A DAILY HABIT 
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The light approach was chosen 
to capture attention with a rela-| 
tively small expenditure in com- 


Marquis Leaves West-Marquis |\O]d Yankee Uses 
Harold H. Marquis has resigned 


as vp and San Francisco office | ‘Pacific Northwest 


manager of West-Marquis, effec-| petition with the giants of the food | 


tive Oct. 31. He will be succeeded | Dazilies i in Campaign |industry. The campaign opened this | 


a or month and is using 560-line ads in| 
+ ggg Be ogg a lees! SEATTLE, Oct. 28—Old Yankee a continuing _ series in Pacific 
joined John R. West Co. in 1938 Foods, producer and marketer of Northwest dailies. 
to create the West-Marquis com- | SPecialty food products in the Pa- : 
pany. Mr. West retired this sum- cific Northwest, has taken to the | ® The opening ad for peanut but- 
mer. The agency has been con-|light touch in its advertising to ter is headlined: “Pedigreed pea- 
trolled since 1956 by Norman B.| point out product advantages for nuts make Old _ Yankee better, 
Moeller, president, and T. G.|two items in its line, syrup and and an illustration shows “how 
'Somermeier Jr., vp and secretary.’ peanut butter. to tell a pedigreed peanut.” Copy 


Pedigreed 
Peanuts 


make 
Old Yankee | 


Published Weekly Since 1886—70 Continuous Yeors 


51 pages of advertising 
placed by these manufacturers 
added to the stature 


of this first issue... 


Alloy Wire Belt Co. 
American Box Corp. 
American Can Co. 
Anchor Hocking Glass Corp. 
Angelus Sanitary Can Machine Co. 
Aseptic-Thermo Indicator Co. 
Ball Brothers Co., Inc. 
Berlin Chapman Co. 
Blaisdell Pencil Co. 
Burt Machine Co. 
Clipper Belt Lacer Co. 
Continental Can Co. 
Corn Products Sales Co. 
Crown Cork & Seal Co., Inc. 
Cyclone Fence Dept. 

American Steel & Wire Div. U. S. Steel 
Diamond Crystal Salt Co. 
Dodge & Olcott, Inc. 
Eagle Machinery Co., Ltd. 
Exact Weight Scale Co., The 
Economic Machinery Co. 
Ferguson Co., J. L. 
Fernholtz Mac hinery Co. 
Food Machinery and Chemical Corp. 
Griffith Laboratories, The 
Hamachek Machine Co., Frank 
Hamilton Kettles Div. of Brighton Corp. 
Hazel-Atlas Glass Div. 

of Continental Can Co. 
Hoffman-LaRoche Inc. 
Horix Manufacturing Co. 
International Salt Co. 
Isbrandtsen 
Jones & Sons Co., E.D. 
Krenz, Inc., Osear 
Langsenkamp Co., F.H. 
Lee Metal Products Co., Inc. 
Marathon, Div. of American Can Co. 
Morton Salt Co., grqeeial Div. 


Muirson Label Co., Inc. 
National Can — 
Northrup, King & Co. 


Owens-Illinois Co. 

Peterson and Peterson 

Pick Mfg. Co. 

Robins & Co., Inc., A.K. 

Scott Viner Co., The 

Shuttleworth Machinery Corp. 

Staley rota me bee Co., A.E. 

Stange Co., ‘ 

Sugar inteaation Inc. 

Swift & Co. 

Thermovac, Inc. 

Trans-American Refrigerated Services 
Union Bag-Camp Paper Corp. 

Urschel Laboratories Inc. 

Warner, Inc., Lansing B. 

Waukesha Foundry Co. 

Western Waxide Div. Crown Zellerbach 
White Cap Co. 


sa 
on behalf 


. Congratulations on the “combine.” Hope you 
aaa a big success of it, for there is a crying need 
for an outstanding publication in the food pack- 
ing field.” 

J. H. Gilluley, Adv. & Sales Prom. Mgr. 
Anchor Hocking Glass Corp. 


“ .. we certainly feel that this is a very con- 

structive move.” 
Richard D. Zucker, Vitamin Div. 
Hoffman-LaRoche, Inc. 


I am enthusiastic about the alignment of 
these three books and believe the staff is ex- 
cellent. Congratulations on the foresight that 
certainly had to be used to arrange this consoli- 


dation.” 
John C. Swift, Sales Manager 
White Cap Company 


. It is apparent that a great deal of thought 
and planning is behind this move and we are 
heartily in accord with the ideas as to layout and 
contents”. 


“ 


Joseph Blumlein, President 
S and W Fine Foods, Inc. 


“. . . The publication of CANNER /PACKER, 
combining the leading papers in the food proc- 
essing industry impresses me as a very good 


idea.” 
Dan Gerber, President 
Gerber Products Company 


CANNER/PACKER 


First issues reflect excitement by their very nature. 
They also reflect the loyalty of the publication’s 
supporting advertisers .. . 
the publication has chosen. The first issue of the 
CANNER/PACKER—product of a precedent-setting three 
publication consolidation—is no exception. We think 

our first issue speaks “loud and clear” on behalf of 
advertisers and readers, alike. So loud, in fact, 

that there is little for us to add, except perhaps, that 

it may be wise for you to discover this new selling 

force in the $6 billion processed food field. 


the sense of editorial direction 


... Iam sure this is a step in the right direction 
and should result in a better job for the food 
industry.” 

William C. Stolk, President 

American Can Company 

. We will all be looking forward to the first 
issue of the CANNER /PACKER.” 

Carlos Campbell, Executive Secretary 

National Canners Association 

. We are looking forward to the first issue of 

an merger and I am sure it will be well received.” 

L. Ratzesberger, Jr., President 

The Illinois Canning Co. 

I am happy to note that the three leading 

fo canning and packing magazines have joined | 

orces . 


H. F. Krimendahl, President | 


Stokely-Van Camp, Inc. 

. I feel certain that this consolidation of three 

of our industry’s leading publications can only 

result in a vastly improved magazine of excep- | 
tionally high caliber.” 


John M. Fox, President | 
Minute Maid Corporation | 


. We have been watching with interest the 
various announcements of the combination pro- 
gram you are Boing into. Congratulations on the 


new program.’ 
T. E. McCaffray, 
National Fruit Canning Co. 


For the complete story, write or call for new Market-Media Data File 


CANNER’ PACKER | 


A Merger of THE CANNER & FREEZER, FOOD PACKER and WESTERN CANNER & PACKER 


TRIAD PUBLISHING COMPANY, 59 EAST MONROE ST., CHICAGO 3, ILL. ~ 
370 Lexington Ave., New York 17, MUrray Hill 3-8333 


- 
“= totally dedicated to serving canned, dry, frozen, glassed food processors @y 


Financial 6-7788 
500 Howard St., San Francisco 5, EXbrook 7-1887 


“DE-NUBBINIZED,” TOO—A pedigreed 
peanut, such as is used in Old 
Yankee peanut butter, even has a 
“pleasing personality,” according 
to the how-to chart in this ad. 


adds the footnote: “You’ll seldom 
find such a peanut at ball parks, 
circuses or peanut races, because 
the few missed by Old Yankee be- 
come collector’s items.” 

Another in the series, head- 


| Real 
Maple 
makes 
Old Yankee 
really 
better! 


fea tomes, op eo K.ge: same Hees 


Hero The nes! best Mung 809 tp to 


E cagnenh ter taht 6 0 Gata vas 
om pining ts pataten taped wih 
Ois Neston Legge Sees 
SYRUP ' 


| HOW-TO—First, find a sugar maple 

| tree, is the advice given in this ad 

|to do-it-yourselfers, but, “Better 

| still, get a large jug of OW Yankee 
Logger syrup.” 


lined, “Real maple makes Old Yan- 
|kee really better,” tells “how to 
tap a maple tree.” 

Frederick E. Baker & Associates 
handles the account. + 


Skoda Sets U.S. Ads 


Motokov Co., manufacturer of 
Skoda, Czechoslovakian auto, has 
scheduled a half page b&w ad in 
the November issue of Motor 
Trend, said to be the first automo- 
tive advertising from behind the 
Iron Curtain in U. S. automotive 
magazines. Rapid Ad Agency, 
Prague, is the Motokov agency. 
The car will be distributed here by 
|Continental Car Combine, New 
York. 


LOOK INTO 


NEW JERSEYS 


‘3s, ,634 


iN NEW 
ABC CITY ZONE 


- c a yee oe oe a © 5 
o~ me Pied : ees a oe 4 et a Sj ie ae Reet Oise 1 A peony hs Sa a , age at os ae Dy «Be ’ ‘. : . ‘3 
> et ‘ : ‘ , oe a rx we ‘ CS ot ee an oe m : ee : wre eae j 
eG: 4 . ¢ oe BY eae ig C ae “ ir Ent ai? . ne DT Oke Nea | eens. 
<3 7 : r “a 4 ie % be - a x a sa na ama ; rs ‘ on c a = = an 
2 a rn 
q ¥, 
| y 
. That's What Advertisers Reach in ig 
‘® The Sporting News ax : 
a National Baseball Weekly —St. Louis, Mo. * 
or / oe Hee es is 
) | 280,000 Copies Weekly & —— yg 
: 4 . ab 
Bild oy . a. Sa ib arene | et 
eg Lorgest Newsstand Sale of Any Sports Weekly alt (ih Yarhen Prema we te ie 
Fe : - - pride of the peanu! pionters crop ' 
Carey: a _) pedigreed.” you wil H i 
Br . Old Yombee ves only the choses! mc 
een plumper. youngest peanuts. These ore . 
ee Se hed de ~webn red ond 2 
ar: gently chermed into the (eames a 
1s: scsaildiiiaianiniaiaiasiasindininntiniiianeunicaseti puamtiyes bafter you‘ oer pt - 
- am a AN bread onder : =) 
“4 j PE +4 oe - Wa 
Peon bume author tes 
. CUTTER eee i ae 
4 ent your beds will agree id 
7 8 | we 8 PeeneEe Meee ~ i] be 
. = nese ee ie: 
oe —_— xe 
an _ < 1 ve 
A _ > ats ee 
aoe q te baie te Beg —— >» ) sal 
ai ss ope "ca ca igen por ae)" Sa lie Bre c~ lie paler a ata TES A eS Bae 
sg (Deke te: |. nade A Sn — al ss ? Sete ov F We Fett | Se a Ae em neo ee Yenk emee e e nt 
ae Fs Pen) ey Phe eee Mines ‘ r : |; Meaeneere PRE eyoar tars. maine é ols 
a Era eed: es Be eae aati a rn ut . . Rees tea i woe las ae ee 
Bari tN ean ye oe ae ae i et a a Le ee ae * . yh ee ie ea oS Eke taal as fat 
re ee Se ost : vi 1 ‘ é mr ae aa ) A 
Y.. a Sg 5 Tee ae : Y ae i 
See: a ge ; a tg eg a ie ’ moe if 
, i ee Beer % : Mitac: - . aerate: , é a = Beets ees 
eo oe Ph Wee ee ae ‘ “ie, hin a , 2 a Rah es f as . hee 
naa A ilk. ait tay) ee ee, eee ae 4 Bom rae an ar 1S peed) : Benes cue } ete 
ae tak ie es as 4 kb sr eee ye rae a . a ied ad ‘ Et, = pin 5 SEs ei san EM Se ats ' ly Met 
ie ae Bee ek oe ; eer Dei apes Fes ree +e a 4 ee io aCe tia, 1a eames ae eo) Biers Marcy i” re 
ea ba s-3 Py oh) ae F ee ce Pe cae eles Ames Fi i a a 2 ad. ae 2 ieee ee ese . a 7 
“ine Me oe ee Se pe ea ie at) 3 _ : po a rie Be) simatic ate pale ie 
Se, pees aie ooo eee a” eee ere CS | , 5 Sal eum a a Aare ala = a 
— ne NR ee é SR 2 mame Se amen yo Ao eat \ és 
ae e. “meee = le os a ae ee, |, ee - 
a Po. mee i cf) NOME mm Ss i see, Re Png eh di ee 
nnd ie oe Pc Ca See arate al : rear ue is eee). ee et: mi ke } i 
oe ae ee ee | a eee Omeer - 
Spttes 2 ete oe c= gh sit 9h a i a eae i | Cane iy, SLR ea 2 eet te sy gabed oe a 
peas Pee tel aan z pene neg rca ai = - Ne “he. TORE ed eu 1 ee Sie ea! eee pee hk Bes ee 
eas Bea ko ea ee ae a ae or gee ies cae i aie main ha ie SERENE se en 
ata Tey Aue ieee eb, ee = A.” eee Bl = See se cane ey aca ce enna |< Seng Po Bey 
ay a er ae WAL ee, RUM IRE Sie ek ea ea aa a diy deee : Bt ea a: eae a 
di Jaathen Pee ete ss if ok omen | ae aa Seek ee ial tg Bees 5 aS ae ear or Saar Pe Me Se 
Biot ¥ Ape tea Bate ate re Ei c 7 ‘ae aS eee eT eel i halle ss hg ~ ia. eae ie 2 SN a, crite mats Thain By Bo z akg 4 7 iF ack: 
ae Digeag ro Re rapa SOR “SPEC Si epee = Me See: | ni 0 ce a «ae eer: 
ae ean ane On, 2 ea 2 ee ape eee. | aT koe Pa? Beta chun s ich nyt A a ee es 
car erga Oe eee Oa a een. Vacant.” Nie Doge Ae SVR ae eee. fama re 
a. 2 voile Minden Oo ee | i lee aan oon ee cea Pee es Gn Se ae Bi ee : ins 
_ er ee eh meme nT hae Ceo eee pears att: r pets oe ee EN 2 ie Bae “se goat 
eee Ge on A ee ° aoe n> ; oi EG 2? mm ete jee 
a po ere <8 ee <a Vida bg eee yee vin) oy, © ee eae ec TEN 
= ae irate Ae he one tale a Sec eee a aes “aM Nee oer ee 3 Crab pei nit Ret ee ‘wk: Hh oka ap See RG a8, Suara a 
Si Care op i ae Piet ee la Giles a« Sh rehgee aaa senate Ba oe OE Be IRS eee ee Nae 
: ey ee Pe es heee Me FO _ ~ ere a a ya” BES desks ee Ngee ia F a 
: eo BA re er ia fae a ane a oe iY Qa. ee | 
ree SER RA oh ake ae eee eee eee de Pov ip 4  Dareers ee a 7 
Be. hs een aes. Come a Pn SRN tic. ei og MB hs Fee a eh ‘y ee aac ee } ie 
- ews apa) gh . pase ON aE age TEM pus ae ; fer ie ee 7 ae Craey = 
ay ei Pei err ye a a Fie Fa Be he et ee ae oe : + SIT AS TR a I ht ee eae sa nels a 7 + 5 ae 
ote i eee fu ee ee ee Ll is See at ae 
tpt ae K 5 Sees eee gi ag eaten a rgb ST elas eter. “ae Si =, ? SPOS Mes Meee ple Pai = 
ai sagt hee Cade ice, ie ets ee 0s ae of re aes ean rs Rar. Saree: a sae ah SAE Te Seika ateae igh ae sak pa Ses 
aoe 3 : se agin bk ae ty Sh est 8 eee - las i — AOE See ee ae ; TA, Sh eer NS 3 Pate ea 
ae ; Se ee ae CESS Son wien Lae eset are est gee SRS Ey Se nels Peper aah) |e Se ery See TN eae j a 
pe Sh Ss . is 
Be Ls | -— pie tap thet mates ho ; et 
4 oe ¥ AN ap RZ | 
ig Boe Pr ee ated ae Se a i ae 
oe cCANNnNExK& ie 
as . ag aie ree | ; . 
es eet ent ab it . RW 
. PACKER — © ees A cpio 
sR 7 a ee SS oe ange 
uJ ee Dea ety. eee : ae 
: EAN e098 el Te gis “i ; q iy ‘ 
a LTE inet Te teas = SS ae 
an Leelee cn eee) ieee 
* Sate eal. | ry aon ap 1 amase ou ; a 
‘ ten mee, EG hes, . ¥ ‘Sresvan wes to mere : b i‘ 
ee i : (oe ae | ; q oak 
cove ae | : , a 
aes i —e ‘ ar 
a + c 0 Vonae Loar 8 —_ Bon 
% o “- ~- o - a Be 
pe > le a 
a or : i | \ F 
ie ei 
—, eh 
< / See 
eae Bae 
ae mers 
oe x = : t ao 
oes x x . ae 
7 ‘ = | 
— y 
ee 2 aS: 
4 ha. 0" * J - ¢ 
; 4 ‘ 
re . ae 
‘+ r 
Se 
: F 
hi y a 
et st 
gis Pott are: 
Wak ered 
3 he 
a ; Praga 
roa, : ey 
{ - I idk: 
- } oa 
ee, 
a ; Sree 
net +4 ets 
Sai 4 on 
aital ; ate 
ea ae sam 
‘ee | = . 
an i ee 
ce q bess 
a Me so 
Fs Ce a ree ee macs a ARNT NE << 
4 i ete 
Li Po : : | i 
é } 
ae et ; 
ea © . s eae 
= |e i eke 
a ~~ ‘ a ee 
e i | aaa 
i ' = 
pan e Rees 
as | ~ ; are 
| j 
7 
. ‘ . 
e 1 : 
e + ‘ 
° e Bis. 
F ip: 1° ° a 
. a 
il *, Vs ° e ‘\ if ee 
v wn e SELL THEM ieee 
oe 7 an, 
fit se y 3 et ae pee 
et THROUG cat i eee 
neds e if siege ae * 
na © Danw Sunnayr { 
_ so ee 4 
ee NEW BRUNSWICK, NEW JERSEY + bee 
= “| Jno 
al SERVING OVER 40,000 Bosco 
me ARITAN VALLEY FAMILIES ee 
oy ae 
Ae 
hed 3 ree. 
en eae 
i a sig 4 minee . : ve : RS rs ri a ok ae ’ ; - bi 7 ee oe : ‘ ~ oe z 
RNG, ae + OTe Se i ees Li a LS MRM i er : ’ =x Sone Mase ee see er eee re I la a 5 ae hes Set py rh a I a ee a ae Wt re) _o : ae fk 
= Pie a Te EW Seen ert Rete enna gee Pe at eee Te eee en eS ee Case os ans Pega a a ea 
i Wiew aan ay er as ese mo = Pee. Tie Tae erie hints ae So aaa jae = as ae 
ie ge eS ee eet eg Bo is _ — . ri ie Rete, aay 
pore aie i ere ee ie cee eae ss” mre 
ee em ne Te aS bie Be aa ae mens aaa rainy rete 


TV Guide... today’s greatest growth magazine... records startling 


ADVERTISING GROWTH 
501 


Advertising 
revenue 
first 9 months 


new advertisers 
first 9 months 1958 
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PACE-SETTING ADVERTISERS 


lead the way 


over last year... 
and headed 
still higher 


ordens 
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The explosive upturn in TV Guide magazine’s advertising volume is gaining momentum. 


More and more advertisers are discovering the sheer power of this magazine —now deliver- 


ESTIMATED 
1958 TOTAL 


tte ing more than 6,500,000 copies, largest circulation of any weekly magazine in history. 


Advertisers in virtually every market category are contributing to the rise —including food, 


drug, automotive, apparel, appliance, tobacco. 
All this, especially at this time, is powerful evidence that advertising in TV Guide 


8,200,000 
magazine works. 


080, 136 ne 4 More than 6,500,000 circulation 


1953 1954 1955 1956 1957 1958 


Every TV Guide chart line goes up (except cost per thousand)! 


BEST-SELLING WEEKLY MAGAZINE IN AMERICA 
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PEORIA, ILLINOIS 
1S LARGER THAN ANY MARKET 
IN WISCONSIN 
(except Milwaukee) 

Metropolitan Peoria, Illinois has more 
people (293,200) ... more consumer spend- 
able income ($577,124,000) ... more total 
retail sales ($405,744,000) than any market 

in Wisconsin, except Milwaukee. 


Peoria Journal Star delivers a daily cir- 
culation-to-homes ratio of 94.2% in Metro- 
politan Peoria . . . 100,000-plus circulation 
... covering a 13-county billion-dollar mar- 
ket. R.O.P. color 7 days a week .. . ideal 
test market. 


Peoria Journal Star 
Ward-Griffith Co., National Reps. 


| Browne Vintners Sets Push 
p | for Martell Cognac 
OF al Browne Vintners Co., a division 
me | lof House of Seagram, is launching 
jan extensive campaign for Martell 
cognac. It will use Esquire, Gour- 
met, Holiday, Newsweek, The New 
Yorker and Social Spectator, 20) 
business publications, outdoor | 
S |showings in 10 markets and thea-| 
| ter programs in six cities. The pub- 
7 ‘lication ads will feature coupons 
pee | enabling readers to send in $2 for| 
five brandy snifters. 
| Doherty, Clifford, Steers & Shen- | 
field is the agency. 


| Seagram Reassigns Products 
}| Joseph E. Seagram & Sons has| 
|assigned a new product, which it| 
|refuses to name, to Warwick & 
| Legler, New York, agency for Sea- 
gram institutional, 7 Crown blend- 
ed whisky, V.O. Canadian and 
, |Golden gin. The company’s Kessler | 
, | division, formerly handled by) 
| W&L, has been assigned to Young) 
|& Rubicam, effective Feb. 1. 
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ot . More than one-fifth of the 
nations newly mined copper is refined here. 


Advertising Age, November 3, 1958 


t 


At Utah’s famous open pit copper mine, 372 tons of material are mined to 


produce one ton of pure copper . 


and more than 1/5th of the nation’s newly 


mined copper is refined here each month! On the surface, Salt Lake looks 

like an average market of ¥3 million — but Salt Lake’s two metropolitan 
newspapers serve a 4-state area of a million more prosperous prospects. The Salt 
Lake Intermountain market with its 1¥%3 million persons is an exceptional 
market that’s the exception to buying just the first 20 markets or so. 


Ghe Salt Lake Tribune 


(MORNING & SUNDAY) 


Represented Nationally by MOLC 


DESERET NEWS no 
Salt Lake Telegram (eveninc) 


SCHMITT, Metro Comics Network. 
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Many of the 50 known health values 
in a fresh orange are found mostly in 
the “meat” of the fruit. In fact... 


...ffesh Sunkist Oranges provide 10 times 
more of the important bio-flavonoids 
and protopectins than frozen orange juice. 


And fresh oranges give your 
family all of the vitamin C. 


\ Bet whole trash orenges...divink whole fresh orange juice 


‘ Sunkis 


The Sambot radecnash amped of the ‘ru. 
rome pues enter af the Reest frown 
( eitorme Anroms 


HEALTHFUL—Here’s one of the color 

ads scheduled by Sunkist Growers 

in its new campaign starting this 
month (AA, Oct. 27). 


'|RCA Victor Offers Free Disc 
| to Promote Christmas Albums 


RCA Victor, New York, aiming 
to build pre-holiday traffic in 
record stores, is supplying 45 
discs free-of-charge to dealers. 
The records will be given away 
free by the dealers to their cus- 
tomers at point of sale to promote 
RCA Victor Christmas merchan- 
dise. Each disc contains five selec- 
tions from RCA Victor Christmas 
albums and is packaged in a 
holly berry and Kris Kringle-type 
four-color sleeve with the copy 
“Merry Christmas from your RCA 


| Victor dealer.” 


The gift offer as well as 13 
new Christmas albums, many in 
both stereo and monaural sound, 
will be advertised in Life with a 


|removable gift catalog showing the 


albums in full color. There will be 


|additional copy in Coronet and in 


the record publications, Harrison 


| Catalog, High Fidelity, Hi-Fi Music 


at Home, Hi-Fi and Music Review, 
Long Player and Schwann Cata- 
log. Christmas commercials are 
scheduled on the Perry Como, 
Eddie Fisher and George Gobel 
shows (NBC-TV) and “Monitor” 
(NBC-Radio). Grey Advertising 
Agency services the account. 


Butferin Offers Double Refund 

Bristol-Myers Co., New York, 
has begun a new campaign for 
Bufferin in which consumers are 
told, “Now Bufferin will give you 
twice as fast pain relief or twice 
your money back!” B&w pages are 
running in Life, Look and The Sat- 
urday Evening Post and television 
commercials over B-M shows on 
the CBS, NBC and ABC networks. 
Young & Rubicam, New York, is 
the Bufferin agency. 


Media Records Reports 
Linage Dips in Nine Months 
Media Records’ check of news- 
papers in 52 cities shows total lin- 
age for the nine-month period 
ending with September at 1.9 bil- 
lion lines, off about 6.6% from the 
like period in 1957. Biggest loser 
was the automotive category, at 
102,645,483 lines, a skid of 24.1% 
from 135,151,742 lines reported for 
the same period last year. 
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TV Guide... today’s greatest growth magazine... produces 


UTSTANDING RESULT 


Inc. 
gs W. Hoyt ComPAnY. 
Cc PLawexe ADVERTISING 


Octoder 15, 1938 


advertisement ren tity worth recording. 
cil in ques’ than one 

ta wren’, more Life in the magazine 

With kindest regerds- 
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vieabi 
larger unie 


Because advertising works in TV Guide, the magazine’s advertising volume is sharply higher 


TV GUIDE ADVERTISING REVENUE HAS GROWN 608% IN FOUR YEARS 


ESTIMATED 
1958 TOTAL 


8,200,000 


1954 1955 1956 1957 1958 


Every TV Guide chart line goes up (except cost per thousand) ! 


A WEEKLY MAGAZINE...A DAILY HABIT 


Whether your criterion is direct orders, readership, store traffic, trade excitement, or a 
combination of these —whether your product or service is an impulse item or a reasoned 
purchase —whether it is national or local—your advertisements in TV Guide magazine 
will bring results. Here is the greatest primary audience ever assembled by a weekly 
magazine ...a prosperous audience concentrated in the metropolitan areas where sales 
potential is greatest . . . an audience you can reach at the page rate of just $2 per thousand. 
No wonder TV Guide magazine is experiencing an explosive upturn in advertising volume. 


More than 6,500,000 circulation 
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A bathroom is so many things 
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barber shop 


dressing room 


hy settle for less than Crg e? 
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Another outstanding Crane Co. ad 
prepared by Leo Burnett Company, tnc., 
Chicago, Paul Lehman, Production Manager. 


let perfection be your goal 
Whatever your product... 


Here is another ad which 


tiie deck printed in the magazine as 
itn well as it looked in the 


engraver’s proofs...a positive 


—a symbol of fine engravings 


sign of superb technical skill. 
So settle for only the best—look 
for the kn benchmark of quality 
0 3 in advertising today. 


b DE laware 7-5500 


KIEFFER * NOLDE ENGRAVING COMPANY 


EO EAST ILLINOIS STREET 


CHICAGO 11, ILLINOIS 
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Politico, Beware! 


Prompter May Be 


Seen on TV, Too 


New York, Oct. 28—Tv-shy 
politicians and actors and an- 
nouncers with poor memories may 
all decide to take to the hills if 
a suggestion advanced here by 
a leading sociologist should ever 
be put into effect. His sug- 
gestion: No televison prompters 
unless they get into the pic- 
ture along with the person using 
them 


In a panel discussion on WRCA- 
TV’s “The Open Mind” show, 
Dr. Paul Lazarsfeld of Columbia 
University made this proposal as 
a means of keeping television from 
distorting reality. The point was 
developed in an exchange between 
Mr. Lazarsfeld, Nicholas Samstag, 
promotion director of Time, John 
P. Cunningham, president of Cun- 
ningham & Walsh, and moderator 
Richard Heffner. This is an edited 
version: 


= Mr. Lazarsfeld—“I am quite 
sure that the largest majority of 
the people don’t know about 
prompters. Now in a newspaper 
when you have paid advertising 
you have to mark it paid advertis- 
ing. It will be rather interesting 
to try out an FCC regulation [re- 
quiring that] wherever a prompter 
is used it has to be shown... 

“We know the politician who sits 
leisurely at the desk and looks 
into the air and the great ideas 
come to him.” 

Mr. Heffner—‘“What is the mat- 
ter with this?” 

Mr. Lazarsfeld—‘Actually he 
reads it from a prompter. . . The 
distortion of reality by television— 
I will not say that it is done very 
much—but the danger of distortion 
of reality by television is very 
great. The saying is that a picture 


is more true than a_ thousand | 


words; of course, the opposite is 
true.” 

As an example he cited tv’s 
picture of General MacArthur’s 
entry into Chicago where the hour 
and a half camera coverage made 
it a “tremendous symphony of 
triumph” as compared to the 20 
seconds or so experienced by the 
people waiting on the street to see 
him. 

Mr. Heffner—“Now we are real- 
ly coming to a point where tele- 
vision can influence opinions.” 


= Mr. Samstag—.. . “But I don’t 
understand why Dr. Lazarsfeld 
would not object to some dumb 
congressman being drilled and 
drilled until he memorized a 
speech and then being coached by 
a theatrical coach on the side and 
then getting up and making this 
glib speech—he doesn’t object to 
that. What you object to is a tele- 
prompter for some reason. Why?” 

Mr. Lazarsfeld—‘“We know that 
people are more sensitive to 
sincerity. That the idea of spon- 
taneity and sincerity in public 
figures plays a tremendous role... 
if you can manufacture 
sincerity, this is a much greater 
danger than if you can manufac- 
ture glibness.” 

Mr. Cunningham—‘“This will 
show up as something he has got 
to continue with either being 
sincere or glib or charming. Maybe 
it will become part of his nature. 
After all, this is the person the 
people are voting for.” 

Earlier Mr. Cunningham noted 
that a great many people talk one 
way and dial another when it 
comes to television. Wanting to 
appear more erudite than they are, 
they deplore the lack of education- 
al programs, but they tune in the 
western, he said. 

Mr. Lazarsfeld said that, when 
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Advertising Age, November 3, 1958 


|talking about what the people 
| like on tv, a clear distinction must 
| be made between the educated and 
|the less educated groups. He said 
\there is a great dislike for com- 
mercials, for example, among the 
intellectual and educated groups | 
—that is the upper 30%—but that 
the 60% to 70%, the rest of the 
population, “love commercials.” 

When Time’s Mr. Samstag sug- 
gested then that 30% of the shows 
should be for educated people, Mr. 
| Lazarsfeld came back with: 

“I have yet to hear that because 
|50% of the people are Democrats, 
50% of the content of Time ma- 
gazine should favor Democratic 
candidates. I would consider that 
great progress over what the ratio 
is at the moment.” 

Mr. Cunningham, who last year 
made the headlines by attacking 
television’s “creeping mediocrity,” 
voiced the opinion that at least 
30% of tv fare is of an educational 
nature. + 


O’Connell Adds Molyneaux; 
Names Chatham VP 
R. T. O’Connell Co., New York, 


has been reappointed to handle ad- 
vertising for Molyneaux Perfumes, | 
New York, importer of perfumes | 
and toiletries. O’Connell handled | 
the account until seven years ago, | 
when the company ceased U:S. dis- 
tribution. The company reentered 
the U.S. market late last year. 

O’Connell also has named J. S.) 
Chatham, art director for the past | 
three years, a vp. | 


| 

Roach Buys Rabco 
Hal Roach Studios, Hollywood, 
which became a_ subsidiary of 
Scranton Corp., a lace maker, some 
months ago, has bought ABC Films’ 
interest in Rabco, a tv film com- 
pany. ABC and Roach each owned 
half interest in Rabco, which has 
'produced three tv film series, 
\“Passport to Danger,” “Code 
| Three” and “Racket Squad.” Roach 
|is expected to use the films as the 
nucleus of a new distribution com- 
|pany or as a bargaining point in 
the purchase of another company. 


Lawrence Opens in Chicago 
Len Levy, formerly with Kling 

Film Enterprises, will be executive 

producer of the new Chicago of- 


|fice opened by Robert Lawrence 
| Productions, New York, tv com- 


mercial producer, and its affiliate, 
Lawrence-Schnitzer Productions, 
Hollywood. Mr. Levy will an- 
nounce the company’s Chicago ad- 
dress shortly. 


Rowland Joins Special Studies 

Sidney Rowland, formerly with 
Gallup & Robinson, has joined 
Special Studies, Princeton, N. J., 
as a research associate. 


DID YOU 
KNOW? 


GENUINE GLOSSY PHOTOS 
COST AS LITTLE AS 
PLANOGRAPH! 


WHY TAKE LESS? 


Singleweight Quantity 5x7 6x10 
Glossy 25 $2.75 $ 4.00 
Prints 50 4.50 6.00 
100 8.00 9.50 

250 17.50 22.50 

500 30.00 42.50 

1000 55.00 75.00 

Negative 1.15 1.65 . 


59 E. Illinois St., Chicago 11, Il. 
Whitehall 4-2930 


1859-1959 


River, in the pioneer 


a state. Its founder was 


WE are making big plans 
now to produce a superb 
Centennial Issue—to ap 
on JANUARY 17, 1959. 
Special paper stock is on or- 
der and the cover will appear 
in full color. Thousands of 
extra copies will be distribu- 
ted to schools, libraries, etc. 
It is expected that this big 
issue will become a leading 


.: SESS 
a Bee 


Next Year 


We Will Become 


YEARS OF AGE 


One hundred years ago the Nebraska Farmer 
was founded on the west bank of the Missouri 


village of Brownville. 


That was eight years before Nebraska became 


Robert W. Furnas who 


was to become Nebraska’s second governor. 


source of information about 
Nebraska’s great agricultur- 
al history. 

Advertisers are cordially in- 
vited to present their adver- 
tising messages. They may 
be assured of extra reader- 
ship benefits and longer life 
to what gives promise of 
being the finest issue in our 
history. 
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You save as you sell with outdoor adver- 
tising in GOA markets. You benefit from 
a money-saving Frequency Discount for 
1959. It now includes advertisers who 
use General Outdoor poster service from 
6 to 12 months within a one-year period. 

The plan applies to all posting con- 
tracts at rates published for 1959 for 
posting on or after December 20, 1958 
when advertisers use General Outdoor 


in the same city, town or market. Dis- 
counts apply as follows: for 12 consecu- 
tive months 10%, for 9 through 11 months 
in a 12-month period 74%, for 6 through 
8 months in a 12-month period 5%. The 
discount applies to all showings provided 
a minimum of #25 intensity is maintained. 
GOA’s new Frequency Discount Plan 
means you get extra flexibility—extra 
volume from your outdoor budget. 
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Language and Laws of Boolean 
Algebra 


A Capsule Physical Chemistry 
for The Design Engineer 


Design Advances From 
Magnetism Research 


Slide Rule Mathematics 
Capsule Calculus 


Basic Statistics for the Design 
Engineer 


SPECIFIC PRODUCT APPLICATION FAG 


to serve the practical every-day problems 

of design engineering. In this area, ELECTRICAL 
MANUFACTURING will continue its long 
established program of depth-edited feature length 
articles covering every facet of product design. 


t starts wit 


The 2 Areas Work Hand-in-Hand for the Reader 


During the past year the principle of coordinating specific 
application articles with their underlying principles has been 
carefully tested. The left hand column below shows some 
typical titles of “Basic Science” features. In the right hand 
column are typical “application” articles which tie in with the 
broad features. All of these articles have already appeared in 
ELECTRICAL MANUFACTURING. 


PRODUCT APPLICATION 
ARTICLES 


Using Boolean Algebra to 
Design Static Control Circuits 


Evaluation and Application of 
Fiber-Insulated Magnet Wire 


Magnet Design—Two Practical 
Approaches 


The New Approach to 
Conventional Design Tools. 


Automatic Testing, Data 
Recording and Statistical 
Analysis System 
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he new editorial concept actually germinated in the spring of 57 when, 
Tis addition to its regular depth articles on specific product applications, 

ELECTRICAL MANUFACTURING published a special 20-page feature 
called “Capsule Calculus.” This feature dealt with basic principles that 
were partially or completely new to some engineers and a needed refresher 
to others. “Capsule Calculus” was an unprecedented success—proved by 
an outpouring of more than 13,000 individual reprint requests. Had a 
vital area of reader-needs been uncovered? 


ELECTRICAL MANUFACTURING editors followed “Capsule Calculus” with 
other basic science and mathematics articles (see titles in panel at left). 
Each time—extraordinary high readership and large numbers of reprint 
requests confirmed the concept that readers were in need of more informa- 
tion on the basic, guiding principles of engineering design. 


The next step is the program that commences in the January ’59 issue. With 
this issue, ELECTRICAL MANUFACTURING supplements its regular editorial 
content with separate and complete editorial inserts that are instructive in 
nature and serve as refreshers in basic engineering knowledge. 


PRE-TESTED FOR INTEREST 


To further refine the program, established and proved Reader Reaction tech- 
niques were used to learn from the readers themselves, which subjects would 
best serve their interests. The results of the study are serving as a guide in 
selecting the top-interest subjects for the program. Also, since past studies by 
Reader Reaction have established a correlation between the Interest Index 
and Percent Reading 2 or more of an article, the results of the study provide 
a Predicted Readership score for each special article. Another publishing 
innovation! 


January ’59 issue of 


Be ry yy ae ae ay, ee he Serre te 
ee ig eee “| 


Never before has so much pressure been placed on the Design Engineer. 

The nation’s economic welfare and, to a great extent, the very security of much of 
the world is in his hands. 
products are plainly not enough. Major technological breakthroughs —and 
many of them—in almost every area of manufacture are needed to keep 
our nation at the forefront of progress. ° 
training is a dominant topic in scientific circles. And this reappraisal dictates 

a return to the more complete engineer — one well grounded in all the basic sciences 
and engineering principles. For it takes the combination of the broad 

“basics” and practical knowledge to break through today’s design barriers. 

* To keep pace, ELectRica. MANUFACTURING announces a major expansion 

of its publishing concept. Starting in January, an issue-by-issue editorial program 
geared directly to current needs will be offered to readers in two vital areas: 


* Today, minor modifications of existing 


The basic reappraisal of engineer 


BASIC SCIENCE AND ENGINEERING PRINCIPLES 


iD. to serve the creative areas of design engineering where a basic 
knowledge of science, mathematics and broad 
engineering principles is vital. It is in this exciting area 
that the advanced editorial program of ELECTRICAL 
MANUFACTURING will have its greatest impact. 


Three basic science subjects of top-most interest have been selected to launch 
the 1959 program... 


January ‘59—INTRODUCTION TO SEMICONDUCTOR THEORY—a de- 
tailed outline of the physics of conduction processes in semiconductors 
as a basis for understanding the physical principles of operation of 
semiconductor devices. 


February ‘5S9—FOURIER ANALYSIS IN DESIGN ENGINEERING—a fun- 
damental, detailed explanation of Fourier Analysis and its application 
to the problems of design engineering. 


March ‘59—BASIC PHYSICS OF MAGNETIC MATERIALS—a completely 
new approach to the study of magnetism that not only summarizes the 
properties of presently known (and yet to come) permanent magnet 
materials, soft magnetic alloys and ferrites, but also looks “inside” at 
the underlying electron interactions that do the actual work. 


Because each of these subjects scored high in the Reader Reaction /nterest 
Index, an advertiser has the advantage of advance knowledge of reader traffic 
in these issues. 


ELECTRICAL MANUFACTURING, with the institution of the new double-bar- 
reled editorial concept, expands its service to its engineer-readers...and, 
therefore, offers added value for the advertiser. It means, in effect, twelve 
highly read, widely used feature issues—each containing a needed contribu- 
tion to engineering knowledge of the day. It means, too, the field’s most favor- 
able editorial climate for carrying an advertising message through to key 
design engineers. 


Make sure you get all the details from your ELECTRICAL MANUFACTURING 
representative. 


THE GAGE PUBLISHING COMPANY —Pubdlishers to Industry Since 1892 
1250 Sixth Avenue, New York 20, N. Y. 


The Monthly 
See, Magazine of 
rin We Design Engineering 
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Despite Diet Fad 
Most People Still 
Eat, Study Shows 


(Continued from Page 2) 

and Campbell Soup Co. The study 
covered the eating habits of a 
panel of families for one year: 
what they serve within two-week 
periods, how they serve it and how 
often, what it is served with and 
what members of the family ate 
all, part or none of it. This data! 
is broken down by income groups, | 
location, education, occupation, | 
family size, employment status of 
the wife and other pertinent fac- 
tors. 

The study data is still being 
analyzed, but Mr. Gibson did cite 
some over-all findings: 


e Convenience foods or no, 27% 
of evening meals require between 
one and two hours to prepare, 
35% require between 30 and 60 
minutes and about 20% require 
15 to 29 minutes. Fewer than 8% 
are made ready in less than 15 
minutes. 


e Snack eating is popular in 
American homes. “Close to 90% 
of American families serve snacks 
at least once in a two-week pe- 
riod,” Mr. Gibson said, “and one 
family out of every three serves 
snacks 13 or more times in the 
span of two weeks.” About half 
the snacks are eaten after 7 p.m. 
For every snack eaten between 
breakfast and lunch, two are eaten 
between lunch and dinner. 


e 70% of all meals are eaten in 
the kitchen. Even in the evening, 
meals are eaten in the kitchen al- 
most four times as often as they 
are in the dining room. 


e During a two-week period, the 
study shows, the average family 
serves about 60 different dishes; 
fewer than 10 of these dishes are 
used for more than 50% of all the 
meals served during the two 


ete aa - e 
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|times; milk is served by 95% of|high point of present day market-| Lawson Opens Phoenix Office |Francisco. Storrs J. Case, West 7 ‘a 
q ae. 


all families, an average of 29\ing research,” Mr. Gibson said.| Carl Lawson Advertising Co.,|Coast area manager of the com- 
| times. Tea is served by 60% of|“It provides marketing men with|Kansas City, Mo., has opened an/| pany and head of the Los Angeles " 
| the families, and they serve it an|a tremendous reservoir of infor-| office in Phoenix to serve a new |office opened in June, also heads t 


times in the two weeks. Eggs are | advertisements, promotions, tie-in | general manager. rector of advertising and mar- 
served by 96% of all families; they|deals and all manner of other keting and home service fair of 
are served nine times in two weeks | marketing activities can be de- _Transitads Opens in S. F. Pittsburgh Courier Publishing Co., 4 
—excluding use as an ingredient| signed to make the maximum im-| National Transitads Inc. has|has been appointed senior account H 
in other dishes. pression on the most desirable| opened its second West Coast of-|executive of KSAN, San Fran- 

“The menu study represents a/consumers.” # fice, at 400 Montgomery St., San’ cisco. 


weeks. 


= The popularity of specific prod- | 
uct types is also indicated by the) 
study: during a two-week period | 
98% of all families serve coffee | 
and serve it an average of 28) 


. «like 800,000 Americans wh 
are alive and well, cured of 
cancer because they went to 
their doctors in time. Every 
woman owes it to herself and her 
family to have a health checkup, 
including a pelvic examina- — 
tion, every year. It's living 

insurance! . a 


AMERICAN CANCER SOCIETY 


average of 10 times during the two| mation on eating habits in all|client, Arizona Savings & Loan/| the new office. Pac 

weeks. kinds of American homes and|Assn., and other accounts in the 
Fruit is served by 97% of all|thereby clears up great areas of|area. The new office will be|Carroll Joins KSAN 

families and is offered about 16/speculation...This means  that|headed by Francis L. Bria, vp and| J. Walter Carroll, formerly di- q 


YOUR ADVERTISING CAN GET MORE SALES 


EverywHERE, AMERICAN BUSINESS IS IN DYNAMIC ACTION. 
When approaching this ready-to-buy market why be content with 
sales that are only Aalf-made? Wherever business is busiest, there 
you'll find The Wall Street Journal . . . the dependable right-hand 
companion of the men who are behind the intense activity — the 
men who are buying. 


Here is your biggest and best market. Not just potential — but 
actual, The Journal circulation represents billions in purchasing power 
for every conceivable product or service. It is a purchasing power 
sO great, many Journal subscribers can actually overload your full 
production capacity with only a fraction of their requirements. 


No other medium gives you so many opportunities to sell 
effectively to this tremendous market. Through The Journal, you 
can get into action swiftly — you can have your choice of any, some 
or all of four regional markets — you can use any size you wish — 
you can shift product or copy appeal region by region — you can 
meet emergency price situations in a matter of a few days! 


Just try The Journal if you really want results. What an effec- 
tive and economical fellow-salesman as you drive for concrete sales. 


YOU CAN GET THEM WITH 


© Dow Jones & Company, Inc. 1958 
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General Foods 
Hikes Ads to Fight 
Private Brands 


(Continued from Page 2) 


best; 


attractive to our customers to do;der processing, billing, credit and 
business with General Foods by |collection, and related sales ac- 
custom-tailoring our service to| counting and reporting. 

meet their individual needs. This| “Begun as an experiment in New 
isa purposeful effort to improve | England two years ago,” Mr. Mor- 
our competitive position by: (1)|timer said, “this method, which 
Serving customers better by get-|embraces a new kind of warehouse, 
ting our products to them as con-| custom-tailored for the specific 
veniently as possible—even on the| market it serves, is working well 
day of the week that suits them | there. 
(2) improving our earnings| themselves of advantages we offer 


Customers are availing| 


jucts. Their capital investment is 


reduced because of lower inven- 
tory levels. Some have been cut 
as much as 25%. 


s “Similar operations are starting 
in Memphis. Youngstown will get 
under way under this plan Jan. 1. 
Atlanta is in the construction stage, 
and others will follow in the next 
two years,” he said. “We are study- 


ing,” he disclosed, “is the develop- | through reduced transportation and| through carefully scheduled car-|ing each area independently, as 
ment of a new distribution-sales | handling costs and the economies load and truckload shipments of | this is a major undertaking, involv- 
services concept, to make it more | made possible by streamlining or- | | combinations of some of our prod-|ing new management techniques 


YOU, 700, 


"A recent survey of our (Brockway 
Motor Trucks) sales people shows 
the ads to have been 100%, effec- 

tive. Our selection of The Wall 
Street Journal for this important 
message has been fully justified." 


"When we (Yuba 


Industries) discovered this brief 
campaign had not only gotten us 
recognition by corporate manage- 
ment and other important people, 
but had materially aided our rep- 
resentatives and direct sales force, 
we decided to switch to product 


advertising.” 


CAN GET RESPONSE LIKE THIS! 


"We (Helio Aircraft Corporation) 
are tremendously pleased with the 
direct, measurable results ob- 

tained from this advertisement. 
The quantity of replies was surpris- 
ing to us, and the quality was most 


gratifying.” 
Consolidated 


"Since our company (Hoosier 

Tarpaulin & Canvas Goods Co.) 
started advertising in The Wall 
Street Journal last fall, there has 
been a noticeable increase in in- 
quiries and orders from many of 
the nation's leading manufac- 


turers. .. . The Journal is doing a 
fine selling job." 


"The results (for Edgcomb Steel 
and Aluminum Corporation) have 


been tremendous. From two ad- 
vertisements in The Wall Street 
Journal the inquiries received were 
almost two to one over all other 
media used in the campaign. And 


sales are up — this is the 
important thing.” 


44 Broad St. 1015 - 14th St. 


"The Service Award Watch cam- 
paign (by Elgin National Watch 
Company) in The Wall Street 
Journal has been most successful. 
The response to each Elgin ad has 
been impressive . . . and immedi- 
ate." 


most 


TT 
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and construction of new and major 
distribution facilities. 

“Today’s swiftly changing and 
fiercely competitive battle for mar- 
kets and profits,” Mr. Mortimer 
said, “requires flexibility and re- 
sourcefulness in management. Our 
level of profits will depend on our 
ability to make rapid and accurate 
analyses of changes in the market 
place and upon our maneuverabil- 
ity—the speed and skill with which 
we can improve our position by 
changing our tactics.” # 


Lorillard Sales, Income Soar 

P. Lorillard Co. New York, 
maker of Kent, Old Gold and 
Newport cigarets, has reported 
consolidated sales for the third 
quarter of $132,024,998, compared 
with $86,259,476 in the like period 
of 57, and net income of $7,478,- 
350 compared with $3,076,028. For 
the nine months ending Sept. 30, 
the company’s sales were $353,- 
292,387, compared with $190,901,- 
|125 in the similar period of ’57, 
and its net income was $19,303,- 
199 courses with $5,797,520. 


THIS? | 


ANGELES 


rN 


60 MILES 


| It’s comforting to have Full 

| Coverage. 

| You won’t be out “in the 
cold” in San Bernardino, 
California, when you use the 
San Bernardino Sun and 

_ Telegram. The only daily 
and Sunday newspaper in 
this outstanding market. 

Only .0066% of the total 

circulation of the Los Ange- 
les dailies reach this rich, 

profitable, independent Mar- 
| ket over 60 miles from Los 
_ Angeles. 

Please remember... San 
| Bernardino is the major mar- 
| ket in California’s 4th Larg- 
_est Metropolitan Area, 6th 
| inthe Pacific Coast,and 29th | 
| in the Nation. 
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SAN 
BERNARDINO 


SAN BERNARDINO 
SUN and TELEGRAM 
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Now Available 
The 1958 


TOP TEN BRANDS 


Fourth Annual Consumer Inventory 
and Product Availability Audit for the 
CITY OF WILMINGTON 
and 


NEW CASTLE COUNTY, DELAWARE 


Reports a wealth of information and brand favor in 130 food, 
drug, cosmetics and appliance categories. Conducted by 
personal interviews in the homes by Don Clark Ii & Asso- 
ciates. Also up-to-date information on sales, population and 
income. 

Only the NEWS-JOURNAL PAPERS offer complete coverage 
of the rich, responsive Delaware State Market . . . where 


income per household and sales per household are among 
the highest in the U. S. A.l Write for your copy today. 


NEWS-JOURNAL PAPERS 


WILMINGTON e@ DELAWARE 
STORY, BROOKS G FINLEY, INC. 


Nationa! 
Representatives 


William Lee, 59, 
Editor, Publisher, 
Agency Head, Dies 


New York, Oct. 28—William Ar- 
thur Lee, 59, president of the Lee- 
Stockman agency, died Oct. 25, 
following a heart attack, at North 
Shore Hospital, Manhasset, N.Y. 

Mr. Lee was also president of 
the Ashlee Publishing Co., pub- 
lisher of Glass Digest, of which 
he was also editor and business 
manager. He was a former mayor 
and trustee of the village of Plan- 
dome Heights, N.Y., and a former 
president of the First Advertising 
Agency Group. 

Born in Port Richmond, N.Y., he 
served in the army in World War I 
and was graduated from New York 
University in 1921. He then joined 
Plumbers’ Trade Journal as an ad- 
vertising representative. 


® About 1930, Mr. Lee became an 
account executive of A. M. Stock- 
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factor is the creative ability of engineers. 


a mutual exchange of ideas. 


for new ideas and data essential to their work. 
Your product story can share in this climate of confidence. 


interests best. 
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mite 2+2=5! 


Engineering knowledge, utilizing today’s materials and equipment, creates - 
new structures, new processes, new products for tomorrow’s markets. But 
technical knowledge and equipment are not enough. The all-important plus 


Creativeness flourishes best where there is a stimulating flow of facts— 


Engineering Society Publications, because they nourish a steady exchange 
of ideas, are basic channels of communication among engineers. 189,000 
accredited engineer-readers depend upon Engineering Society Publications 


Advertising in Engineering Society Publications produces results by reach- 
ing engineers when they are seeking information and data that will motivate 
their buying and specifying decisions. In them you can influence the world’s 
largest concentrated audience of engineers—at low cost. Engineers respond 
to them because they know that these unique magazines serve their special 


Remember... engineers are educated to specify and buy! 
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producing a result greater than 
the sum of both taken independently. 


Mechanical Engineers 


Advertising Age, November 3, 1958 


man Co. and the same year became 
a partner in Ashlee Publishing Co. 
and editor of Glass Digest. In 1938, 
following the death of A. M. Stock- 
man, Mr. Lee assumed the presi- 
dency of the agency and changed 
its name to Lee-Stockman Inc. 

Mr. Lee was a member of the 
New York chapter of the National 
Industrial Advertisers Assn.; New 
York Credit Management Assn.; 
Associated Business Publications, 
and the American Legion. 


WILLIAM IRISH 

New York, Oct. 28—William E. 
Irish, 67, editor of Industrial 
Equipment News since it was 
founded in 1933 and a vp of Thom- 
as Publishing Co., died Oct. 26 of 
cancer at his home in Upper Mont- 
clair, N.J. 

Born in Denver, Mr. Irish was 
graduated in 1912 as a mechanical 
engineer from Cornell University. 
During World War I he was an 
engineer with Hydraulic Pressed 
Steel Co., Cleveland. Later, he was 
associated with Eclipse Gas Stove 
Co. and Woodward Governor Co., 
both of Rockford, Ill., and with 
Erie City Iron Works, Erie, Pa. 

From 1922 to 1932 Mr. Irish was 
assistant manager of two McGraw- 
Hill engineering magazines, Amer- 
ican Machinist and Product Engi- 
neering. In 1933, when Industrial 
Equipment News, a monthly prod- 
uct news service, was established 
by Thomas Publishing Co., Mr. 
Irish became its editor. He was a 
frequent speaker before business 
and engineering groups and was 
widely known for his crisp, in- 
cisive style. In 1940 he was elected 
a vp of Thomas. 

His son, Richard D. Irish, is 
on the staff of the advertising re- 
search department of Thomas Pub- 
lishing Co. 


BENJAMIN H. CARROLL 

Waite Pains, Oct. 28—Benja- 
min H. Carroll, 49, editor and gen- 
eral manager of the White Plains 
Reporter-Dispatch, one of the Macy 
chain of newspapers, died at his 
home Oct. 22 after a short illness. 

Born in Grayville, Ill., Mr. Car- 
roll, after reportorial experience on 
several newspapers, became city 
editor in 1933 of the Rockland 
Journal News, Nyack, N.Y. Four 
| years later he was named city edi- 
ter of the Yonkers Herald-States- 
|}man. In 1939 he was appointed 
|editor and general manager of the 
| Evening Dispatch here, which was 
j merges with the Reporter in 1941. 


ARTHUR C. SAUNDERS 

Mount VERNON, N. Y., Oct. 28— 
Arthur C. Saunders, 60, general 
manager of the Mount Vernon Dai- 
ly Argus, died Oct. 22 at Mount 
Vernon Hospital after an ulcer op- 
eration. 

He was the second executive of 
the Macy newspaper chain in West- 
chester County to die on the same 
day. The other, as reported above, 
was Benjamin H. Carroll, editor 
and general manager of the White 
Plains Reporter-Dispatch. 

Mr. Saunders was born in New 
York. After attending Columbia 
University, he became an adver- 
tising salesman in 1919 with the 
Port Chester Daily Item. In 1927 
he was named vp and general man- 
ager, and served in that capacity 
for seven years. In 1934 he was 
transferred to the Daily Argus in 
the same position. 

He was a member of the New 
York State Publishers Assn., and 
the American Newspaper Publish- 
ers Assn. 


WILFORD P. WOODALL 

New York, Oct. 28—Wilford P. 
Woodall, 64, president of W. P. 
Woodall Co., direct mail advertis- 
img company, died Oct. 26 follow- 
ing a heart attack. Born in Canada, 
he came to New York in 1900, and 
was employed in the direct mail 
advertising department of the Mc- 
Graw-Hill Book Co. for ten years 
before he started his own direct 
mail company. 
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BEYOND 
THE SKY 


TO 
BENEATH 
THE SEAS 


From eerie outer space, U. S. satellites 
have sent radio signals back to earth. In 
the depths of the sea, a submarine tele- 
phone cable has linked Europe to America. 


Both achievements depended on de- 
velopments from Bell Telephone Labora- 
tories. The cable was made possible by 
development of long-life electron tube 
amplifiers able to withstand crushing 
pressure on the ocean floor. The satellites 
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N. W. AYER & SON, INC. 


derive their radio voices from transistors 
—products of basic research in semicon- 
ductor physics. 

The Transistor and the deep-sea ampli- 
fier illustrate the wide range of scientific 
work at Bell Laboratories to help improve 
electrical communication. 


Bell Laboratories advertising is an- 
other interesting chapter in the Telephone 
story, which Ayer began telling in 1908. 


Philadelphia + New York + Chicago + Detroit 
San Francisco + Hollywood + Boston + Honolulu 
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the one medical journal that reviews 
more than 5,000 medical publications 
including those originating in 28 foreign 
countries—and reports.on everything 
new, important, and of practical value. 


THE DOCTOR'S MARKET PLACE FOR 
PRODUCTS HE PRESCRIBES, BUYS 
OR RECOMMENDS 
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Advertising Age, November 3, 1958 


Market Research ‘Isn't 
Worth a Damn’: Gimbel 


(Continued from Page 3) 
economic factors are the “direct 
result of individual human be- 
havior” and “are not in any way 
predictable.” 

As an example, he cited the 
hula hoop craze. He said that if) 
merchandising experts would| 
have been consulted in advance | 
about hula hoops, they would 
“probably have snickered.” 

He also cited the Detroit auto 
makers: “While the public was 
yelling at them about too much 
chrome,” observed Mr. Gimbel, 
“they turned around and said that 
was just what the public wanted— 
their surveys proved it, and they 
loaded on the chrome.” 


s Mr. Gimbel also ridiculed the 


investmen 
Bay City, 


Laat 
Ls 


Look at the stacks of blue chips laid on the line for 
industrial and commercial expansion in Bay City: 

Consumers Power is developing a $150 million 
electric generating plant and a $2 million service 
center. Dow Chemical is constructing a series of 
plants for more than $25 million, and now has the 
first St. Lawrence Seaway facility in Bay City. 
Defoe Shipbuilding has a $68 million Navy destroyer 
contract. $6 million is being spent on bay and river 
channels. A $50 million network of superhighways 
is being built in Bay County. The central business 


A Booth Michigan Newspaper 
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Pe 
Nearly half a billion dollars are being | 
invested in the growth of the Bay City area 


THE BAY CITY TIMES 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476 @ Sheldon 
© B. Newman, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 @ Brice McQuillin, 785 Market St., 
~..San Francisco 3, SUtter 1-3401 @ William Shurtliff, 1612 Ford Bldg., Detroit 24, WOodward 1-0972, 


district is being anchored by new, impressive stores 
(with private off-street parking) and modernized 
buildings estimated to run $4.3 million plus munici- 
pal off-street parking costing $.36 million. 


The Bay City market is solid, prosperous and 
growing. Worth a blue-chip advertising program. 


Your advertising covers the market through a 
single medium, The Bay City Times. It takes your 
message into 85% of the families in Bay County. Put 
The Bay City Times to work for you. 


Marlboro research story. “The 
fact that surveys showed that 
Marlboros were ‘sissy’ cigarets 
was some great discovery,” he said 
caustically. “All you needed to do 
was go into a few restaurants and 
you could have seen that more 
women were smoking them than 
men. But no—a gigantic research 
company was hired to prove the 
point, and the tattooed man cam- 
paign was born. 

“Of course, they forgot to re- 
search one thing; what kind of 
man gets tattooed? This was 
recently uncovered, however, in a 
startling piece of research done 
by Drs. Joe Yamamoto, W. See- 
man and B. K. Lester of the 
Oklahoma School of Medicine and 
printed in ‘Science Newsletter’ of 
May 3, 1958. It was titled, ‘Find 
Out What Tattooed Man is Really 
Like’ and was reprinted in the 
July 26 issue of the Journal of the 
American Medical Assn. 

“Leo Burnett—the ad agency on 
Marlboro—will be shocked to 
learn that after 65 tattooed men 
were interviewed it was found 
they were more likely to have 
been divorced—or to be sons of 
divorced parents. The tattooed 
man ‘is more of a_ rebel’—I’m 
quoting—‘and is more likely to 
have been in jail. He has a greater 
tendency to have been a psycho- 
pathic personality.’ 


® “Now just suppose Burnett had 
had this kind of research done 
before they launched the Marlboro 
campaign. They would have aban- 
doned it before they started, and 
one of the great advertising jobs 
of the century would never have 
been.” 

Mr. Gimbel went on to cite 
other examples of market re- 
search “follies,” concluding that 
the key principles of marketing 
and merchandising are “a sense 
of what will sell, a sense of when 
to sell it. 

“IT believe,” he said, “that no 
research or set of principles will 
replace these two paramount as- 
sets in my book. 

“Harold Schaeffer of Glass Wax 
has it; Art Melin of Hula Hoops 
has it; George Romney of Amer- 
ican Motors; Charles Revson of 
Revlon; and so many others. What 
do you as merchandising and 
marketing men do about it? 

“Have you got it? I don’t know. 
But I do say this: Find out, play 
your hunches, trust your instincts. 
Don’t be afraid to rely on the 
greatest computer of them all— 
the human brain—your brain— 
the one ultimate instrument of 
research which is chock full of 
information you’ve read, heard, 
seen.” # 


‘Reader's Digest’ Sets Record 

The November issue of Reader’s 
Digest is the largest issue ever 
published. It contains 168 pages, 
including 77% pages of ads, with a 
volume of more than $2,640,000. 
The magazine said that ad pages in 
the 1l-month period ending No- 
vember represent a 10% gain from 
last year. Total revenue was placed 
at 20% ahead of the like period in 
1957. 


N.C. Broadcasters Elect 

Jack P. Hankins, manager of Ra- 
dio Station WELS, Kinston, N.C., 
has been elected president of the 
North Carolina Assn. of Broadcast- 
ers. Other officers elected are Rob- 
ert R. Hilker, WCGC, Belmont, vp 
for radio, and T. H. Patterson, 
WITN-TV, Washington, N.C., vp 
for television. Cecil B. Hoskins, 
WWNC, Asheville, has been re- 
elected secretary-treasurer. 
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There are 3 fine 
architectural magazines, 
but one is outstanding... 


There are 4 basic measurements 


to judge these magazines 


Market 
Coverage 


“= 
Preference 

Editorial 
Leadership 


. 


The following pages will help you judge for yourself why this 
magazine holds its dominant place in the architectural field . . . 
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Distribution of activity in the average architect office for 1959—based on ProGRESSIVE ARCHITECTURE’S 
Ninth Annual Business Survey. ‘See a complete analysis of the study in P/A, November issue.) 


1959 to be the greatest construction year 


in history. New construction activity in 1959, for the first year in history, will top a 
total dollar volume of 50 billion. That’s a conservative estimate, based on government figures and 
unmistakable signposts. 


The whopping share of this bull building market— about 32 billion—will be architecturally designed 
construction. Thus, the architectural firm—prime source of specifications—may be regarded as Amer- 
ica’s most thriving market for 1959. 


Just completed: PROGRESSIVE ARCHITECTURE’s Ninth Annual Business Survey of the Architectural 
Profession. It indicates that architectural firms have projects slated (on the boards or in specifica- 
tions departments) amounting to an average per firm of $4,307,142. The chart above shows the 
distribution by building type of those projects. 


P/A’s annual survey is based on reported work in the office, and has proved over the years to be an 
accurate barometer of the work ahead. It makes sense—what is now being designed will be built in 
1959 or early 1960. 


The only remaining question, for manufacturers of building products: through what medium can 
you reach the architect most effectively? 
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Beginning January, P/A News Report will 
literally blanket the field. ::: circulation—55,000 plus—represents 


the largest audience ever assembled of the men who actually select and specify the building product. 
Includes all known registered architects in the United States—10,000 topflight civil, electrical and 
mechanical engineers—more than 10,000 designers and draftsmen. 


First, P/A News Report will be seen by PROGRESSIVE ARCHITECTURE’s paid audience of close to 43,000 
—presently the world’s largest architectural circulation—as a vital new section of the magazine. 
Second, it will be mailed separately to an additional list of over 12,000 professionals. 


This is not only complete, but “interested” circulation. For P/A News Report fills a long-standing 
need and marks a major advance in the architectural press. Up-to-the-minute, distinctive in format, 
it will keep the architect and engineer abreast of latest architectural news, new building products 
and technical literature of the field. Products, literature and advertising will be coded for response 
by means of a reader-reply card. 


An early announcement of this new section has prompted a rush by contract advertisers to be 
included. They know that P/A News Report is one more reason to choose PROGRESSIVE ARCHITECTURE 
for truly Productive Advertising. | 


ee be es, a i 
a > eo iti = 4 te a 
i 2 3 - qwaL* = - 

; Te ae ie 
et ioe t — a wear 2 Bg RS ET do os =)  Sescs ewe 2 - a oe z : - 7 : 7 i! fe 
sk ' . - i tame) : 2 eg oe s “ é 

wl t es a 

s ais : 

a ei 
Fe 7% : : git’ ss i 
a -s. 5 
ar 
hig 
* 
a 
no 
ro 3 PROGRESSIV me be 
prose F E ARCHITECTURE ile 
eo . ees 
a news rep SE or 
Pe ey ‘ae 
= ; i 
Bs ges! . + ih aes scot aman a 
aa ip eee ie esi eee Fo 8 ye ‘aie as ape 
ae Pe "ea eo aaa teem a pe 
eo Soy Wel ange oe . , eer [a a pS 
: ' Ree or ee ee es ee |, —— eet 
+= ee is = Wy ar re Pre ena Acie) 2 ie) a Se 
ee ate ae ee soit, tel Aen oh aa eo es is 
fs ; Cs) i ae os cea 2. a Sos 
ia é ee ae Meare i. am 
oe Se acts Rae Z ae a se 
eae % it ay ake eS Set ¥ ——" /* “ “si a a e oe sa oa. 
Bers ; isl : er “ is oF 
ae ¢ «| re iene | i ae 
: } oe ea y > Leer mle is 
c } "Vp Af Tw jets 
ee: ; Y Va : : ~ are 3 ot. ae et 
= feta ee are 
es ; oa Ss 
sa ; ) Sa a 4 oe 
Rien. ie cas 7 Ess 4 r Si, 
Bt : a ee ae : sats 
oa : iin te A, £ te : Sp oiae S = 
ae cs Moe Ln. owes ae 
a ; oa gt holes pe oe, 
Ba te - On ee Loerie sa 
aR ny ore. ce vi 
en i aa ~ * rag ay 
ae 1] FPEREEETHE Eee ee ey 
"ee fella teeleleolelohine ae 
ie, r : ; : i a4; Tees 
a — - a ai el dtabebelsic!sintels!s. igs pene 
an i : * 2 re 
pe Va get ee os a ale, 
‘ae ee 
ae 
Eh eng ame 
any ; ey Sane 
Oa ; or aes 
oe ‘ : : “ieee 
Lote || oe 
ae ih Sa 
BR. Oe re 
ss prea 
es oor 
aa —— 
Gg es 
Ne: es 
sags ahi 
rae 8 eet 
‘tae ai 
z= . ae 
et: i 
ee Ne 
pec Sideealte 
a4 peal 
Bo 
a oy 
ba Hic vg Os, 
on ees 
Pia eee 
aes Oe 
cain Sas: 
2 nee 
qatar ee i 
oe my as 
c oe ee 
a Sey 3h 
me an 
Ogee : % 
pee 
an ae 
Pose 
ae 
5 
“i a 
es, 
ee ire apie 
pe eS ia 
Bere ieee 
" ie a oa i ers 
rs BENS 
bo Se 
ie Sa east 
as il ie 
Be F\: f . 
ue <i ay in 
Rens!) esi 
a ‘eats 
Rie eG 
7 ret. 
5 pace is 
5 ork 
—_ i se 
ea 3 ie 
oe 
fee eon 
es ; 
ee peer 
see \ re 
es Hehe 
i os ese 
Eee Seen, 
hg BE 
a oe ‘ie 
Ee 
at at 
ay ae 
ares! Besar 2 
es sci 2 
eh ee 
ppt.” ee ee 
an Nee 
i oe 
— 
\ " es 
3 Supris 
ve . ee 
ie aes 
Bais: : eer 
4 ae 
etn: : oom 
ee ys oe 
Uw nae 
a je 
= = na Bee Nin Z 
Ps, peo: 
4 us Pt eos 
“s ee 
ee + 
Bass aes 
ela Fr 
ee to 535 ipa : ) ain nenise! . $ . ~ 
Sethe ere eee Me Been — 1° pr TSS 2S os ie Sere ral is ee eae cs Sh ee ea RM MR Re Mk a kr aah Ay Da oN genoa en | a a Magara Oa ae 
ara) Be uae nai CER |, Ses Sy mee, ict, Ree ene, ee Ba as bs Ae BAe aan a pcr isthe ae nee ids eae ee 
a. oa kok Es Gen we SPAR aT NSS ot ; 1 Miia Rae me SEN IE fn 9) Mg aN om 2 ae YS (eg x oe AS ee ei A WR E's bo ot a eD E O T cpe rr | kot ee Ng og a 
aS as) OC a cr ae ec 2 asd ee rae : Se ean RE aE ERO Si cag ON ee Oe 
ee = ee ee eee ees ae oa Oe TR at atc ornin eE Ceene ere gmine t= ae 
OR ee ae Pee. ct sek! penser olin et es Anya AD Ga NE! 3 ie ae bn eee ira eerie ae) eR a ee ge sel 


EP AC ee! ES . 3 
i a 


and _ Amanufacturers’ readership study 


Preference of all registered architects 


” pee ae ee ee , Psat Bee ree ‘1 
oo ae: ie a ee ‘gees 


We are pleased to announce the results of a new study undertaken by 21 manufacturers of building 
products to find a conclusive answer to the debated question: Which magazine is read most and pre- 
ferred by registered architects? Clearly, a random sample—of a further cross-section—provides no 
such answer. Nor does a collection of such samples from over a span of years. The 21-company study 
is the most reliable, most complete single survey ever made of the real issue... READERSHIP & 
PREFERENCE NOW — OF ALL THE ARCHITECTS. 


PROCEDURE ... The list used in this study was that of National Architect, official publication of 
the National Council of Architectural Registration Boards—a list in no way connected with any of 
the three architectural magazines. The single mailing—handled by National Architect —was in the 
form of 21 separate surveys, one from each of the 21 participating manufacturers. Each survey 
embraced 1,000 names, to cover the Architect list almost entirely without duplication. 


Each of the 21 surveys concluded with the two questions reported below. Names of the three maga- 
zines were rotated on the questionnaires to avoid “position bias.” Tabulation of the individual sur- 
veys was done by the 21 participating companies. Overall tabulation was performed by J. K. Lasser 
and Company, Accountants and Auditors. 


3,039 architects responded as follows to these 
two questions... 


What were your reading habits during the past 12 months? 


Almost every More than 1% the Less than 1% the None of the 
issue issues issues issues 
PROGRESSIVE ARCHITECTURE 1497 486 447 212 
ARCHITECTURAL RECORD 1477 524 501 182 
ARCHITECTURAL FORUM 1253 473 537 290 


<4» Do you have a strong preference for one of these magazines? (of those 
architects who indicated a preference. . . .) 


PROGRESSIVE ARCHITECTURE es 457 
ARCHITECTURAL RECORD ses 336 
ARCHITECTURAL FORUM soem 177 
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Readership “I'he 21-company readership study.” 
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Editorial 
Leadership 


Left to Right: Milo S. Ketchum, Ketchum & Konkel, 
Consulting Engineers, Denver; Hugh A. Stubbins, 
Jr., Cambridge, Mass.; Philip Will, Jr., 
Perkins & Will, Chicago; Ladislav L. Rado, 
Antonin Raymond & L. L. Rado, New York; and 
Minoru Yamasaki, Yamasaki, 
Leinweber & Associates, Detroit. 


Tomorrow’s architecture is born in P/A’s 
conference room. The men seen here are among America’s top architects. 


They are selecting from over 570 entries, the most exciting design projects for completion in 1959 
and 1960... as jurors in the Sixth Annual Progressive Architecture Design Awards Program. The 
January issue of PROGRESSIVE ARCHITECTURE will feature their selections. 


In volunteering for this challenging assignment, this distinguished jury is another in a list studded 
with such great names as Lescaze, Saarinen, Gropius, Breuer, Bunshaft, Belluschi, Gruen, Howe and 
many others. They have all been glad to serve as P/A jurors for the same reason that the January 
PROGRESSIVE ARCHITECTURE is awaited anxiously each year by the entire architectural world... 
because this program is unique in honoring commissioned building designs not yet constructed. 
The work thus published is the most accurate index available to the finest architecture of tomorrow. 


In five years, the Design Awards Program has given vast publicity to 31 Design Award Winners 
and 112 Award Citation winners—for some buildings designed by leaders of the field and some by 
men for whom this recognition is the first step to fame. Well over 100,000,000 people have read of 
their work in nationwide coverage, which has included major treatments in Newsweek and Business 
Week, as well as articles in other consumer and business magazines, heavy newspaper coverage and 
interviews on radio and TV. 


This intense interest pays off for advertisers. The January issue of P/A is one of the best-read and 
most-consulted in the entire architectural field. And, the design awards seen there get built (with 
your products in them ) —virtually all of the winners’ buildings so far have been constructed or are under 
construction. This is the ideal issue to kick off your 1959 architectural advertising campaign. What’s 
more, it is representative of the editorial leadership provided throughout the year in PROGRESSIVE 
ARCHITECTURE. 


Closing date for January (Starched Issue): December 3 
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PROGRESSIVE ARCHITECTURE | 
GAIN 


The 
Advertising ARCHITECTURAL RECORD 
Trend 


ARCHITECTURAL FORUM 
LOSS 


ee ae PR eee Be te i nae a ae pens a are eer CR SRR rh 


Gain and losses, number of advertising pages, period January 1956 through September 1958. 


The chart speaks for itself: over the period shown—a period including hard recession months—P/A 
is the only publication in the field which shows an increase in ad volume. Why? 


Because right through the recession, PROGRESSIVE ARCHITECTURE has progressed, with one edi- 
torial “first” after another. Architectural practitioners recognize this signal leadership, and look to 
PROGRESSIVE ARCHITECTURE—for the new directions, the significant interpretations. 


Advertisers are increasingly aware that the architectural firm is the prime source of specifications 
for building products... and that P/A is the voice which is heard and respected by architectural 
organizations everywhere. 


Continuing P/A Bonuses for your Advertising Dollar... 


Proven Editorial Leadership 
Greater Readership and Preference 
Largest Market Coverage 
Highest Inquiry Response 
Exclusive: Starch Advertising Evaluation Service 


Progressive Architecture means Productive Advertising 


PROGRESSIVE ARCHITECTURE . 


430 Park peeniee ‘hte York-22, N.V. aired? Hill 28- -8600 


A Reinhold Publication 
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Advertising Age, November 3, 1958 


PR Men Debate 
Ethics as Ruder 
Shop Marks Decade 


New York, Oct. 28—Ruder & 
Finn, New York public relations 
company, celebrated its 10th an- 
niversary last week by bringing to- 
gether its staff members, field 
representatives from 30 US. cities 
and affiliates from 15 countries for 
a three-day conference which 
ranged over all facets of the pub- 
lic relations business. 

Despite the consideration of 
many practical problems—how 
much to charge for pr services, how 
to report to clients, how to get new 
business—this was a conference 
dominated by the ethical question 
of public relations’ role in modern 
society. 

This theme was explored in sev- 
en seminars held at the New 
School for Social Research. Up 
for discussion were such  sub- 
jects as “Public Relations & the 
Good Society . . . an Anti-Demo- 
cratic Force?”; “Public Relations 
& the Ethics of Influencing Peo- 
ple”; “Public Relations & the Eth- 
ics of a Competitive Free Enter- 
prise Economy.” 


@ The seminars were chaired by 
R&F executives, who were assisted 
by these discussion leaders: Max 
Lerner, New York Post columnist 
and professor of American civili- 
zation at Brandeis University; 
George N. Shuster, president of 
Hunter College; W. H. Ferry, vp 
of the Fund for the Republic and 
an ex-pr man; Dr. Louis Finkel- 
stein, chancellor of the Jewish The- 
ological Seminary of America; Dr. 
Theodore Reik, psychologist and 
author; Dr. F. Ernest Johnson, 
National Council of the Churches 
of Christ in the U.S.A., and Nor- 
man Cousins, editor of the Satur- 
day Review. 

The sessions provoked some 
frank comments by R&F staffers 
on the problems bothering them. 
The company has, as one of its 
clients, the Venetian Blind Insti- 
tute and there was the spectacle 
of R&F people wondering aloud 
whether it was keeping faith with 
the public to promote venetian 
blinds without noting their draw- 
backs, such as the rapid accumula- 
tion of dust. 


s Similar questions arose in con- 
nection with other accounts, not- 
ably the Handwriting Foundation: 
Is this fair to people who prefer 
typewriters? 

Max Lerner said it might be 
all right to promote writing instru- 
ments, since the typewriter manu- 
facturers could always counter 
with their own promotion, but he 
questioned the morality of the pr 
effort in behalf of the Tobacco In- 
dustry Research Committee. 

Also cited in the Max Lerner 
seminar was Dr. Theodore Levitt’s 
article in the Oct. 6 issue of ADVER- 
TISING AGE, in which he advised 
business men not to worry about 
the cultural, spiritual and moral 
consequences of their actions. Dr. 
Levitt’s thesis found no support- 
ers here. 

Mr. Lerner expressed the con- 
sensus of his group by saying that 
pr becomes an anti-democratic 
force when it considers the pub- 
lic as a “target, as an object to be 
manipulated.” 

In the seminar on pr and the 
mass media, W. H. Ferry noted that 
“upwards of 50%” of the material 
in newspapers today is drawn from 
public relations sources. This fig- 
ure was not challenged. 


s There was no consensus reached 
in the seminar on how the pr man | 
ean satisfactorily discharge his re- 


advised her colleagues never to 
feed a phony story to the press. 
Her motto, she said, is “Clients 
come and go, but the press remains 
forever.” 

Mr. Ferry made the provocative 
proposal that public relations com- 
panies might advise their clients 
to do some criticizing of the press. 
Pointing out that the press should 
not be above criticism, he said, to 
his mind, one of the “notable si- 
lences” of recent American life 


was the failure of business corpo- 
rations to raise their voices against 
the late Sen. McCarthy and the 
press “handling” of him. 

Mr. Ferry got no takers for his 
proposal, although during this sem- 
inar R&F staffers voiced a fair 
amount of criticism of the press. 
They pointed out that it was the 
editors—not the pr people—who 
put Marilyn Monroe on the front 
page and Albert Schweitzer back 
on Page 38 among the want ads. 


Mr. Ferry then asked whether it 
was ethical for pr people to “en- 
courage this natural depravity of 
editors.” There was some agree- 
ment reached that in some ways 
public relations may serve as the 
“press’ keeper.” # 


Mission Macaroni to McCann 
Mission Macaroni Co., Seattle, 
has appointed the San Francisco 
office of McCann-Erickson to 
handle all its advertising, suc- 
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ceeding Miller, MacKay, Hoeck & 
Hartung, Seattle agency which 
recently resigned the account. 


Letters with “imstantaneous appeal,” 
that beckon to be read, that impel and 
sell. One series 30 years old. Free circular 


‘Shak Fellow Galt ©. 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


sponsibility to clients and the pub- 
lic at the same time, but there 
was applause for Rosetta Desbrow, | 


R&F’s London representative, who | 
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: What single 
\ / 
\ compact market / 
\ buysMORE than / 
\ / 
\ each of 


\ 36 entire states / 
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it's The Cleveland 
( Piain Dealer Market } 


You can sell it everyday in 
The Cleveland PLAIN DEALER 


The only Cleveland Newspaper that sells the city and the 26 adjacent counties 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES* 
CLEVELAND 26 ADJACENT TOTAL 
> COMMODITY CUYAHOGA COUNTY COUNTIES (000) 
Here’s how the (000) (000) 
Cleveland Market LAE iain Wear waa 
Retail Foo es P , P ’ 
U an ar € Retail Drug Sales 88,498 55,405 143,903 
1 Automotive 435,242 430,796 866,038 
sells a la Gas Stations 146,580 176,027 322,607 
Furnit Household Appliances 125,120 104,022 229,142 
bi I i ion dol lars = a Sales —— Survey of Buying Power, May 10, 1958) 


*Ahron, Canton and Youngstown’s C are not included in above Sales. 


Represented by Cresmer & W oodward,Inc.,NewY ork,Chicago,Detroit,Atlanta,San Francisco,Los Angeles. Member of Metro Sunday Comics and Magazine Network. 


i z é ? ey tee oe oe : " 3 ford 5 re ‘ ¢ 
ae ce et ae ae ee eee xe ss oe aay ee 2 - 2 
ae 
: | po Se 
| etn 
Me | | , 
aaa ie ee 
Bee tht ie 
i oe 
ali ee 
a Ee ie 
a ae 
ct Seg BE 
ia ve 
Soe rica 
eae . =u eng * 
Bae a. 
eae ae 
“seca 
7 aes: oN 
ie as 
eee eee 
ae Bees 
Bas mate, 
Tae ! fey Ae 
ee poe 
Teg Pees i: 
ee are aie. 
a oo =: te 
five, ef ae 
‘“ \ 4 
= ~~, ae 
Suet XY N\ : 1 
rea a 4 ‘Cee 
fa ™ t ] ae 
# >» . ey 
i 7 v ‘ a 
ba ™ n nn 
sk ‘ , : oe 
ice ee 4 = 
“y, \ 
: VM r 
er = iy 7 ye: bry 
ae = : 

—- ae 
a . = = ETE SO Be 
= a a pte 
ash : pet 
ee ; my 
a. sp eet 
pie ies 
ee ; sai 
ts shelley 
a. ‘al ene ee 
a i > en we MaR ‘fae te 

ke be ae a rae seongy 
i Pi a rte ty oe Fe ; F 
4 7 ‘y, > 2 2 oe eck 
: if is ” f 
4 Cosi 
so A s- OF. 4 aoe 
« ee i i 
a ’ Bees 
he MEG cc 
a = Tce 
ates | eure 
ee ig 
7 ee es 
Piet pe 
a a Fe are ° 
GPO +! 
Be | “tae 
nie ae ea 
a ieee 
ane ae . aes ra 
a } ae 
i | gies 
a | = 
ee | 
aa bad 
ae oe 
a ~ og 
fig’ | 
et 
ae 
=, | ee 
ee : 
ia 7 : 
oe Bap 
ao ee) 
- rt A 
Ba eer 
= Fig See Py 
ee Reco 
Bes, 20) oe 
oe ewe 
ree Rie ery 
ee hes 
cee eerie: 
re .... 
Hos an 
neem . Y 
Ei ts a i 
ep a TGR Sg ee SNe ay ai ie eet pg es. Nee Ce MRM Ss (62 oy, We ieee MRGMREG NER AO) Oe Mie cer, eee Lr Pa cena eR rear “i Data tty hig oN ena 90 oat nk se acwilns ei ig ong sain ileal 
a ns MR ie i re ee | Oe eT Ct EE Co EEE Li: ce ger ee gees is 
ee ae Nae sk Bre Ria Pe ee 8 | ead. GUN y seine peepee ame eG ee. RR ce ape Sy a eee 
aif Hee pte ee EC ee Eas aagary beeen (yar mE So et Ramee: stat ge SPR Oy 0 ar OAT os oe Es Ren nea oe aiog *- cata eee 
* Be Bee Ss iyi ees ah Ln eR, Fe Pe Snees ips aia ae owe Wha heater ane emer a a ES an [SC Mee ad Pigs, wien RSM AE hy, pen ates xi 2 CE RD ye Peay Se. 


Then one day she asked if I'd mind if she put her washer in one teeny little corner of my workshop.” 


Because the prosperous suburban families who read 

SUBURBIA TODAY have the money and/or credit to live well and 
entertain graciously, Mother’s appliances may compete with 

Dad’s workshop or the children’s playroom for space in their 
well-equipped homes. The winners? Beginning January 1959 

they'll be the products advertised in SUBURBIA TODAY! 


include SUBURBIA TODAY now in your 1959 advertising 
schedules . . . first issue Jonvary, 1959. 


leonerd S Dovidow, Publisher 
153 NORTH MICHIGAN AVENUE, 
CHICAGO 1 
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|\“Words & Things,’ New Book, 

Tells About Language Origin 

| “Words & Things,” by Roger 
| Brown, will be published by the 
| Free Press, Glencoe, Ill., Nov. 10. 
| Mr. Brown, professor of psychol- 
| ogy at the Massachusetts Institute 
of Technology, presents language 
as the peculiarly human thing it 
is. He shows how languages come 


they work. 

The book includes chapters on 
the analysis of speech, phonetic 
symbolism and metaphor, the 
guistic reference, and persuasion, 


of the 398-page book is $6.75. 


Fetzer Boosts Carl Lee 

Carl E. Lee, formerly vp and_| 
managing director, has been ap- 
pointed exec vp and general man- | 
ager of Fetzer Broadcasting Co., 


Kalamazoo, Mich. 


Plan for a 


fast increase 
in sales... 


Like picking a plum, the directions are 
simple and the results are pleasant. Just put 
your finger on the map at Metropolitan 
San Jose, Santa Clara County, California. 


This Metropolitan Area ranks FIRST 
in rate of growth since 1950. Take these 


“plums” for example .. . 


TODAY-— send for these two outstanding reports 
on Santa Clara County, California and its 

major newspaper, the San Jose Mercury and News: 
“Up and Coming Billion Dollar Retail 

Sales Market” and “New Industry Speaks”. 


Greater San Jose Chamber of Commerce 
Department 2, San Jose, California 


SAN JOSE 
Mercury and News 


A RIDDER NEWSPAPER 


Call your Ridder-Johns representative 


Population up 85.2% 
Manufacturing employment up 83.2% 
Retail sales up 130% 


Such market indicators are significant. To sell 
this expanding market, make full use of the 
San Jose Mercury and News.. 


. purchased 


by nearly 3 out of 4 who buy a major 
newspaper in the San Jose Metropolitan Area. 


*SOURCES: U.S. Census, SRDS, California Department 
of Employment and Sales Management. 


'. (ASR JOSES cc 
Santa Clara County 
CALIFORNIA | 


comparative psychology of lin-| 


expression and propaganda. Price) 


to be, how they grow and how) 


| GORDON SWANEY has been named to 

the new post of marketing man- 

ager of LaChoy Food Products, 

Archbold, O., a division of Bea- 

trice Foods Co. He previously was 

LaChoy’s assistant general sales 
manager. 


| 


Coming 
Conventions 


*Indicates first listing in this column. 

Nov. 5. American Assn, of Advertising 
Agencies, east central region annual 
meeting, The Commodore Perry, Toledo. 

Nov. 5-7. Public Relations Society of 
America, 11th national conference, Wal- 
dorf-Astoria, New York. 

Nov. 9-12. Assn. of National Advertisers 
fall meeting, The Homestead, Hot Springs, 
Va. 

Nov. 10-11. National Newspaper Promo- 
tion Assn., southern regi 
Barringer Hotel, Charlotte, N. C. 
| Nov. 13-14. National Business Publica- 
| tions, Chicago regional conference, Drake 
Hotel, Chicago. 

Nov. 16-19. Broadcasters’ Promotion 
| Assn., annual seminar, Chase Hotel, St. 
Louis. 

Nov. 17. American Marketing Assn., re- 
gional industrial marketing conference, 
Toledo, O. 

Nov. 17-19. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

*Nov. 18-19. Radio Advertising Bureau, 
national radio advertising clinic, Waldorf- 
Astoria, New York. 

Nov. 20. Business Publications Audit of 
Circulation, annual meeting, The Bilt- 
more, New York. 

Nov. 20. Television Bureau of Adver- 
tising, sales advisory committee meeting, 
Waldorf-Astoria Hotel, New York. 

Nov. 21. Television Bureau of Adver- 
tising, annual meeting, Waldorf-Astoria 
Hotel, New York. 

Nov. 25. National Business Publications, 
Los Angeles Regional Conference, Hotel 
Statler. 

Nov. 26. National Business Publications, 
San Francisco regional conference, Shera- 
ton-Palace. 

Dec. 28-30. American Marketing Assn., 
national winter conference, Morrison Ho- 
tel, Chicago. 

Jan. 23-25, 1959. Advertising Assn. of 
the West, midwinter conference, San Jose, 
Cal. 

April 5-8, 1959. Sales promotion division, 
National Retail Merchants Assn., Eden 
Roc Hotel, Miami Beach. 

April 12-16, 1959. National Business 
Publications, annual spring meeting, Jo- 
kake and Paradise Inns, Phoenix, Ariz. 

April 16-19, 1959. Advertising Federa- 
tion of America, 4th District annual con- 
vention, Desert Ranch and Colonial Inn, 
St. Petersburg, Fla. 

May 24-27, 1959. Associated Business 
Publications, 53rd annual meeting and 
management conference, Skytop Lodge, 
Skytop, Pa. 

June 8-11, 1959. Outdoor Advertising 
Assn. of America, national convention, 
Sherman Hotel, Chicago. 

June 28-July 2, 1959. Advertising Assn. 
of the West, 56th annual convention, Ta- 
hoe Tavern, Tahoe City, Cal. 


Wenger-Michael Adds Four 

Wenger-Michael, San Francisco, 
has been appointed to handle ad- 
vertising for four new accounts. 
They are Allen’s Carpets, Robert 
Kirk Ltd., importer of British soft 
goods, and Reliable Furniture Mfg. 
Co., all San Francisco, and Nevada 
Lodge, Crystal Bay, Nev., Lake 
Tahoe resort center. 


Scripps-Howard Boosts Burton 

Jerry F. Burton has been named 
manager of the retail advertising 
division of Scripps-Howard News- 
papers, New York, effective Nov. 
1. Mr. Burton, a member of the 
retail division since 1945, suc- 
ceeds H. H. MacLean, who will 
continue as assistant to the ad- 
vertising director. 
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Who takes the prize in the sportsmen’s field? Sports 

Afield—once again! 

The ABC Publishers’ Statements for the first six 

months of 1958 pin down the facts: 

e Sports Afield delivered the biggest circulation. 

e Sports Afield delivered the lowest rate per page per 
thousand. 


Look at the figures and your choice is easy. Sports Afield 
—winner and still champion. 


SPORTS AFIELD .. 1,015,052 
Gubieer LAG ic aoe oc ewe wc ccces «. See 
Field & Stream .........-+.-+-- 928,796 


SPORTS AFIELD 


A HEARST KEY MAGAZINE e 959 EIGHTH AVENUE e NEW YORK 13, N. Y. 
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How To Win 
Friends And 
Influence Sales 


by 
Bert Ferguson 

Exec. Vice-President, 

WDIA 


Webster’s dictionary defines power 
as the “possession of sway or con- 
trolling influence over others.” 


This capsule definition describes | 


perfectly the medium that domi- 


nates your sales with the Negroes | 


in the Memphis market area— 
Radio Station WDIA! 


How does WDIA exercise a “con- 
trolling influence” over the Mem- 
phis Negro market? First and 
foremost, WDIA, only 50,000 watt 
station in the area, was the first 
radio station in the region to pro- 
gram exclusively to Negroes. Its 
all-Negro staff combines powerful 
personal appeal with high-powered 
salesmanship. 


What’s more, by an outstanding 
program of active civic leadership 
and public service, WDIA has be- 
come more than a radio station to 
its loyal audience. It is an integral 
and active part of their daily lives. 
The Negro listener first listens to 
WDIA—then buys! 


Low Negro newspaper and mag- 
azine readership mean you can’t 
reach the Memphis Negro with 
these media. Low percentage of set 
ownership means that television is 
not an effective advertising vehicle. 
For tremendous impact, complete 
coverage, intense loyal support— 
it takes WDIA, most powerful and 
—— medium in the mar- 

et! 


And what a market WDIA cov- 
ers! WDIA reaches 1,237,686 Ne- 
groes. That’s almost 10% of the 
Negro population of the entire na- 
tion—the largest market of its kind 
in the world! And WDIA literally 
delivers it to you as a unit! 


IT'S A LOYAL MARKET! 


And Memphis Negroes listen, 
first and foremost, to WDIA! 
In the March-April 1958 Niel- 
sen Station Index, Sunday 
thru Saturday, WDIA totaled 
up an overwhelming 52% 
more rating points than the 
next-ranking station! 


Total Rating 
Station Points 
WODIA 528.2 
Sta. B 337.1 
Sta. C 284.1 
Sta. D 278.8 
Sta. E 137.4 
Sta. F 101.3 
Sta. G 74.1 


Negroes comprise 40% of the 
Memphis market. And last year 
Negroes in WDIA’s big listening- 
buying audience earned $616,294,- 
100, and spent 80% of this income 
on consumer goods. 


WDIA’s national advertisers 
include: 


B.C. HEADACHE REMEDY 
. . » WONDER BREAD ... 
FORD MOTOR COMPANY 
... WRIGLEY’S SPEARMINT 
. . . PROCTER & GAMBLE 
. . . DEL MONTE JUICES 
. .. CARNATION MILK. 


We'd like to tell you about proof 
of performance in your own line. 
Drop us a line today. Let us show 
you how WDIA can be a high- 
powered selling force for you... 
in this big buying market! 


WDIA is represented nationally 
by John E. Pearson Company. 


EGMONT SONDERLING, President 
ARCHIE S. GRINALDS, JR., Sales Manager 


FLAVOR—Booth Fisheries Corp., 

Chicago, will use a flavor theme in 

its new series of ads in 36 markets. 

Lilienfeld & Co., Chicago, is the 
agency. 


Ad Managers Urged 
to Give More Data 
to Space Salesmen 


CLEVELAND, Oct. 28—Space sales- 
men give ad managers a lot of 
practical help in planning their ad 
programs, but they could be even 
more helpful if ad managers gave 
out more information about their 
products and problems. 

This verdict was handed down 
by an electronic opinion meter put 


to work at the October meeting of | 
the Cleveland chapter of the Na-| 


tional Industrial Advertisers Assn. 
The opinion meter, a General 
Electric device, recorded (in de- 
grees of 0 to 100) the extent of 
affirmative reaction to questions 
put to panelists. 
A panel of 12 ad managers, asked 


how helpful the material provided | 


by magazine space salesmen is to 
them in planning their advertising, 
gave a 75% affirmative vote. They 
also gave a 75% affirmative re- 
sponse when asked how adequate a 
picture of a magazine’s market cov- 
erage space salesmen give. 


® But, when asked how construc- 
tive an impression of a magazine’s 


editorial value is given by the) 
space salesmen, the ad managers 


gave only a 60% affirmative an- 
swer. 


Then a second panel, consisting | 
of 12 business paper space sales-| 
men, was asked, “To what degree | 


do advertising managers give you 
enough 
products and problems so that you 
can be helpful to them?” Their 
answer registered only a 52% af- 
firmative vote. 

They were also asked how ef- 
fective they thought their maga- 
azines’ direct mail promotion was 
in aiding space sales. A 35% af- 
firmative was the best they could 
muster. 


A mixed panel—six ad manag-| | 


ers and six space salesmen—voted 
66% affirmative when asked if 
they thought business publications 
will get a larger share of the ad- 
vertising dollar next year. Of the 
same group, when asked if the re- 
lationship between ad managers 
and business publication space 
salesmen was satisfactory, 77% re- 
sponded affirmatively. + 


Colgate Sales, Net Rise 
Colgate-Palmolive Co. New 
York, reports sales for the third 
quarter of 1958 at $138,093,000, 
a rise of nearly $5,000,000 over 
the similar quarter in 1957. For 
the first nine months of the year, 
sales were a record $403,539,000, 
compared with $388,223,000 for 
the preceding year. Consolidated 
net income for the first nine 
months was $14,776,000 or $5.77 
per common share, compared with 
$14,459,000 or $5.66 per share in 
the corresponding period of 1957. 


: |Paskus Joins Ade Agency 


. | 
| 


information about their | 


|New DuBarry Fragrance Bows 

DuBarry, subsidiary of Warner- 
Lambert Pharmaceutical Co., Mor- 
ris Plains, N. J., will introduce 
a new fragrance line, called Deau- 
ville, via a color page in the No- 
vember Glamour and store pro- 
motions. The line includes bath 
soap, dusting powder, cologne 
and perfume and the price ranges 
from $1.50 to $5. Lambert & 
Feasley, New York, is the Du- 
Barry agency. 


L. G. (Garry) Paskus, for- 
merly editor and publisher of the 


: | Westchester News, has joined the 


creative staff of E. J. Ade & Co., 
New York. At the same time, E. J. 
Ade was named to handle adver- 
tising and public relations of 
'Hincks Bros., investment banker 
|\of Bridgeport, New Haven and 
| Waterbury. Newspapers, outdoor 
and radio will be used in a forth- 
| coming campaign. 


Meltzer Boosts Two 

Richard N. Meltzer Advertising, 
San Francisco, has named Rich- 
ard Berggren manager of the 
agency’s Los Angeles office, where 
he had worked on the Gallen 
Kamp Stores and Simca car ac- 
counts. At the same time, Wal- 
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lace X. Aron, exec vp, was named 
to handle over-all management of 
Meltzer’s western offices. 


Schneiderman Adds One 

Harry Schneiderman Inc., Chi- 
cago, has been appointed to handle 
advertising for Geo. Master Gar- 
ment Co., Ligonier, Ind., maker of 
industrial uniforms. Biddle Adver- 
tising Co. is the former agency. 


Pharmaco Tests Cold Pill 

Pharmaco Inc. has named El- 
lington & Co., New York, to test a 
new cold treatment, Control 24 cold 
tablets, in eight markets. Extensive 
spot television is planned, support- 
ed by radio and newspapers. 


BACK TO THE OLD 
DRAWING BOARD 


LICORICE WHIP 
ADVERTISING- 


FOR NEXT JINGLE 
YEAR 


JUST WAIT ‘Tx you 
HEAR THE RADIO 


DEVELOPED.Z 


THE PIPE DREAMS CoNnTINVE AT 
GUILD, BASCOM Ax? BONFIGL| - ADVERTISING. 
eee \ SAN FRANCISCO, NEW YORK, LOS ANGELES, SEATLE 


WE'VE 


A TUNE LIKE THis 
COULD REALLY CATCH ON-/ 


CUT hu —™~*T" 
"° fe 
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NUMBER ONE ON YouR 
TOP TUNE PARADE FoR 
THE /GTH WEEK... 


CARNEGIE HALL J 
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OF MUSic... 


ACHIEVEMENT iN THE FIELD 


DECIDED 


HOWEVER, IVE 


My ENTIRE BUDGET) 04 |Z 
INTO MATCH BOOK, 


TO PUT of O % 


Whe... 


OH WELL, FROM TIME To TIME WE DO 
GET TO PRODUCE RADIO SPOTS FOR 
CLIENTS LIKE NUCOA MARGARINE, RIVAL 
DOG FOOD, SKIPPY PEANUT BUTIER, MARY 
ELLENS JAMG ANOJELLIES , RICE CHEX Ano 
WHEAT CHEX, RY KRISP, INSTANT RALSTON, 
BREAST-O~CHICKEN TUNA. FARMER JOHN'S 
HAM Ano BACON , HARRY ano DAVIDS FRUIT-OF-THE- 
MONTH , MOTHER'S COOKIES ano HEIDELBERG BEER. 
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Announcing: 


The Newsweek 
Continuing Study Of 


onsumer Buying Plans 


Conducted by the 
National Industrial Conference Board 


Based on data gathered and reported by Sindlinger & Company, Inc. 


Which major purchases are people planning 

to make in the six months ahead? 

r+) How do these plans compare with the plans 
j they had a month or two before? 

After six months, did people actually buy 

what they said they planned to buy? 

What do people think about specific subjects, such as new- 

model automobiles? 

What do people think about business conditions at any 

given time during the year? 

How does this compare with what people thought about 

business conditions a month or two before? 


HESE are some of the vital questions that The 
é i Newsweek Continuing Study of Consumer Buying 
Plans is designed to answer. Conducted by the National 
Industrial Conference Board under the financial sponsor- 
ship of Newsweek Magazine, this study is a continuing 
nationwide sampling of consumer attitudes and buying 
plans for the ensuing six-month period. 


Sindlinger & Company will interview more than 1000 
different households every week (and has been doing so 
for more than 30 weeks) . . . well over 60,000 different 
households each year. Dr. J. Stevens Stock, one of the 
country’s outstanding sampling statisticians, has re- 
viewed the sample for N.I.C.B. and found it to be in 
accord with accepted sampling practice. Survey results 
will be published periodically throughout the year in 
Newsweek. 


What Are People Thinking About Specific Sub- 
jects? Do people believe at the time of the interview 
that it is a “good time to buy”’ certain products? What 
specific products and services do they plan to invest in, 
in the six months ahead: e.g., automobiles; vacation- 
travel; refrigerators; washing machines; television; air 
conditioners; other major appliances; furniture or floor 
coverings; wearing apparel? The Survey will not only 
answer these questions, but it is set up so that questions 
can be changed and geared to the current situation. 
Questions can be inserted on new styles and new products. 


Note to Advertisers and Their Agencies 
All the data revealed by this Survey plus specific tabula- 
tions on request can be made available after publication to 
advertisers and advertising agencies. 
a | Newsweek welcomes inquiries 
| from Advertising Depart- 
ments, Research Departments 
and others interested in the 
methods and questions being 
used in this nationwide Study. 
For full information on the 
Study, write: Director of Re- 
search, Newsweek, 152 West 
Forty-second Street, New 
York 36, New York. 


Newsweek 


the magazine for communicative people. 
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What! 
$3 million 
per week 


for 


coffee? 


Drop in for 


ONE DOLLAR out of every $6.69 spent at retail in the entire 


World’s largest retail market that can be 
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It would require 527,970 pounds of coffee 
each morning to serve every person in 177 
FAMILY WEEKLY markets just ONE cup of 
coffee at breakfast—and who drinks just one cup? 


at the big FAMILY WEEKLY breakfast! 


While these figures may be an eye opener to its bigness, there is 
more than size to the unique flavor of the giant market saturated 
by FAMILY WEEKLY. 


It is a market of homes where people live closer to their jobs . . . to 
their friends. Where people are home for more meals, and where 
more entertaining is done in the home. They buy for home con- 
sumption, so they buy from their local retailer. 


Because FAMILY WEEKLY readers live within easy shopping dis- 
tance of the heart of the market, they buy more and more often. 
And brand preferences play a mighty big part in what and where 
they buy. Dealer influence is important, too. Of course, retailers 


read FAMILY WEEKLY, and are quick to stock and shelf products Fa Z22 Z Ly 


' advertised in the Sunday magazine they know is read by all their 


customers, because FAMILY WEEKLY is a big part of tha newspaper Wee ke ly 


that carries the local retailers’ advertising. 


Leonard S. Davidow, Publisher 
153 North Michigan Avenue, Chicago 1 


NEW YORK 22: 405 Park Avenue 
LOS ANGELES 5: Blanchard-Nichols, Assoc., 


| Yes, in FAMILY WEEKLY homes, including those of your dealers, 
. there is an intense loyalty and response to the local newspaper 
. and FAMILY WEEKLY. That is why practically everyone in 177 key 


buying centers responds to your advertising in FAMILY WEEKLY. 633 S. Westmoreland Avenue 
a ; ‘ SAN FRANCISCO 4: Blanchard-Nichols, Assoc., 
) Add to these unique characteristics the powerful impact in 33 Post Street 
| 4,457,794 homes of fine colorgravure, and you see why advertisers DETROIT 2: 3-223 General Motors Bldg. 
| are placing FAMILY WEEKLY high on their 1959 media lists. CLEVELAND 15: 604 Hanna Building 


MIAMI 32: J. Bernard Cashion, 
Chamber of Commerce Building 


More and more, today’s top advertisers are using Sunday magazines 
for full national coverage. Your FAMILY WEEKLY representative has ane 
data to show you how you get it better when you start with the | 


177 markets saturated by FAMILY WEEKLY. Call him in today. Week ! 


Ipano Sunpay Jounnar [Hil 


mU.S.is spent ina FAMILY WEEKLY market 


reached in such depth with a single medium 
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Satisfy Basic Needs of Consumers, 
Allen Advises Design Conference 


Beprorp Sprincs, Pa., Oct. 28— 
Industrial designers were urged 
last week to adapt themselves to a 
“customer-oriented economy.” 

The suggestion came from an 
advertising agency executive and 
a company marketing manager at 


said. “To follow this theory can be 
disastrous. 

“Are we going to permit the 
slums of tomorrow to be planned 
on the drawing boards of today? 
Are we as members of the great- 
est industrial society ever known 
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to leave as our only monument/|fession—the success of the Amer-{|underlying function. Motivational 


rusting junk heaps?” 

Mr. Hauserman conceded a 
need for energetic marketing and 
advertising but added: “I simply 
want to point out that if you sell 
the sizzle you had better have a 
steak under it or someone will 
bite your hand.” 


® In stipulating the need to take 
into account unconscious wants, | 
Mr. Allen cited what he called 
“that great paradox of your pro- 


jected the view that American 
automobile tastes are changing. 


He attributed the poor automotive | 


sales year to the recession and 
noted that the 1959 models “are 
bigger and finney+er than ever— 
and sales are way up.” 

Mr. Allen contended that the 
Detroit car has sold so well, de- 
spite “your practically unanimous 
criticism of its design,” because it 
“is admirably suited to its true 


the 14th annual conference of the 


ican automobile.” He firmly re-|research, plus observations of 


what sells best, have taught us 
that most people do not buy a car 
merely for transportation. They 
buy a car to demonstrate their so- 
cial status—to give the driver a 
feeling of mastery and power—to 
magnify their own personality.” 
The agency president also pro- 
posed that designers and advertis- 
ing agencies cooperate more fully 
in serving a client. He said it is 
important that both the designer 


American Society of Industrial |” 
Designers. 

At the same time, the meeting 
heard a Cleveland industrialist 
deliver a scathing attack on the 
concept of planned obsolescence. 

Robert E. Allen, president of 
Fuller & Smith & Ross, told the 
designers: 

“Nothing rings truer than the 
cash register. Obviously this 
doesn’t mean that sales figures 
are necessarily an indication of 
good esthetic design, but they 
are a positive indication of what 
appeals to the majority of the 
people. 

“To satisfy your responsibility 
to your client’s profit figure, you 
must satisfy the underlying wants 
and needs of the consumer, as 
well as his ostensible needs.” 


s Victor P. Buell, manager of the 
marketing division of the Hoover 
Co., told the designers they must 
recognize the problems facing in- 
dustry “in the transition from a 
production-oriented business to a 
consumer-oriented business.” 

Mr. Buell said one of the big- 
gest problems “is to bring the con- 
sumers’ wants to the drafting 
boards.” The designer can help, 
he said, by working closely with 
marketing and production people. 

“The success of industrial de- 
signers will depend,” he warned, 
“not only on their teehnical skills, 
but also on how well they under- 
stand and adjust to the corporate 
problems of their employers.” 

F. M. Hauserman, president of 
the E. F. Hauserman Co., Cleve- 
land manufacturer of movable in- 
terior walls, told the designers 
that planned obsolescence does 
not lead to full production and 
prosperity. 

“Advocates of planned obsoles- 
cence operate on the theory that 
designing a product that will 
wear out or go out of style quickly 
will create a constant market,” he 


AN INVALUABLE 
DESK AID 


This spiral-bound 12 page, 
card stock, 9% x 12% Execu- 
tive Calendar has room for 
notations and shows appoint- 
ments and deadlines a-month- 
in-advance, at-a-glance with 
calendars for the two past and 
the next four months on each 
page to aid in planning. 


This is a limited edition— 
never sold—presented annu- 
ally to our business friends. 
While the supply lasts, we 
will send you one with our 
compliments if you have a 
mailing list of over 15,000 
names and if you will request 
the calendar on your business 
letterhead. 


There is no obligation. No 
one will call. As long-estab- 
lished, highly-regarded mail- 
ing list brokers, we would like 
to send you a brochure de- 
scribing how you can derive 
extra income from renting 
(not selling) your mailing list 
to important national maga- 
zines, book and record clubs, 
financial services and diver- 
sified mail order accounts— 
which meet with your ap- 
proval. 


LEWIS KLEID COMPANY 
25 West 45th St., N. Y. 36, N.Y. 


Sel! like '60 in 19591 


Nop SF hb t= \ pid- 4) ig ok 


z= a 


give facts you need to know 


reach the buyer 


reach him through the 
magazine he prefers 


Chart 


sell to the 
whole market 


Practical Builder reaches more buyers 
than any other magazine in its field. 


Buyers, not influences, are what you 
need for sales in 1959! This personal 
interview study by John T. Fosdick 
Associates, New York, proves that 
it is the builder who buys, and that 
the so-called influences have little 
or no influence. 


When you reach more builders—you 
reach more buyers .. . and you do 
that in Practical Builder! 


In inenew roe aires Hygy Lys 
the building products ond materiale wal 
who influences 


Cnn 2 


esteer? techect? Saves 1 ae ta, Fh WH RC? 


Practical Builder is read and preferred 
by more big builders, average builders 
and small builders—in more big, aver- 
age and small cities—than any other 
magazine in the field! 


No matter what you want to seii the 
builder, or which type of builder you 
want to sell, you can sell him best 
through the magazine he likes the 
best, reads the most—whatever his 
size, wherever his location. This 
Fosdick mail and interview study 
proves his preference. 


Ho 9 you 
reac 


builders? 


«Which magazines do builders regd? 
prefet , 
* Which magazines do builders Prete? 


Sees Se parece ie ——— 
PRACTICAL BUILDER 


PROVIDES HONES: 


LEADERSHIP | 


Practical Builder covers the entire 
light construction market—and 
serves it best. 


This monumental census of “who 
builds what and where” in the en- 
tire Chicago Metropolitan Area 
demonstrates the multiple activities 
—residential, non-residential and 
modernizing—in which builders en- 
gage. No advertising and selling ef- 
fort is complete unless it reaches all 
of these market segments. Through 
Practical Builder, you can sell the 
builders who will use your products 
in all types of light construction. 
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early stages of work. He said his 
agency urges clients to hire de- 
signers early when a new product 
is under consideration and “in 
turn,” he added, “I urge you to 
tell your clients to call in their 
advertising agency early when 
you are creating new products.” 


= Mr. Allen reported that he is 
“sorry to say that our clients have 
not always taken our advice, 
sometimes to their ultimate re- 


and the agency be called in at the | 
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gret.” As a case in point, he pre- 
sented the following report from 
an account executive who former- 
ly handled a sewing machine cli- 
lent (Editor’s note: Presumably 
White sewing machine). 

“During the War it seemed aw-| 


going to improve the sewing ma- 
chine after 150 years. So we fi- 
nally got grudging approval to 
contact some of the leading de- 
signers. As I recall, we received 
most interested replies 


fully apparent that someone was) 


from 


Teague and Dreyfuss. 
Loewy didn’t bother to write. He 


day. 


|" “Prior to this, and after a great 
deal of needling, the client had 
taken me into a locked room and 
shown me their proposed postwar 
design. It had been hewed out of 
a solid hunk of steel by expert 
machinists who had seen the pre- 
war models of Singer. 

“At that point, I put the ac- 


Raymond | 


appeared in the office the next! 


count on the block and, after con- 
| siderable fireworks, got the ap- 
proval mentioned before. 

“The result was that, instead of 
going to a leading designer, some 
unknown, but inexpensive, con- 
sultants were hired. 

“It’s easy to speculate, but 
maybe, just maybe, the sewing 
machine business in this country 
would still be alive, that is, if it 
had given good industrial design- 
ers a chance 15 years ago to beat 
|the Swiss, German, Italians and 


i ee ee ee 


‘sll 


sell to more buyers 
at lowest cost 


sell in the magazine 
more builders follow 


more sales to builders 


that’s 
why. a6 


Practical Builder 
can help you sell 


Practical Builder delivers the largest 
builder circulation at lowest cost. 


This analysis of the latest ABC 
Publishers’ Statements for each of 
the leading magazines in the field 
shows Practical Builder superior in 
every area—more prime builders, 
more sub-contractors, more buying 
power, less ‘‘fringe”’ circulation, 
less cost ‘‘per thousand," “per 
page,” “per buyer!’ Your advertis- 
ing dollar goes much farther, 
sells better! 


right service. 


provides the building industry. Th 


ufacturers all over the nation. It 


struction in 1958 and 1959. 


FOR ANY OR ALL OF THESE MARKET STUDIES WRITE: 


Practical Builder 


The only magazine edited exclusively for builders « 5 South Wabash Avenue, Chicago 3, Illinois 
Offices in New York, Cleveland, Miami, San Francisco, Portland, Los Angeles 


Practical Builder provides the indus- 
try with honest leadership and forth- 


Its newest industry-wide campaign, 
“Smart people build (or buy) BE- 
FORE a boom!” is atypical example 
of the real help that Practical Builder 


campaign is stimulating more busi- 
ness for builders, dealers and man- 


credited with getting an additional 
100,000 to 200,000 houses into con- 


~ 


effectively 


this booklet, titled, 
is 
will help anyone responsible 


is Be sure to see it! 


more builders more 


Thousands of additional copies of 
“How Do You 
SELL a Builder?” have been requested 
by advertisers and agency men who 
have read it. It is a short course that 


selling or advertising to the builder. 


for 


920 WASHINGTON © ST. 


WARWICK TYPOGRAPHERS 


italic TYPOGRAPHERS 
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now the Japanese to the punch.” 

New ASID officers for the 
1958-59 term are: 

Donald L. McFarland, manager 
of industrial design for the house- 
wares and radio receiver division 
of General Electric, president; 
Richard S. Lathan, partner of 
Lathan, Tyler & Jensen, Chicago, 
exec vp; William C. Renwick, 
William Renwick & Co. New 
York, secretary, and Kenneth Van 
Dyck, Van Dyck Associates, West- 
port, Conn. # 


McCann Names Brichta, Lee 

McCann-Erickson, Chicago, has 
appointed Cherie Lee, formerly 
on the creative staff of Earle Lud- 
gin & Co., to its creative staff. 
McCann-Erickson also has named 
Ira Brichta, Chicago regional di- 
rector of Sales Communications, its 
merchandising and sales promotion 
subsidiary. Mr. Brichta formerly 
was general merchandising man- 
ager of Philco Corp. 


‘Good House’ Promotes Seal 


Good Housekeeping has launched 
a campaign based on a new 
study by Crossley S-D Surveys of 
the magazine’s guaranty seal. Re- 
sults show that the seal influences 
the buying decisions of 40,930,000 
homemakers and has more influ- 
ence on consumer purchases than 
any other endorsement, including 
the meat stamp of the U.S. Depart- 
ment of Agriculture. 


Ayer Appoints Davis 

Howard L. Davis has been 
named head of the information 
services program of N. W. Ayer & 
Son. He succeeds Richard Powell, 
Ayer vp and author of the novel, 
“The Philadelphian,” who is leav- 
ing for Florida to devote more 
time to his writing. Before join- 
ing Ayer’s copy staff, Mr. Davis 
directed Dave Garroway’s “Today” 
show for 18 months. 


Warwick TYPOGRAPHERS 
tours 1, MO. 
Serving Clients in 43 States 


Outstanding 
out-of-town 
service 


Warwick TYPOGRAPHERS 
920 WASHINGTON * ST. LOUIS 1, MO, 
Serving Clients in 43 States 


920 WASHINGTON ¢ ST. LOUIS 1, MO. 


Serving Clients in 43 Stotes 
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9720 WASHINGTON © ST LOUIS 1, MO 


Serving Clients in 43 States 
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In good times or bad 
.. + food 

always 

comes first ! 


This year, despite sharp cuts in spending for most consumer products, food store sales 


are 8-10% higher than ever before. Food advertising is soaring too . . . over $1% 

~ billion annually, with all major media getting a sizable share. Make certain you're 
swimming with the tide; concentrate your promotion on America’s biggest, most 
rewarding, most stable advertising market. And, for the most positive results, use 
Food Field Reporter . . . the one great publication that delivers mile-deep executive 
penetration, both at headquarters and field sales levels, in 95% of the industry's 
advertising firms. 


The marketing newspaper for food and grocery manufacturers 
FOOD FIELD REPORTER :- 708 Third Avenue, New York, N. Y. 


‘Compton Names 3 on Coast; 
Adds Chun-Wong Account 

Compton Advertising has ap- 
pointed Edward R. Bosley a copy 
supervisor in its San Francisco of- 
_ fice and Don Lea an account super- 
|visor in the Los Angeles office. 
|Mr. Bosley formerly was a crea- 
'tive director of Lennen & Newell, 
'San Francisco. Mr. Lea was with 
| Charles Bowes Advertising. Comp- 
ton also has named W. Tim Kilduff 
|to its Portland staff. Mr. Kilduff 
| previously was an account execu- 
itive on the Jantzen account at 
| Botsford, Constantine & Gardner. 

Chun-Wong, Los Angeles pro- 
| ducer of frozen Chinese foods, has 
appointed Compton’s Los Angeles 
office to handle its advertising. 
Mott] & Siteman is the previous 
agency. 


Feyling-Wright Changes Name 

Feyling-Wright Advertising Art 
Service, San _ Francisco, has 
changed its name to Jack Wright 
Ads. 
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Advertising Age, November 3, 1958 


Sales People Admit 
They Block Sales, 
Phoenix Study Finds 


PHOENIX, Oct. 28—Store sales 
people themselves say that they are 
a big factor in why people don’t 
buy, according to a study released 
by the Phoenix Republic & Gazette. 

The study sought to find out the 
methods and ways by which sales 
are closed, postponed or lost, after 
advertising has brought the pros- 
pective customer into the store. 

The study was conducted among 
both store sales personnel and con- 
sumers in the Phoenix trading area. 

Groups of key sales personne] in 
16 different kinds of retail opera- 
tions were used in the study. 

Most of the groups were unani- 
mous in saying that the sales per- 
son’s abilities, know-how and per- 
sonality motivate the consumer to 
buy, according to the report. By 
the same token, most of these 
groups singled out the sales per- 
son as the cause of consumers’ not 
buying. 


® The undesirable traits in sales 
people which the groups said stop 
consumers from buying are: High 
pressure tactics, insufficient at- 
tention to prospect, personality 
conflicts, wrong sales pitch, too 
much talk, distasteful dress and 
general appearance and lack of 
product information. 

The consumers polled said quali- 
ty of goods is the leading factor in 
their buying, and the influence of 
the sales person is the second im- 
portant factor, the report says. 

Among reasons for not buying, 
these consumers put unsatisfactory 
goods as the leading reason, false 
and misleading advertising as the 
second reason and no salesman’s 
attention as the third influential 
factor. 

The study was conducted for the 
sales and market analysis division 
of the display advertising depart- 
ment of the newspaper by the bu- 
reau of business services of the 
Arizona State College, Tempe. + 


Robert Luckie Names Three, 

Adds McGough Bakeries 
Barbara Mullins has rejoined 

Robert Luckie & Co., Birmingham, 


|Ala., as copy chief. Miss Mullins 
| was with the agency in 1954-55 and 
|spent the intervening years with 


Batten, Barton, Durstine & Osborn, 
Foote, Cone & Belding, and Ogilvy, 
Benson & Mather, all in New York. 
At the same time, Paul B. Wynett, 
formerly assistant art director of 
Mead-Atlanta Paper Co., joined the 
agency as assistant art director, 
and D. J. Brasfield, formerly ad 


‘|manager of a department store 


chain in Miami, was appointed 
production and traffic manager. 

Luckie also has been named to 
handle advertising for McGough 
Bakeries, franchised baker of Hol- 
sum bread. W. E. Long Co., Chi- 
cago, formerly handled the ac- 
count. 


MacDonald-Cook Adds Sun 
Valley: Names Easley 

Sun Valley Industries  Inc., 
Burbank, Cal., manufacturer of 
aluminum sliding doors and jal- 
ousies, has appointed MacDonald- 
Cook Co., Chicago, to handle its ad- 
vertising, effective Nov. 1. The 
Mayers Co., Los Angeles, is the 
previous agency. The account bills 
about $100,000. 

MacDonald-Cook has named Ed 
Easley, formerly with Campbell- 
Ewald Co., a copywriter. He will 
serve as copy liaison between the 
agency’s South Bend and Chicago 
offices. 


d-Con Names Walter Camas 
Walter C. Camas, formerly with 
Economics Laboratory, has joined 
d-Con Co., New York, as adver- 
tising and sales promotion man- 


ager. 
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How did 


Sweeney 
corner the 
Buying’ 


Committee’? 


McGraw-Hill Magazine of Metalworking Production 


- —_" a Ds 


330 West 42nd Street, New York 36 


Bill Sweeney sells strip steel (but it could be milling 
machines or roller bearings) to industry. Been selling 
it for years. Good salesman, very successful. But (says 
Sweeney) things have never been so tough. 


Not that Sweeney’s accounts aren’t buying — and buy- 
ing plenty. Not that he isn’t getting his price and mak- 
ing a profit. It’s just that things have changed. 


Time was when Sweeney called on a plant — saw one 
man, maybe two. Because Sweeney was good, sold a 
quality product at a fair price, he usually got the order. 
Simple as that. 


In 1958, that isn’t enough. Now, the way Bill sees it, 
it’s a “crowd decision”. And this is making it tough. 
Not enough hours in a business day. 


Today, to make a sale, Sweeney has to see quite a list 
of people. In a typical plant this might include: (1) 
manufacturing vice president, (2) methods engineer, 
(3) chief tool engineer, (4) specifications engineer, 
(5) general foreman, (6) production manager. In 
many places, this small crowd has taken to meeting 
as a “buying committee’. And they frequently meet 
behind closed doors. 


This kind of situation poses problems for all the 
Sweeneys who sell equipment, accessories, materials, 
supplies and services to Metalworking. 


But it’s a problem with a surprisingly simple answer. 


Unable to get their men to all buying influences — 
either individually or collectively, Sweeney’s firm 
turned to advertising. Because specification /applica- 
tion advertising is the most efficient way to pre-sell 
Metalworking production management. 


Each of the men shown in our hypothetical Buying 
Committee can be reached directly through the adver- 
tising pages of American Machinist. All are members 
of the production “team” in a typical Metalworking 
plant. These are the men who read and value American 
Machinist*. And this is how Sweeney is making sales. 


*which explains why more of them subscribe 
to it than any other Metalworking publication 


American Ki) 
Machinist @ 
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IT PAYS 
TO CALL IN A 
BUSINESS SUIT 
WHEN YOU CALL ON 
A BUSINESSMAN 
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Your message to management can get lost in the diverting atmos- 
phere of “relaxation” media. Dress your advertising in a business 
suit when you want to sell a management man! Best-tailored: 
Business Week. You can’t escape that conclusion when you ex- 
amine the “25-Company Study” of the reading habits of 28,679 
customers of 25 major companies, just published. Shows Business 
Week best-read among management men, at lowest cost, of any 
publication in its field. Ask for a copy! A McGraw-Hill Magazine. 
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For the last six years and during the first nine months 
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Fear Losses... 


Repeal of Tax on 
U.S. Magazines 
Hurting Canada? 


AA Learns Exclusively 
That Canadian Publishers 
Seek Government Action 


TORONTO, Oct. 29—Most agency 
and magazine men in Canada be- 
lieve there’s nothing deader than 
the 20% tax on gross ad revenues 
of special Canadian editions of 
U.S. magazines, which was re- 
pealed last June. 

But ADVERTISING AGE has learned 
that a group of Canadian pub- 
lishers—number unknown—has 
been pressing Prime Minister John 
Diefenbaker and his Conservative 
government for a review of the 
- tax situation and for “some ap- 
propriate action.” 

This group has presented to Mr. 
Diefenbaker “the facts on Cana- 
dian magazines before, during and 
after the tax upon the advertising 
content of Canadian editions of 
foreign magazines.” 


® The presentation declared that 
the repealed tax would not have 
met with nearly so much opposi- 
tion if it had “been calculated on 
any basis other than that of ad- 
vertising revenue.” 

The climate was wrong for such 
a tax, according to this report. “At 
the time the magazine tax was 


Top Canadian 


Agencies 


Combined Radio-TV 
Spot Billings 
1. Cockfield, Brown & Co. 
2. Maclaren Advertising 
3. J. Walter Thompson Co. 
4. Young & Rubicam 
5. Spitzer & Mills 
6. McCann-Erickson 
7. McKim Advertising 
8. Foster Advertising 
9. James Lovick & Co. 
10. F. H. Hayhurst Co. 


Source: All-Canada Radio & Television. 


introduced, the city of Baltimore 
had just announced the imposition 
of a special tax on advertising. 
Advertisers, advertising agencies 
and newspaper publishers were 
thus particularly sensitive to any- 
thing that bore the slightest ap- 
pearance of a trend toward a sim- 
ilar action in Canada.” 

It added that “almost unani- 
mous opposition to the tax by the 
biggest Canadian daily newspa- 
pers” stemmed partly from their 
fears that their syndicated fea- 
tures, which come from the U.S., 
and some of their special sections, 
which are printed in the US., 
might eventually be liable to such 
a tax. 


® According to the report to Mr. 
Diefenbaker, “the growing aggres- 
sion of foreign magazines” is re- 
sulting in “cultural, employment 
and financial losses to Canadians.” 
It added: 

“Unless something is done im- 
mediately, our national press will 
die. Canadians will read only for- 
eign magazines and Canadian 
manufacturers will have no Ca- 
nadian means of advertising to 
Canadians from coast to coast.” 

Prior to the introduction of the 
magazine tax by the Liberal gov- 


Leading Canadian Agencies 
in Spot Placement 


Aug. 1, 1957, to July 31, 1958 


Profit Squeeze Pinches 
Canadian Agencies 


(Continued from Page 1) | “the profit picture of agencies not 
with the formation of many new/so good as it once was, there is a 
households, will see the start of | possible trend to the establishment 
a fantastic increase in the ~pro-|of a system of fees.” He said that 
sale of consumer'| services provided advertisers “are 

| worth more than we can get from 

| the 15%.” 
According to Mr. Rechnitzer, 
z ,, advertisers would rather pay for 
problems. “Our basic problem,”| the additional services than skip 
said one agency executive, “is that| them, “Without a cost accounting 
we provide services as varied aS) .vctem you can’t intelligently talk 
those offered in the U.S. but our |, clients on this subject; with one, 
clients generally agree with the 


WN kK +h d 
f 


s in par rank in 
(*) Denotes not in top 15 agencies last 
Source: All-Canada Radio & Television 


RADIO TELEVISION duction and 
goods.” 

1. Cockfield, Brown & Co. (2) 1. Young & Rubicam (10) 
2. Maclaren Advertising (1) 2. Spitzer & Mills (1) # Meantime, Canadian agencies 
3. McCann-Erickson (3) 3. J. Walter Thompson Co. (3) are confronted with a number of 
4. J. Walter Thompson Co. (5) 4. Cockfield, Brown (4) 
5. McKim Advertising (*) 5. McKim Advertising (12) 
6. F. H. Hayhurst Co. (8) 6. James Lovick & Co. (5) 
7. Young & Rubicam (13) 7. A. J. Denne & Co. (9) 
8. Foster Advertising (7) 8. Foster Advertising (8) volume of revenue is low because, | 
9. Foote, Cone & Belding (12) 9. Maclaren Advertising (2) basically, our rates are low. Where 
10. Spitzer & Mills (6) 10. F. H. Hayhurst Co. (7) Maclean’s gets $3,680 a page (for 


575,000 net paid), Life gets $26,275 
(for 6,000,000). This is the real 
basic difference: appropriations 
are comparatively low and serv- 
lices are comparatively high, and 
the agency is caught in a squeeze.” 


year of August, 1956, to July, 1957. 
year. 


ernment 22 months ago, the re-| 
port continued, “the department of | 
finance made exhaustive inquiries. | 
The publishing industry did not) 


(Continued on Page 65) 


All Media Show Gains... 


The advertising director of a 
leading Canadian advertiser pre- 


Canadian Ad Expenditures Rise 
in 1957; Print Up 8%, Broadcast 15% 


1958 Newspaper Linage 
Down, Revenue Up; TV 
Moves Ahead of Radio 


Toronto, Oct. 30—Print ad- 
vertising expenditures in Canada 
in 1957 were about 8% above 
their 1956 level, while broadcast 
expenditures were ahead by per- 
haps 15%. 

An estimated net of $260,046,- 
325 went into newspapers, maga- 
zines, business and farm publica- 
tions, directories, almanacs and 
other periodicals last year. The 
net in 1956 was estimated at 
$240,400,000. 

Radio and television, which re- 
ported an estimated $103,500,000 
in 1956, wound up 1957 with an 
estimated total of $120,000,000. 
Television moved ahead of radio 
in advertising investments for the 
first time last year, with a total of 
$63,000,000 as compared with 
$57,000,000 for radio. 


= Newspapers (daily, weekend! 
and less frequently issued publi-| 
cations)—perennial leader of Ca-| 


nadian media—set the 1957 pace | 
with a net of $194,000,000 in ad| 


a total of $180,000,000 in 1956. 


dicted that agencies will have to 
offer an even wider variety of 
services to their clients in the next 
few years. “This will put more 
pressure on the 15% media com- 
mission and may well lead to a 
15%-plus-fee operation,” he said. 


’ : : ; This member of the Assn. of 
Business papers weighed in with 


a net figure of $23,045,625 last 
year, up from the $20,485,000 they 
netted the year before. General 
magazines moved ahead from 
$17,598,000 in 1956 to $18,090,700 
last year. TISING AcE in its annual billings 

Canada’s 113 advertising agen-|issue last February as leading all 
cies reported a total of $226,083,- Canadian agencies with $27,400,- 
949 in billings last year. Of this) 000, actually billed $26,500,000 last 
amount, $22,025,288 was commis-| year, it is now learned. This was 
sionable billings invested in me- | described as a decline of about 
dia. Publications of all kinds got | $1,400,000 from its 1956 figure. 
51.6% of this total; television got|Cockfield expects its 1958 billings 
18.3%; and radio got 10%. | to amount to about $24,700,000 be- 
(Slightly more than 15% of the! cause of the loss of some Ford Mo- 
remaining 20% went into produc-|tor and federal government busi- 


Who Bills Most in Canada: 

Cocktield or MacLaren? 
Toronto, Oct. 30—Cockfield, 

Brown & Co., reported by ADVER- 


tion.) 


The percentages indicate that | 


all publications got $114,500,000 
of the money invested by agencies 
for their clients; television re- 
ceived $40,600,000 and radio at- 


tracted $22,200,000. The remain-| 


ing $44,600,000 went into produc- 
tion, “other visual” and miscella- 
neous media. 


| ness. 

| MacLaren Advertising, which 
reported billings of $25,800,000 for 

| 1957, expects 1958 to be “as good 

|a year as 1957,” according to Einar 

Rechnitzer, president. + 

| 


Canadian Advertisers offered the 
opinion that a 15%-plus-fee ar- 
rangement will be okay with ad- 


Newspapers 


| agency viewpoint.” 


|'# Cost pressures on agencies are 
|evident in a Dominion Bureau of 
|Statistics report covering 1957 
| which declared: 

| “With total billings 10.5% high- 
ler than 1956, advertising agency 
|net revenue before income taxes 
|showed a decrease of 20.5% to 
| $2,594,206 from $3,264,250, and 
|represented only 7.3% (10.1% in 
| 1956) of total gross revenue. The 
|latter percentage was the small- 
/est registered since 1947, the first 
year for which this information 
was collected. 

“Of the 113 firms reporting, 31 
firms with total billings of $25,- 
858,184 showed a loss for the year 
which averaged $17,541 as com- 
pared with an average loss of $20,- 
872 and total billings of $12,920,- 
763 reported by 20 firms in 1956. 

“The average net profit of the 
other 82 firms, reporting total bill- 
ings of $200,225,765, was calcu- 
lated at $38,268 as compared with 
an average net profit of $40,908 
and total billings of $191,659,759 
reported by 90 firms in the pre- 
vious year.” 


s The billings and revenue pic- 
ture for Canadian agencies in the 
last three years has looked like 
this: in 1955, billings amounted to 
$177,240,355 while gross revenue 
was $27,689,654 and the net before 
taxes came to $2,771,951. Every- 
thing boomed in 1956, with the 
result that billings went to $204,- 
580,522, the gross jumped to $32,- 
| 203,754 and the net zoomed to $3,- 
| 264,250. But while billings ad- 


vertisers generally, “provided their| vanced to $226,083,949 last year 


agencies show them their cost ac- 
counting.” 


Daily newspapers, which gath- 


ls Einar Rechnitzer, head of Mac- 


‘and the agencies grossed $35,757,- 
| 762, the net shrank to $2,594,206. | 
| (There were 104 agencies meas- 
ured in 1955; 110 in 1956, and 113 


: ered $43,527,191 in national ad- Laren Advertising and a big figure | last year.) 
revenues. This figure was up from |vertising revenue in 1956, ad- | in the Canadian Assn. of Adver- 


(Continued on Page 74) 


| tising Agencies, said that with 


In the same period (1955-57), 
|agency employes increased from 


How Net Advertising Revenue of Canadian Periodicals Has Grown 


Religious, 
Newspapers, School, 
Daily, Weekend Business Papers: Fraternal, 
Weekly, Bi- Magazines of Trade, Technical, Farm Telephone Juvenile, 
Weekly and General Scientific and Publi- and City Almanacs, 
Tri-weekly Circulation Financial cations Directories and others Total 
1946* $ 49,078,622 $ 5,324,990 $ 7,266,127 $ 3,200,250 $ 4,615,000 $ 514,011 $ 70,000,000 
1950 93,533,818 9,109,966 10,353,473 5,336,362 7,937,976 1,219,788 127,491,383 
1954 144,202,433 14,339,544 16 614,387 4,910,603 12,152,261 2,402,847 194,621,715 
1955 157,584,544 15,740,646 18,134,492 4,706,426 13,750,252 2,557,727 212,474,087 
1956* 180,000,000 17,598,000 20,485,000 5,200,000 15,000,000 2,600,000 240,400,000 
1957* 194,220,000 18,090,000 23,045,625 5,500,000 16,500,000 2,700,000 260,046,325 


wW 


* Estimates, Maclean-Hunter Research Department. 


Association of Canada. 


Source: D. B. S. Printing Trades B 


me 


i 


N.B. The above tables may differ from D.B.S. reports because some publications were incorrectly classified. For the purposes of this analysis: 
Newspapers mean “general consumer” type. Magazines include associated annuals. Business Papers include tabloids and associated annuals or special editions. 
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j agency employes increased from 
| 3,416 to 3,790 and then to 4,042. 


|In 1955, employes were paid $17,- 
306,034 (out of a gross of $27,689,- 
654); they received $19,757,887 


MARKETING (out of a gross of $32,203,754) in 


1656; and last year they were paid 


IN CANADA? ye a 63.2% of the gross 


= In a cautiously optimistic econ- 


Fourteen of our clients are major omy, where advertisers are still 

ited : : : |looking over their shoulders at 
Unit States organizations doing that slowly receding low point in 
business in both the English- and the road, it appears that they will 


ad kin anadi ma give the 15% setup a careful scru- 
French _ 8 Cc dian rkets. tiny to assure a fair return on their 


dvertisi dollars. But 
FPALI L- Ld ri & LARI iad aaventions van ined howe 
to feel that a fee system is more 


ADVE FT i iy 7 Pe G appropriate than one based on the 


media discount. “No one will sug- 


a 2. oe. eo ee gest a change,” commented one 

ss A advertiser, “without going into a 

380 Victoria St. Shell Tower Bidg. study of incentives for his agency; 
Toronto Montreal it will be an individual thing, not 


an industry-wide approach.” 


MEMBER CANADIAN ASSOCIATION OF ADVERTISING AGENCIES The squeeze on agency net— 


which averages a little below 1% 
after taxes, according to the 


IT TAKES 

HE TELEGRAM 
TO SELL 

TORONTO 


the 8th largest market in the USA and Canada* 


BECAUSE...1 OUT OF 2' PEOPLE IN TORONTO 
READ THE TELEGRAM 


HERE’S WHY TORONTO IS CANADA’S RICHEST MARKET 


Total Retail Sales $1,876,457,000 
Food Sales 379,390,000 
Automotive Sales 263,639,000 
General Merchandise 311,708,000 
Furnishings & Household App. 79,171,000 
Drug Sales 59,373,000 
‘THE ‘TELEGRAM 
DAILY— WEEKEND Toronto 1, Canada 
Lorne Main O'Mara & Ormsbee D. A. Goodall Ltd. 
Dominion Sq. Bidg. 342 Madison Ave. 11A Curzon St., Park Lane, 
Montreal, Quebec New York London W.1, England 


*Copr. 1958, Sales Management Survey of 
Buying Power; further reproduction not licensed. tNewspaper Readers 


anes Sea a 7 aaa i oo ei ST ee 


Advertising Age, November 3, 1958 


|CAAA—means Canadian agencies 
will become more competitive 
| with each other than ever before. 
“They'll get bigger and stronger— 
or they’ll go under,” was the way 
J. G. Rowland of James Lovick & 
Co. put it. 


@ There are differing viewpoints 
on how the drab profit picture 
will affect the movement of US. 
agencies into Canada. Some knowl- 
edgeable Canadians are inclined 
to the view that the feared “in- 
vasion” of Yankee branch offices 
has passed its peak and that costs 
and lean profits are providing food 
for long second thoughis. F. W. 
Gross of Cockfield, Brown, Mon- 
treal, along with Mr. Rowland, 
thinks more U.S. agencies will 
open in Canada. But Mr. Gross 
said he “can’t take it too seriously; 
after the first enthusiastic six 
months they sink back to the sta- 
tus of an ordinary satellite agen- 
cy.” 

Also enmeshed with agency 
profits is a growing demand for 
more creativity in advertising. One 
criticism of the current Canadian 
agency output is that it has “a 
facelessness and a sameness.” This 
critic—from the ranks of adver- 
tisers—added that there is “too 
much emphasis on the mechanics 
and techniques of advertising; too 
much talk about the marketing 
concept and the organizational 
structure of advertising.” 

This is echoed by some agency 
men themselves. Elton Johnson, 
in a speech before the Assn. of 
Canadian Advertisers last May, 
said there was a greater need 
than ever for the creative ap- 
proach. “Never has there been 
such a volume of advertising in 
every medium; never has there 
been such competition for the read- 
er’s or the viewer’s interest because 
most advertising, and most edi- 
torial content, is on a higher level 
than a few years ago. This greater 
volume of better advertising ... 
provides the biggest challenge to 
all of us in advertising, a challenge 
| to make people take a genuine in- 
‘terest in the advertisements we 
plan and produce. For that is the 
‘one true highway to increased 
sales.” 


|@ Creative staffs of Canadian 
|agencies are being paid better all 
the time, to hear management 
representatives tell it. Unemploy- 
ment in the agency field is prac- 
tically non-existent. And there is 
|only a small pool of talent from 
which to draw. A number of 
agencies have turned to training 
| programs, but these supply an in- 
| sufficient number of creative peo- 
ple. The result is personnel switch- 
|ing from agency to agency. And 
as an agency becomes better 
known, the greater is its pull on 
available talent. All this leaves the 
medium and small-size agencies 
on the short end. 

Still another problem in Can- 
ada, where budgets are much 
smaller than in the U.S., is the 
inability of many agencies to build 
volume without a long list of cli- 
ents. Lovick has something like 
480 clients on its roster; Cockfield, 
|Brown has 249. This situation as- 
/suredly makes for a_ broader 
agency experience, but adequately 
servicing so many accounts can 
be nerve-wracking. 


= One of the least expected de- 
velopments of the agency year was 
the move made last spring by 
Walsh Advertising to sue the Ca- 
nadian government and the Bank 
of Canada for more than $160,000 
over an account switch. 

The suit, filed in April in Ex- 
|chequer court in Ottawa, has not 
|yet been given a trial date, but 
there is widespread speculation 
about Walsh’s practically unprec- 
edented action. Walsh (and two 
Montreal agencies) lost the Bank 
of Canada account to McKim Ad- 
vertising and J. E. Huot Ltee. in 
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a local character in EACH community 


This can be done by the use of what is known to the trade as a “hooker.” A hooker is where a local dealer’s name 
and address are voluntarily appended by him to a manufacturer's advertisement. 


The retailer's signature corrects two frequent and serious faults of much present day manufacturers’ advertising. 
These are: the reader’s uncertainty as to “WHERE” he can buy the product, and “OUT OF STOCK” SITUATIONS 
which prevail all too often when the reader goes to buy. Retailers are not likely to spend their own money to tie 


up to a manufacturer’s advertisement unless they have stock. 


TABLE OF TYPICAL RESULTS 


The following table shows 77 different CLASSIFICATIONS of merchandise ranging from A to Z . . . where newspaper 


Unchallenged! 


Newspapers have long argued that manufacturers’ advertising should take on 


THIS ISA 


6 HOOKER“, 


advertising has “rung the cash register” for the MANUFACTURER at the retail level in the same convincing manner in which ®e a gt 
newspaper advertising rings the cash register daily for retailers from coast to coast. This is CO-OPERATIVE advertising at its best. 
Ratio of Seles Agency who 
Cost of Hooker Retailer's to Cost and Cost of Hooker Retailer's 
Classification Product to Retailer Soles ("Odds") Placed eccount City Classification Product to Retailer Seles 
A Air Transportation... ..... BOAC $ 4.60 $ 1,766.00 $ 384/1 Pemberton, Freemon,| Regina M Metreeete.. «sss. si 18.00 1,485.00 
Bennett & Milne 
Ammunition............. cit 3.90 100.00 26/1 Cockfield Brown Belleville 
Automobile Insurance....| Allstate 8.40 250.00 30/1 | Leo Burnett Company | Kitchener 0 pt senceshebenh gy Ba — 
Air Conditioners......... RCA Whirlpool 3.77 379.50 100/1 | Kenyon & Eckhardt eee ae , 
Appliances (small)....... . Morphy Richards 4.40 1,500.00 m/l McConnell Eastman St. Thomas 
Avtometive............« Chevrolet Products| 22.40 60,000.00 2679/1 | Mactoren Advertising| Pt. Arthur P + sien coraseessoes Sylvoply oo aed 
B II iss os csiicsia’ ccm 2.31 950.00 409/1 | Thompson-Petersen | Galt Power Tools............ Black & Decker 2.00 400.00 
Brassieres.............. Wonder Bra 2.10 115.00 55/1 | Vickers & Benson Peterbore POMS. .orceveserececees CAL 6.30 200.00 
Ds ccccisscscsss Willard 71.60 1,716.00 79/1 | Meldrum & Fewsmith| Moncton Pens (ballpoint).......... Waterman 3.40 551.60 
Brake Linings........... Raybestos 3.38 150.00 44/1 | James Lovick & Co. | London I Bicicskiccrespsee Silknit 4.20 160.00 
Bulbs (Flowers).......... Holland Bulbs 8.13 250.00 30/1 | James Lovick & Co. | Windsor Phonograph Records... . Decca 1.00 320.00 
Pek vavsvesseess tt Peek Frean 1.9% 96.00 4a/l A. J. Denne & Co. Cornwall 
R Rebuilt Engines.......... Ford 41.58 4420.00 
C Coal Furmaces........... Clare 2.40 1,285.00 535/1 Walsh Advertising Brockville PRES eae johns-Manvill 144 530.00 
CINE s vedas ceccenad Voightlander 12.00 12,010.00 1000/1 Tandy Advertising Monireal Record Players........+. RCA Victor 2.40 720.00 
Cameras (Movies)....... . Zeiss 2.30 128.00 55/1 McConnell, Eastman | Homilton ntteniiid oo Frigidei 238 1,526.00 
ell. ss cic ccssoes Smiles 'n' Chuckles: 148 50.00 us Ferres Advertising Port Arthur PING EE Govteed 140 638.00 
Construction Sets........ Meccano 1% 162.00 83/1 J. J. Gibbons Regina 
ast pendsscacestued Phoenix 3.08 552.00 ve/l Stockton, West, Winnipeg 5 ae cane Forsyth Ne Iron 246 90.00 
Borkhert tec. Sewing Machines........ Necchi 2.40 577.00 
Children’s Coats......... Little Nugget 3.08 287.40 93/1 | Muter, Culiner Victoria heii cose iio ase 737.46 
Frankforter & Gould fads cise Ritchie 2.00 975.00 
D des ik Modernfold 3.50 1,700.00 4386/1 | Cockfield Brown Serale Sweaters, .........0000+ Ayrloom Lansea 2.30 137.00 
OS ee Inglis 2.94 1,245.00 4723/1 | Spitzer & Mills Seskateon i aeeesesesencs pea vi om es 
Jesorts.. ws. eee 
i Electric Shavers..........| Ronson 2.52 150.00 59/1 McConnell, Eastman | Homilton 
Electric Ranges. ......... General Electric 3.08 399.00 130/1 MacLaren Advertising| Winnipeg 
Electric Blanket.......... Century 1.68 169.75 11/1 | Bingham Regina T Typewriters..........64. Smith Corona 4.20 260.00 HK 
OA. cccucsctens International 5.04 2,000.00 397/1 | Russell T. Kelley Woodstock 
| Bikcascxce onasiaibemami te ap — 60/1 | Hetchies Advertising | Brockville SEE ce. Dinky 4.00 375.00 94/1 | 5.4. Gibbons Helifex 
owrbtanammnenanen Seema pr —_ WO /l | Mectoren Advertising| Ottewes TletNNR. -.ésscooeoeee RCA 470 | 22,500.00 | 1530/1 | Kenyon & Eckhordt | Sherbrooke 
INP esgrscororensser> pes 1 “—- S7/ | Grant Adverticing | Hamilton Pe 5 REM, Steomship 180.00 6,000.00 33/1 | Vickers & Benson | Ottewe 
epg tapaaanan Gute ” sean 35/1 | Mareld ?. Seanficlt =| Michoner (ids cassninssanndalial Goodrich 3.40 3,000.00 8800/1 | Foster Advertising | Holifex 
RES «0+ «+s snd - weer 22/\ | McConnell Eestmen | Londen Seat nciceoitiaaell Gelt 246 100.00 40/\ | Sreithespt, Misom | Windsor 
G 2 Kayser 1.96 422.00 215/1 | Walsh Advertising Regine Table Tops...........0++ Arborite 2.52 192.00 76/1 | Maclaren Advertising| Sarnie 
Gasoline............... B-A 2.24 60.09 27/1 | James Lovick & Co. Moose Jaw 
U Underwear (Men's)....... Harvey Woods 166 185.00 70/1 | Cockfield Brown Windsor 
H Hearing Aids............ Zenith 476 450.00 95/1 | Macfarland Aveyard | Sarnia 
Heat Converters......... Gauth 6.00 525.00 88/1 Collyer Toronto 
aed Windsor 
I icicescsues Electrohome 648 799 00 123/1 | Vickers & Benson | Windsor YY tee eew...,... ew i nae a are ad = 
| insulation... 2.0... Johns-Monville 14 490.00 340/1 | Maclaren Advertising| Port Arthur 
W Women's Hosiery........ Kayser 2.30 52.50 23/1 | Walsh Advertising | Hamilton 
J SEO Rilke. Grenfell 4.20 269.45 64/1 | £. W. Reynolds Toronto ae Bulova 4.20 892.00 72/1 | Maclaren Advertising| Torente 
Washers & Dryers....... Westinghouse 441 1,050.00 mi Ferres Advertising Windsor 
K{ Kitchen Utensils......... Hamilton Beach 6.00 600.00 100/1 | Bingham Toronto ot ie eeeiaaaae porany can pens pes 49/\ | Maclaren Advertising| Kingston 
L a Tee Harvey Woods 41.89 1,000.00 24/1 | Cockfield Brown Sudbury Woollems........00000 British Weollens 7.84 589.00 75/1 | Pemberton Freeman | Regina 
lodies’ Coats........... Posluns 5.60 376.00 67/1 | Welsh Advertising | Holifex Bennett & Milne 


Daily newspaper advertising has long reigned supreme . . . unchallenged in 
its ability to make sales for department stores, chain stores and every kind 
of local business... in every newspaper market from ceast to coast. 


The tremendous volume of retail advertising in newspapers —a volume 
unequalled in any other medium — is daily witness to this fact. 


Newspaper advertising remains UNCHALLENGED in its ability to ring the cash register 


CANADIAN Daily NewspPaAPER PuBLiSHERS ASSOCIATION 


55 University Avenue, Toronto 1, Ontario + I. H. Macdonald, General Manager 


The above testimonials are from but ONE retailer — of literally thousands 
of retailers in each classification—who are in a position to reap similar 
benefits from “national advertising with local application.” 


No other medium of advertising can prove so effectively that it does make 
sales for the manufacturer, over the counter—vouched for by the local 
retailer—with the consistency and low cost of daily newspaper advertising. 


7 x oP ee i : ; bi ; ¢ ere ¢ ‘ ae at Z ‘ * a : : Poe sa ; 3 x 4 Ties ; Or ‘casi y * 
ig aay me ate “ me -. : : ; | cei vane ea a we 4 d : ‘ a = 2 ee ; eae 
. ear pmmiameatin,. = A 022i . % - + : F : aca ig tee ie : ‘9 Be shit a 
Pre —,- 
r ‘ ah 
OF ‘ : sae 
ee 
t oa 
re 5 ‘ 
ait Be 7 Me 
A Ee. - ate 
pay. yt 7 > te 
eae a aie 
on / m. * 
ie a 4 Na j — a 
= Ady, "47 i - 
Serhgin x / Rr ONAL ee al 
Ss SE age, oP paee 
vases ; / ~ ae: in 
phage Re: paces a 
a: a =, 
at ‘ es: 
igs f~ - (es 
Pai) ai i 7 ee ae 
ve i _— i . ine ip 
= Sa J) > i 
: Ba, Ira Y Be ues 
ia) iS Neca 
we . . Ree 1a 
e ~ P Re Se ae 
Fr K Bay he ene. 4. - 
ee Sat = Sure ‘ 
7 oer 
pee “aes 
es toe sy 
= Pest : 
ke OA ok 
oe ee 
me oe. ae 
a ae 
Bs 2p iq fe 
we Shee 
on oe BON 
Pt! ey 
Tees ee 
oe! 
Se s 25 
age i 
ges - 
meee ave 
pa a 
Pe 2 ae 
“ia mes fa 
ae: re ree 
Fie ea ite 
ig i 
See 
hinge eA 
gang hee 0 
So een 
: oe SO 
ras jee wese 
- m « ‘3 psoas, 5 
om > 
on let 
ee Par <s- 
be Ber | als 
ee Be, 
ae Saat 
eos ee 
aA CONwS 
aia 
Lind | 
eu Sete & 
hae bet 
ie ; 
as AS 
ie. - ae 
ee ; 
be fi 
: ° ae 
es Pe ean BG 
Bee it 
of Go ie gt 
Us es reais 
ae 
°ae 
ee ee 
TRS aes 
po 
- Ee a 
ME 
ey 
ca 
a, 
ee oe heer 
a rt 
ct 
%) moe 
pie - 
ee ; ‘ 
ge * 2 ee 
poe bs 
i 
ennaae't 
i cel 
‘.- 
ate s & ' a 
omaha i . F # ae 
ier ee eC he ee ee | ee, + en eee! EN tee a fee eee Pg ae ; al eee = OO See er aE 
penne Paes Agia ah emo ig Mle se a ee ies Prige =  *  TO wreeaee 8 Re ge RE Oe Re oto i As all ad a _ OP Fee _e 
at as ee Per EE ete ee - Baer 1 13436 Pebee er ee ae hie 37 7 7 2 pace res eS & 
ee as Bas ee ae oy eae a gee ree aes: ae sa 
Ses, ee ne Eo Se , Sia pee ee soe et aS are eo gaat ca 
ae ee vl eee Re aay ar Pek. teary Sea a Me ENE ae Sed 


C eee «° Non-Commissionable | 
**° Channels Must Be 
..» Shunned: Ad Group 


PERSONAL INCOME 


a '*'° a Canadian media association to| tion” of the CAAA “to inform | betterment of all agencies. 
peer zoo Canadian advertising agencies,|members of agency staffs of the “It is enlightened self-interest 
4 allt event i ae |which would be considered unus-|terms and spirit of the relation-|that advertising agencies 
Pea *° |ual in U. S. advertising circles, was|ship existing between CAAA and|every effort to put more national 
sei .eq | Circulated earlier this year. | CDNPA,” the memo declared: j oarwarteadng into an extended list 


= +30 
PERSONAL NET SAVING 


| PERSONAL DIMECT TAKES 
c==—_4 = 
’ 


i956 1957 1958 


uptuRN—In Canada the rate of per- | 
sonal saving rose sharply in the 
second quarter of 1958, reflecting 
gains in income, stability in con-| 
sumer expenditure and a decline in 
direct personal taxes. 

July, 1957, following the ed 
servative election victory. 

Walsh claimed it handled pre-| 
vious campaigns under contract | 
from the Liberal government, and 
it went ahead with an ad cam- 
paign for a 1957 bond drive “in the 
absence of notice to the contrary” 


from the newly-elected Conserva- 
tives. 


® The agency is seeking $50,706 
in commissions; $9,874 it says it 
paid out to suppliers; and $100,000 
for damages to its reputation and 
for subsequent “unauthorized use 
of its creative work.” 

Walsh was just one of a num- 
ber of agencies which lost govern- 
ment accounts when the Liberals 
were replaced by the Conserva- 
tives. Cockfield, Brown and 
MacLaren were other major shops 
with government business before 
the change. Now the lineup in- 
cludes McKim, Reynolds, Johnson 
& Hill and Hayhurst. 


s Other recent developments 
which are affecting the pattern of 
Canadian advertising include: 


e Canadian Industries Ltd. last 
May switched its paints division 
from Ronalds Advertising to 
Needham, Louis & Brorby, a U. S. 
agency with a Toronto office. Last 
month CIL named Grey Adver- 
tising, New York, to handle its 
textiles division, an account that 
had been with Cockfield, Brown. 
Grey immediately announced it 
would open a Montreal office. 


e Henri, Hurst & McDonald, Chi- 
cago, moved into Canada as Henri, 
Burleigh & McDonald. John Brad- 
ley & Co., Toronto, became Brad- 
ley, Venning & Hilton last March, 
and an affiliate of Hilton & Riggio, 
New York. (Peter Hilton later 
merged his shop and the combined 
operation in New York is now 
Kastor, Hilton, Chesley & Clif- 
ford.) 


e Tandy Advertising of Toronto 
merged with Fletcher D. Richards, 
New York, to become Tandy- 
Richards Advertising. Griswold- 
Eshleman, Cleveland, has affiliat- 
ed with Willis Advertising, Toron- 
to. 


e American agencies, some of 
which have been in Canada for 
many years, are estimated to han- 
dle perhaps 15% of the national 
billings total. # 


MacLean-Hunter Revises 
Booklet on Canada Market 


MacLean-Hunter Publishing Co., 
Toronto, has published a new edi- 
tion of “The Canadian People and 
their Market,” an eight-page bro- 
chure telling the statistical story 
of Canada today and its future 
prospects. The revised booklet in- 
cludes late market data and a 
section titled, “How to do Busi- 
ness in Canada,” an analysis of 
the legal requirements facing 
those who want to sell in that 


jmemo was “approved by the) 


Assn. of Advertising Agencies.” 


The note was called a “mem-| “The CDNPA franchise (that is, 
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staffs” from the Canadian Daily | franchise of the advertising agen- 
Newspaper Publishers Assn. The| cy business in Canada. 

CDNPA franchise 
board of directors of the Canadian| played a major role in helping 
|advertising agencies attain and 
|maintain high ethical standards, 
Toronto, Oct. 30—A memo from/® After pointing out the “obliga- | and in advancing the financial 


of daily newspapers paralleling 
‘orandum of instruction to agency| agency recognition) is the anchor | efforts by CDNPA member news- 
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papers to oppose diversion of na- 
tional advertising into non-com- 
missionable channels. 

“To this end agencies must 
make a very thorough examina- 
tion, budget by budget, account 
by account, of expenditures in 
daily newspapers, or the lack of 
them. 


® “Agencies must do a maximum 
job of selling national advertising 
into daily newspapers—or accept 


the fact that some daily news- 
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papers will do their own selling 
at a local level at local rates or, 
indeed, at national rates. 

“Failure to use any daily news- 
paper when the manufacturer is 
using that newspaper with coop- 
erative advertising at local or 
national rates, is to wilfully and 
foolishly deprive one’s agency of 
commission. 

“Agencies cannot expect the 
daily newspapers of Canada to 
help resist this damaging trend 


unless agencies themselves show 


every evidence of continuing faith 
in daily newspapers as the pri- 
mary, basic medium of advertising 
in this country.” 

The memo called for signatures 
of agency men and said: 
memorandum re instruction of 
agency staffs is an integral part 
of every advertising agency’s ap- 
plication to the CDNPA for fran- 
chise. One copy is to be returned 
by the advertising agency and one 
copy is to be returned to the 
CDNPA, completed.” # 


“This | 


Repeal of Tax on 
U.S. Magazines 
Hurting Canada? 


(Continued from Page 61) 
request this tax, but appreciated 
that from it the government got 
from the Canadian editions of 


65 


Time and Reader’s Digest some|tions with circulations totalling 


revenue comparable to that paid 
by bona fide Canadian publica- 
tions. Also it discouraged further 
dumping. 

“In this, the tax was effective. 


It caused the withdrawal of one) 


French-language edition and five 
editions published by Americans. 
Other U.S. publishers cancelled 
plans to issue like editions. 
“Now the tax has been re- 
pealed, foreign magazines have 
announced other Canadian edi- 


more than 500,000 monthly. No- 
where involved in this issue is the 
free entry of American magazines 
nor the ready access to Canadians 
of the magazines of other coun- 
tries. What is involved is the ease 
with which foreign publishers can 
import used material duty free 
and resell it at prices below that 
possible for new merchandise.” 


s The government was told that 
Time and the Reader’s Digest 
shared 49.9% of the total pages of 
magazine advertising in 1956. In 
1947, the figure given was 12%. 

“When the magazine tax be- 
came effective, the share of total 
magazine advertising pages going 
to Time and Reader’s Digest 
dropped for the first time, from 
49.9% to 49.5%. Four-tenths of 
one per cent is a tiny fraction; 
the important thing is that the 
previously unbroken upward trend 
was halted. 

“The decline continued in the 
first five months of 1958. Time 
and Reader’s Digest carried only 
48.9% of total advertising pages 
in that period. The tide had defi- 
nitely turned,” 

According to the report made 
to Ottawa, Time takes $5,000,000 
a year out of Canada, and leaves 
less than $250,000 here for salaries 
and, promotion. “A bona fide Ca- 
nadian magazine spends $2,500,- 
000 on Canadian authors, artists, 
printing, paper, ink and postage. 
It is estimated that if Time was 
a motor car—it would pay cus- 
toms and excise duties of $1,000,- 
000 yearly. Magazines, like motor 
cars, are complex manufactured 
products. The importation of their 
components should pay duty.” 

The Diefenbaker government 
also was told that in 1957 Ameri- 
can magazines sold 155,000,000 
copies in Canada, as compared 
with 46,000,000 copies of Canadi- 
an periodicals. “These figures,” it 
was said, “do not include the many 
cheap pulp and pornographic jour- 
nals that are dumped on our 
newsstands.” 

Over 150,000,000 American 
magazines, and over 25,000,000 
sales letters for American maga- 
zines were delivered by the Ca- 
nadian post office last year with- 
out payment. In effect, Canadians 
are paying the cost of delivering 
the U. S. sales letters to Canada. 

“In 1956,” the report continued, 
“Canadian magazines as a whole 
|showed, not a profit, but a loss 
before taxes of 0.4% of total rev- 
enue. For the first nine months of 
1957 this loss figure was 6.2%. 
The figure for 1958 will be around 
a loss of 8%.” 


s Despite the opposition of the 
largest Canadian dailies, the mag- 
azine tax was supported by “a 
substantial number of dailies and 
weeklies,” including the Ottawa 
Citizen, Kingston Whig-Standard 
and the Peterborough Examiner. 

No Canadian magazine started 
since 1930 is still being published, 
the report continued. Five national 
magazines “have been forced out 
of business” in the past ten years. 
|These include National Home 
|Monthly and New World, which 
folded in 1950; and Canadian 
Home Journal and Farmers Mag- 
azine, which suspended this year. 
“In addition, Saturday Night had 
to reduce its frequency of publi- 
cation from weekly to fortnightly 
in 1950. Liberty reduced its fre- 
quency from weekly to monthly at 
the same time. Two more Cana- 
dian magazines may cease pub- 
lication soon.” 

The report to Mr. Diefenbaker 
concluded with this paragraph: 

“Unless some appropriate ac- 
tion is announced by the govern- 
ment soon, any action may come 
too late to be of any service. This 
is not special pleading, for the is- 
sue is one which deeply affects 
the Canadian national identity and 


culture.” # 
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are usually based on a combina- 
Here Are Ten Ways | tion of two or three of the follow- 

|ing ten erroneous assumptions”: 
to Waste Ad Money 1. That Canadians are exactly 


| the same as Americans and there- 
| fore a successful ad theme in the 
U. S. will be successful in Canada. 
2. That an ad medium plays the 
|same role in both countries. 
3. That French-speaking Cana- 
dians react to media exactly as do 


in Canada: Agnew 


New Yorx, Oct. 31—U. S. ad- 
vertisers waste hundreds of thou- 
sands of dollars every year in Can- 
ada, according to Don Agnew, vp | 
of James Lovick & Co. and head 
of that agency’s New York office. | English-speaking Canadians. 

Mr. Agnew listed the “most com-| 4. That taking time to cultivate 
mon and costly mistakes which |Canadian public relations is time 


| wasted, 

| 5. That although the Canadian 
market will likely be the fastest 
growing market in the world over 
the next 25 years, it’s not really 
worth cultivating right now. 

6. That overflow circulations 
from U. S. magazines and tv are 
sufficient advertising in Canada. 

7. That ideas and copy in Eng- 
lish need only be translated to 
work for the French-speaking. 

8. That Canadians are so keen 


to get U. S. products that planning 


Advertising Age, November 3, 1958 


Canada Emerges from Recession 
With ‘Only Dents’ in Growth Trends 


distribution and merchandising es- 
specially for Canada is a waste. 
9. That all you have to do is 
spend dollars for ad success. 
10. That U. S. agency people can 
perform better in Canada than Ca- 
nadian people. # 
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When Canada buys... 


... The Toronto market, Canada’s first and largest, consumes more than 


12.7% of the total...over $1,900,000,000 a year. 


Newspaper advertising 


creates immediate sales and in Toronto *62.7% of all daily newspaper 


readers read the Toronto Daily Star. 


Concentrate and capture the “Heart” of Buying Canada 


TORONTO DAILY STAR 


80 KING STREET WEST, TORONTO 


In Montreal: 1255 University Street 


In the United States: Ward Griffith & Co. Inc. 


Ask your Advertising Agency, or call us for details of territorial coverage, distribution breakdown and frequency discounts 


*Gruneau Research 1958 


GNP Rises 2% in First 
Half; Autos, Newsprint, 
Forestry Still Lag 

Orrawa, Oct. 30—The Canadian 


recession thickets, and the com- 
ing winter may provide addi- 
tional hurdles, but after that the 
track looks clear, moderately fast 
and trending upward. 

This, generally, is the view of 
Canadian advertisers, agencies, ed- 
itors and government officials. As 
one senior government official in 
Ottawa put it: “Market considera- 
tions seem to point to a renewal 
of stronger growth trends in the 
economy even though outward ev- 
idence of improvement may not 
become fully apparent during the 
coming winter season.” 


= Leading business magazine ed- 
itors “believe Canada reached the 
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economy may have been slowed by - 


bottom of the recession last April ' 


920 .-——— 


300;- 
| 


260}- 


| INDEX OF 
INDUSTRIAL PRODUCTION 
| 


260}- | 


4 


1 


| 
' 
| 
a | | | 
EESGEEETS uh PALL L 
° ° 


° 
1957 


Source: Dominion Bureau of Statistics 


COMING BACK—-I[ndustrial produc- 

tion in Canada, after declining 

through most of recession-hit 1957, 
began a comeback in 1958. 


and has been climbing out slowly 
and steadily since,” it was report- 
ed earlier this month by James 
A. Daly, president of the Business 
Newspaper Assn. of Canada and 
|head of Hugh C. MacLean Publi- 
cations. 

Dr. O. J. Firestone, economic 
|advisor to Canada’s Department of 
|Trade and Commerce, picked the 
|turning point as March instead of 
April, and added that his coun- 
try and the U.S. “have regained 
most of the ground we lost in the 
last recession.” 

“In Canada,” according to Dr. 
Firestone, “employment is back at 
the high level of last year, per- 
sonal incomes are running ahead 
of last year and our gross national 
product reached a new record high 
as of mid-1958.” 


: o o 
1954 1955 1956 


= The 1957-58 recession was 
“fairly severe” in terms of unem- 
ployment and the number of peo- 
ple minus jobs was at a postwar 
record. But as of mid-August this 
year, there were 6,025,000 people 
with jobs as compared with 6,- 
047,000 at a similar time in 1957. 
That Canada’s total work-force 
has increased may be seen from 
the fact that 281,000 people were 
looking for work two months ago 
as compared with 176,000 in Au- 
gust last year. 

While recovery “is established 
and continuing,” according to Dr. 
Firestone, “it would require a 
speed-up to absorb the additions 
to the labor force.” Estimates on 
the numbers of unemployed dur- 
ing the winter (March is cus- 
tomarily the peak month) range 
from “slightly below” to “mod- 
erately above” present levels. 

But despite recessionary influ- 
ences, “there have remained in 
existence both in Canada and in 
the U.S. strong underlying forces 
of economic expansion,” said Dr, 
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LIFE INSURANCE tes rte, 
agit ec He be 
SURVEY eee Ree Pay 
1988 
| Ce mnt 


HE REARC H CE PART ME HT 


A SURVEY ON LIFE INSURANCE 

A REPORT ON THE CANADIAN WOMAN 

SURVEY OF MARKETS ($4.00 PER COPY POSTPAID) 

THE CANADIAN PEOPLE AND THEIR MARKET 

HOW CANADIANS SHOP IN SELF-SERVE FOOD STORES 

THE PLASTICS INDUSTRY IN CANADA 

CANADA’S PACKAGING MARKET 

@ CANADA’S MACHINE TOOL CENSUS ($2.00 PER COPY POSTPAID) 
@ A REPORT ON TRUCKS IN CANADA 

e@ THE FURNITURE BUYING HABITS OF CANADIANS 


survey of 
“markets” 


HOW 
CANADIANS 
= SHOP IN 

| SELF-SERVE 
FOOD STORES 


The Canadian ee ee ee The PLASTICS INDUSTRY in Canada 
people and ee 


their market 


tod. t Progressive Plestics 
ay.... tomorrow. ... 


vital information you can use... 


If you are interested in the Canadian market, write 


information is issued in booklet form. More 


for any of this information. It is part of the data 
that has been compiled for the consumer, business 
and financial publications that form the Maclean- 
Hunter organization. This 71-year-old publishing 
company is probably the greatest single source of 
practical Canadian marketing experience. General 


MACLEAN-HUNTER PUBLISHING COMPANY LTD. 


specialized enquiries are invited and answered 
individually. 

Requests for any of the booklets shown above, or 
other information should be sent to the Research 
Department, Maclean-Hunter Publishing Co. Ltd., 
481 University Avenue, Toronto 2, Ontario, Canada. 
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NO eMEM LE PETIT. 


BARRELLED 
SELLING 


POWER 


in 


JOURNAL 
French Canada’s No. 1 Weekend Paper 


ABC Circulation for 12 months ending March 31, 1958 
260,887 


SOURNAL 


TOUT PAR LIMAGE . 


Largest circulation of any printed medium directed to 
women in the Province of Quebec. 
Average A.B.C. Circulation Ist quarter 1958, 137,328 
*A.B.C. ending March 31, 1958 

These two widely-read, thoroughly-read papers are musts if 
you want to do a thorough selling job in French Canada. 
Handy tabloid size, easy-to-read format to give your advertis- 
ing impact. FINEST ROP COLOR PRINTING on ultra modern 
Goss Headliner presses. Members of Milwaukee Journal ROP 
Color Service. : 


For all the facts on the rich French Canada market contact: 


HENRY DE CLERQUE INC. 


sales-rich 


FRENCH 
CANADA 


NEW YORK CHICAGO SAN FRANCISCO 
12 East 41st Street 435 N. Michigan Ave. 605 Market Street 
LExington 2-3739 SUperior 7-2290 YUkon 2-3954 
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was felt, but the over-all basic 


Firestone. “In this last recession | 
economic activity slowed down on 
a fairly wide front. Still the cumu- 
lative forces of decline were not 
able to make more than a dent in 
the basic growth trends of the) 
economies of our two countries.” | 


® The Dominion Bureau of Sta-. 
tistics offers some formidable fig-| 
ures to buttress this conclusion: | 


e At $32 billion, the annual sate! 
of gross national product in the) 
first half of 1958 has averaged 
about 2% above the average for 


the first half of 1957. 


e Personal expenditures for con- | 
sumer goods remained fairly sta- 
ble at about $20.5 billion. While) 
durable goods buying was off (due) 
largely to a 5.5% decline in the) 
| purchase of new and used cars), 
|non-durables buying dipped only 
‘slightly, with tobacco, alcoholic 
beverages and foods (higher- 
priced in this period) advancing. 


e With disposable 


| 


income con- 


By land, by sea, by air, Canadian Pacific—the world’s most 
complete transportation system—links five continents 


i. 
% "ee, 
%, 


a” atl 


=eee8 AIRLINES 
au RAILWAYS 
eee @ STEAMSHIPS 


Source: Dominion Bureau of Statistics 


DENTS IN GROWTH—Wider fluctuations cropped up in retail trade and 
department store sales in Canada during 1957-58, as the recession 


trend remained one of growth. 


tinuing to move strongly upward, 
accompanied by the small change 
in level of personal expenditures, 


‘the rate of personal savings made 


an astonishing advance from $1.7 
billion in the first quarter to $2.5 
billion in the second. 


e Residential construction “con- 
tinued to be an important area of 
strength in the economy.” At an 
annual rate of $1.9 billion spent in 
construction, outlays were at new 
peaks—and almost 9% ahead of 
first quarter spending. There were 
162,500 housing starts in the sec- 


102 Canadian Companies 
Lose Control to Foreigners 

TorONTO, Oct. 31—The Financial 
Post recently determined that con- 
trol of 102 companies has passed 
from Canadian to American, Unit- 
ed Kingdom and other hands. The 
Post figured the switches repre- 
sented a change of ownership in- 
volving $2 billion in assets. 

More than 5,000 subsidiaries of 
foreign companies are located in 
Canada. Of these, 3,759 are sub- 
sidiaries of U. S. cutfits. Foreign 
long-term investments, the news- 
paper said, totalled $17.2 billion 
in Canada in 1957—with the U. S. 
accounting for slightly over $13 
billion. + 


ond quarter, compared with 175,- 
600 in the first, but completions 
jumped from 112,600 to 144,000 
units. 


e A decline in corporate profits, 
begun early in 1957, was checked 
in 1958’s second quarter. 


e Canada has been shaving im- 
ports for a year and half, and with 
imports for the second quarter 
valued at $7.1 billion, it has nar- 
rowed considerably the gap be- 
tween imports and exports, which 
are now at the $6.4 billion level. 

Latest figures from Canada’s 
Dominion Bureau of Statistics 
show that in the first eight months 
of 1958 Canada has reduced its 
trade deficit with the world to 
$173,700,000, compared with $638,- 
200,000 a year ago. Imports from 
the U.S. fell from $2.8 to $2.4 bil- 
|lion and exports declined from 
| $276,300,000 to $240,700,000. 


|}@ In connection with the import- 
|export situation, it should be noted 
for the benefit of U.S. companies 
that a senior government official 
recently disclosed the start of “a 
more systematic and concerted 
effort to emphasize to foreign firms 
exporting to Canada the advan- 
tages of establishing manufactur- 
ing facilities in this country. 

“In the past,” he said, “indus- 


Daily, Canadian Pacific’s sleek scenic 
dome streamliner train, “The Canadian,” 
speeds across Canada on the Banff-Lake 
Louise route. ~ 

Graceful White Empress ships glide 
majestically down the scenic St. Lawrence 
River on weekly voyages to Europe, sail 
serenely past picturesque French Canadian 
farms and villages. 


Ultra-modern jet-prop Britannias and 
DC-6B’s take wing regularly for the dis- 
tant trade and resort centers of the world’s 
continents. 

Across Canada, Canadian Pacific oper- 
ates a chain of hospitable hotels typified 
by baronial Banff Springs and Chateau 
Lake Louise in the Canadian Rockies, and 
the 1600-room Royal York in Toronto, the 


RAILWAYS * STEAMSHIPS + AIRLINES - HOTELS - EXPRESS > COMMUNICATIONS 


largest hotel in the British Commonwealth. 

And rounding out its many services, 
Canadian Pacific maintains a system of 
world-wide communications and express 
services. 

This is Canadian Pacific—the World’s 
Most Complete Transportation System— 
progressively operating more than 72,000 
route miles by land, sea and air. 


ea 


trial development agencies have 
been somewhat handicapped by 
the limited information available 
about the nature and source of our 
imports of manufactured items. 
The Hon. Gordon Churchill [Min- 
ister of Trade and Commerce] 
has recently given the department 
authority to put into operation a 
plan which we hope will help to 
fill this gap. 

“This plan, evolved by the in- 
dustrial development branch, en- 
visages the development of a list- 
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Hamiltonians enjoy such excellent shopping facilities as Canada’s largest 
shopping centre and one of Canada’s greatest downtown shopping areas. 


METROPOLITAN HAMILTON PER HOUSEHOLD INCOME 
3rd HIGHEST IN CANADA 


According to latest Sales Management figures, retail sales in Metropolitan Hamilton stand at 
$317,239,000, which is a retail sales figure greater than that of London, Peterborough and Kingston 
combined. Per household income is now 3rd highest in Canada, standing at $6,265.00. 


Further indication of Hamilton’s growing prosperity is in its unprecedented industrial expansion. 
This year, for example, industrial expansion will include: a $250 million Ontario Hydro Steam 
generating station on Hamilton’s harbour front; a $20 million harbour expansion program to be 
completed by 1961; and the completion of a $28 million Bloom Mill as part of a continued expansion 
program at the Steel Company of Canada, the nation’s largest steel producer. Currently 

planned industrial expansion over the next few years will total over $300 millions. The effects of 
this expansion will be felt in the form of more employment and added buying power. 


Sell this rapidly growing market with the only newspaper that provides effective, complete coverage 
of Hamilron— The Hamilton Spectator. 


th 


LARGEST CiTy* 
BIGGER THAN WINDSOR, SARNIA AND FORT WILLIAM COMBINED! 


HAMILTON— CANADA’S 


The Hamilton Spectator is the major newspaper serving Canada’s 

Sth largest city. Out of a more than 100,000 circulation, over 83,000 Spectators 
are bought daily in Hamilton City zone as compared with Metropolitan 

Hamilton's over 80,000 families. 


For —- advertising and marketing information on Hamilton, 
contact The Hamilton Spectator. 


*D.B.S. 1956 


The Hamilton Spectator 


One of the Eight Southam Newspapers in Canada 


GO-68436 


TORONTO MONTREAL GREAT BRITAIN UNITED STATES 
The Southam Newspapers The Southam Newspapers 34-40 Ludgate Hill Cresmer & Woodward Inc. (Can. Div.) 
388 Yonge St. 1070 Bleury St. London, E.C. 4 New York, Detroit, Chicago, 


K. L. Bower, Manager J. C. MeCague, Manager England San Francisco, Los Angeles, Atlanta 
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ing of U.S. manufacturers shipping 
products into Canada in substan- 
tial amounts. The firms on this 
listing will be sent a letter point- 
ing out that there is a sizable 
market in Canada for their prod- 


ucts and inviting them to consider | 


either establishing branch plants, 
or having their products manu- 
factured by Canadian firms under 
licensing or royalty arrange- 
ments.” 


® The senior government official 


by an advertisement in the Star Weekly 


Not the little fellow. Small boys are notoriously unsold on 
soap, but his mommy is particularly fond of the brand she 
now buys for the family. She often saw it advertised in the 
Star Weekly. Finally, she decided to give it a try. She was 


added, significantly, that this op- 
eration “should reveal many pos- 
sibilities for replacing imports 
with domestic production, thus 
strengthening and diversifying the 
Canadian economy.” 

Talks with a score of agency 
executives and advertisers here 
and in Toronto and Montreal in- 
dicated optimism and a fair de-| 
gree of confidence about the eco- | 
/nomic health of the nation. “Cli-| 
‘ents are not recession-shy,” said | 
jone agency exec. “Budgets for °59 | 


sold—by an advertisement in the Star Weekly. 


SELL YOUR PRODUCT IN VOLUME AT LOW COST IN THE 


faye 


are being prepared now and nearly 
everyone has ambitious plans,” 
said an agency boss. “There will 
be about a 5% gain in ad budgets 
in 1959,” said a major advertiser. 


'“The outlook is favorable for the 


remainder of this year,” conclud- 
ed the research department of| 
Maclean-Hunter Publishing Co. 

And a final word of encourage-| 
ment came from James Daly of | 
Maclean Publications and the 
Business Newspapers Assn.: “By | 
the end of this year our recovery 


should be almost, if not fully, com- 
pleted. We can look forward in 
confidence 
1959. It won’t have the psycho- 
logical intensity of previous boom 
years, but in actual dollars and 
cents it should prove to be our 
best yet.” 


s Canadians aren’t kidding them- 
selves that everything in the eco- 
nomic spectrum wears a rosy hue 
right now. There are a number 
of soft spots: although General 


gets it with the Sta: 
from the Star Wee 


A much-used product, such as soap, demands 
continuous advertising. Naturally, the ad- 
vertiser wants mass coverage at low cost. He 


plan of frequency discounts. Another of the 
reasons why more than 500 leading advertisers 
use the Star Weekly. 


r Weekly. And he benefits 
kly’s continuity structure 


STAR WEERLY 


to a record-making 


Advertising Age, November 3, 1958 


Motors had its greatest sales in- 
crease, and now accounts for more 
than 50% of the car market, in- 
dustry sales are down; forestry 
industry production is down by 
nearly 20%, and newsprint sales 
declined for the first time since 
the war; expenditures for plant 
and equipment, including machin- 
ery, have declined; balances on 
the books of installment finance 
companies are off slightly; mineral 
|product sales were set back. 

But the overriding feeling seems 
to be one of somewhat cautious 
confidence, with the caution slow- 
ly being overcome by optimism as 
growth trends in the economy 
make themselves increasingly felt. 


s As for the long pull, some gov- 
ernment officials are convinced 
| that Canada’s national income and 
joutput will exceed those of the 
| United Kingdom “within the life 
of this generation.” 

Over-all, these sources describe 
Canada’s economic development 
since the end of World War II as 
that of “a young nation that has 
|been growing up rather quickly 
|and that within the span of a dec- 
jade or two has become one of the 
| leading trading and industrialized 
nations of the world.” + 


Highlights Capsule 
Canadian Growth 


in Ten Years 
Between 1946 and 1957: 


|e Canada’s population rose from 
12,300,000 to 16,600,000, or by 
35%. (As of Sept. 1, 1958, popula- 
tion was 17,154,000.) The number 
of persons working rose from 4,- 


| 700,000 to 5,800,000, or by 23%. 


|e Our gross national product rose 
\from $11.8 billion to $31.4 billion, 
or by 165% in value terms and 
| 54% in volume terms. 


e Capital expenditures rose from 
| $1.7 billion to $8.7 billion, or 412% 
in value terms and 165% in vol- 
ume terms. 


e Canada spent a larger propor- 


| tion of her gross national product 


'on capital expenditures than any 
other industrialized nation in the 
world, with the proportion of 
capital expenditures to gross na- 
jtional expenditure rising from 
14% to 28% over this period. 


|@ Canada’s exports of goods and 
|services increased from $3.2 bil- 
|lion to $6.4 billion, or by 100% 
jin value terms and 30% in vol- 
ume terms. 


e Canada’s imports of goods and 
services increased from $2.9 bil- 
lion to $7.8 billion, or 169% in 
value terms and 75% in volume 
terms. 


|e Canadian consumers raised 
‘their spending from $8 billion to 
| $19.8 billion, or by 148% in value 
jterms and 53% in volume terms. 


me) |The average Canadian was able 
m|to raise his standard of living 


materially during this period, 
with consumer expenditures per 
capita amounting to $1,192 in 
1957, or 13.5% more in real 
terms than the same Canadian was 
able to purchase in 1946. 


e During this period, the produc- 
tivity of Canadian workers in- 
creased materially, making it 
possible for them to achieve a 
higher national output and an in- 
creased standard of living with 
fewer hours worked per week. 
—O. J. Firestone, economic 
adviser to Canadian Depart- 
ment of Trade and Commerce. 


Harvey Victor Joins Jayark 
Harvey Victor, formerly with 
Official Films, has been appoint- 
ed account executive for the New 
England territory of Jayark Films, 
new tv film producer-distributor. 
Mr. Victor will have headquarters 


in Jayark’s New York office. 
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in Canada! 


Cai a | ie 


\\ 


} 


A tii) mets > \ Cea) 

25 yp 4 4 Hl jy Lt Kukland = , 

Af ———— IAbs lis 233 

dadhiny a . 

laantae.@ Y— Z 
\ Ou @) 


| 


Be Sure of Selling Effectiveness a this Dynamic Market 


Canada is different. Selling here may possibly require adjustments in your usual marketing 
program. 

Be sure of the selling effectiveness of your campaign. Test it thoroughly. 

Thomson Newspapers have test markets in all sizes and climates, with all kinds of buying habits 
and economies . . . right across Canada. Test in four or five varying markets at the same cost as one 
single-market metropolitan test, yet receive the full Thomson Newspaper merchandising support. 

This way you obtain a truly representative selling picture at low cost. 

The 25 Thomson Newspapers give you complete coverage of the important markets they serve. 
Your advertising in these newspapers is backed by such support as on-the-spot market analysis, 
distribution checks, promotion to the trade, and follow-through merchandising. 

Canada offers outstanding sales opportunities. To sell effectively use this Test Market Service 
by selecting four or more Thomson Newspapers in diverse markets. 

For further information contact the nearest Thomson Newspapers Advertising Service office or 
our U.S. representatives, Johnson, Kent, Gavin & Sinding, Inc. 


THOMSON NEWSPAPERS Barrie Examiner * Brampton Conservator * Charlottetown Gvardian-Patriot * Chatham Daily News 
Gait Evening Reporter *« Guelph Daily Mercury * Kamloops Daily Sentinel * Kelo Courier * Kirkland Lake Northern Daily News *« Moose Jaw 


Times Herald * Nanaimo Free Press * Oakville-Trafalgar Journal ¢ Orillia Packet and Times * Oshawa Times Gazette * Pembroke Observer 
Penticton Herald « Port Arthur News Chronicle + Prince Albert Herald * Quebec Chronicle-Telegraph * Sarnia Observer * Sudbury Daily Stor 
Timmins Daily Press * Welland Evening Tribune * Woodstock Sentinel Review. 


Thomson Newspapers Advertising Service 


U.S. Representatives: Johnson, Kent, Gavin & Sinding, Inc. 


Toronto Vancouver Montreal London, England 
44 King Street West 1030 W. Georgia St. 640 Cathcart St. 63 Fleet St. E.C.4. 
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Advertising Age, November 3, 1958 


He Doesn’‘t Eat Sausage with Pancakes... 
French Canadian Spurns Risque Art, 
High Pressure Ads, Hollywood Stars 
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Brewery Merger Approved er brewery at Waukesha will be;has been appointed to handle ad- 

Stockholders of Weber Wauke- closed down and production will| vertising for Perma-Power Co., 
sha Brewing Co., Waukesha, Wis.,|¢ Consolidated at Fox Head. Chicago, manufacturer of tv tube 
last week voted approval of the) brighteners, garage door openers, 
Weber merger Be + 4 Fox Head | Stra 1 Adds Perma-Power ‘radio controls and related prod- 
Brewing Co. As a result, the Web-| Stral Advertising Co., Chicago, | ucts. 


A MUST IN CANADA! 
CANADA'S 


12th largest 
Daily 


THE LONDON FREE PRESS... 


CANADA'S 
NO. 1 TEST MARKET 


Proved and approved 
by more 
Canadian Agencies 


THE LONDON FREE PRESS | 


LONDON ONTARIO 


CANADA'S 


CIRCULATION 103,666 
Daily Average, September ’ 


|| Advig. Mgr. ¢. G. FENN | 
| 


7th largest 
Newspaper Market 
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Why? E. H. Walker prefaced 
this remark by pointing out that 
business papers are the sorters 
and fact-finders, and that it was 
*... compulsory for every business : 
man to turn to the printed word... fg 
our economists, our engineers, our | 
sales people and our purchasing 
agents.” 


“We at General Motors of Canada”, MOTORS 


concluded Mr. Walker, “also look to 
business papers as a natural medium 
for telling others in business about our- 
selves and our products,” 


E. H. Walker, Poutiaas, General Motors 
of Canada Limited 


BUSINESS NEWSPAPERS ASSOCIATION 
137 Wellington St., Toronto, Ontario QF CANADA 


+. Circulation independently audited. 
-.. editorial to highest ethical standards. 


U.S. Advertisers Beware: 
30% of Canadians Are 
French-Speaking 


MonTREAL, Oct. 30—Perhaps 
30% of Canadian consumers are 
French-speaking, and in this met- 
ropolitan area the percentage 
jumps to nearly 70%. And Montre- 
al is the largest French tv broad- 
cast producing center in the world. 

Biggest hurdle in advertising to 
| the French-speaking has long been 
‘a shortage of qualified French- 


'speaking admen. But today there 


is a noticeable gain in the number 
of competent copywriters in the 
French language. Agencies are 
rapidly strengthening their French 
departments. Cockfield, Brown 
claims the largest French-speaking 
staff in the country, with 45 per- 


sons. 


|@ One expert on the French mar- 


ket, Nolin Trudeau of Publicite- 
Services Limitee, sees the French 
|departments of agencies achieving 
more and more autonomy. And he 
predicts an increase in original|s 
French copy rather than transla- 
tions. 

At the same time, M. Trudeau 
has noted a gradual loss of the 
French-Canadian atmosphere in 


| Montreal and the Quebec province. 


“The charming, slow, easy way of 
|life is disappearing,” he said. 
“There is a constant Americaniza- 
|tion of the province as well as of 
| English-speaking Canada.” 
English-speaking agency men 
believe that radio and television 
and a faster tempo of life have 
combined to give French-speaking 
Canadians “greater sophistication.” 
But they have also discovered that 
in advertising “you have to hit 
them harder and more often be- 
cause they are inclined to do what 
their fathers did. But,” the agency 


men add, “when you get them, they 
are most loyal to your product.” 


= M. Trudeau has described the 
French-Canadian as “practical, 
logical, thrifty, somewhat dubious 
and sometimes suspicious. He’s a 
Scotsman in many ways, and he’s 
definitely from Missouri. He is al- 
lergic to high-pressure, extrava- 
gant claims, captious arguments. 
Fundamentally, he is a family man, 
and a deeply religious man. He 
not only loves his immediate fam- 
ily—which is usually substantial— 
but Oncle Edgar, Ma Tante Al- 
phonsine, and innumerable cousins. 

“He does not change in thoughts 
or habits easily. If he is told he 
should wear buxy’s new fedora, 
because 1,000,000 people are wear- 
ing it, he will not necessarily buy 
it. He hates being told to do things. 
Especially, in the field of culinary 
arts, does he react unfavorably to 
many suggestions. The thought of 
eating fruit salad with cottage 
cheese is liable to kill him. He 
doesn’t eat sausage with pancakes. 


= “He is set in his morals. He 
frowns on risque art in advertis- 
ing. Advertising messages on ‘per- 
sonal’ matters he often finds in 
poor taste because they frequently 
acquire such a connotation in 
translation. In entertainment he 
has his own radio, tv, stage and 
screen stars. This appeal of French 
and French-Canadian stars can be 
a direct and powerful factor in 
French advertising in Canada, in- 
finitely stronger than that of a 
Hollywood starlet or of a Broad- 
way actor, who in Trois-Pistoles 
are conspicuously unknown.” 

Some statistics on Quebec: be- 
tween January and July, 1958, 
when retail trade totaled $8.4 bil- 
lion in Canada, Quebec handled 
$1.9 billion, a figure surpassed on- 
ly by Ontario’s $3.2 billion. + 


When you advertise 


in Canada 


remember... 


sales. 


10% of Canada’s total population 
lives within the limits of Greater 
Montreal. 


Retail sales of Metropolitan Mon- 
treal represent 12% of the total for 
all Canada. 


Montreal ranks 8th in North Amer- 
ica in dollar volume of Retail Food 


In this growing two-language city The Montreal Star serves 
and sells more than 83% of the English market. 


Che Montreal Star 


Represented nationally by O’Mara and Ormsbee Inc. 
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CzeLaAw DemINeT’s hobby is glass-blowing. His full-time occupation is that 

of a research worker at the Canadian Chemical Company Ltd., one of the 
many industries that employ thousands of industrial workers in the lucrative 
market of Edmonton. 


Look at the facts: 


; e The opening of the Simpsons-Sears Ltd. departmental store has added 
f more than one million dollars to Edmonton’s yearly payroll. 


q e Plans have been released for a multi-million dollar expansion program for 
: the University of Alberta to meet the fast-rising rate of enrolment. During 
the current fiscal year 514 million dollars will be allocated toward the 
A program, while total expenditure is expected to reach 10 million dollars at 
completion. 

j e The official opening of the 640 mile multi-million dollar Westcoast Trans- 
4 mission natural gas pipeline has unloaded a gas-rich Peace River area 
. 


roy 
a5 IN CANADA YOU GET ACTION WHEN YOU ADVERTISE IN 


THE SOUTHAM NEWSPAPERS 


To). Eee 
F ~ 4% a 
. 3 . ¢ 


Meet an Edmonton, Alberta 


‘CHEMICAL WORKER 


oe 


giving tremendous stimulus to exploration for gas and oil in Northern 
Alberta. 


e A 16 storey hotel with the first five floors providing parking space for 550 
cars, is currently planned in downtown Edmonton at a cost of over 
$5,000,000.00. The combination hotel-parkade will be the first of its type 
in North America. 

These facts are proof of rapidly increasing prosperity in Metropolitan 

Edmonton. Latest Sales Management figures place retail sales at $286,140,000 

—per household income $5,546.00. * 

To sell Edmonton with a metropolitan population of 267,600 you must use 

the Edmonton Journal . . . daily circulation is now in excess of 100,000, 

including saturation coverage of Metropolitan Edmonton’s households. 

FREE MARKET INFORMATION 

Ask your Southam representative for a free booklet featuring complete, 

up-to-date information on Edmonton. 


*Sales Management, 1958 Edition. 


OTTAWA Citizen 
MEDICINE HAT News 


HAMILTON Spectator 
CALGARY Herald 


NORTH BAY Nugget 
EDMONTON Journal 


WINNIPEG Tribune 


VANCOUVER Province* 
*Published for Pacific Press Ltd. 


TORONTO—The Southam Newspapers, 388 Yonge St., K. L. Bower, Manager 
MONTREAL—The Southam Newspapers, 1070 Bleury St., J. C. McCague, Manager 
GREAT BRITAIN—F. A. Smyth, 34-40 Ludgate Hill, London E.C. 4, England 
UNITED STATES—Cresmer & Woodward Inc. (Can. Div.), New York, Detroit, Chicago, San Francisco, Los Angeles, Atlanta 
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Canadian Ad Expenditures Rise 
in 1957; Print Up 8%, Broadcast 15% 


(Continued from Page 61) |in undisputed possession of the 
vanced their take to $46,937,074 | English-language sector of Cana- 
in 1957. Automotive and food are | da’s largest city. 
the best-scoring classifications; Not all circulations are up. In 
among Canadian dailies. They got| Toronto, dailies saw their per 
$12,600,000 of the $16,000,000| copy curve slide following a price 
spent in 1957 in publications by boost from 5¢ to 10¢. The 3¢ paper 
automotive manufacturers. In the| in Canada is no more: on Jan. 1, 
food category, they reported get-| 1958, the Charlottetown Patriot 
ting $5,800,000 out of a total of | moved up to 5¢. 
$13,000,000 invested by such ad-| National weekend newspapers 
vertisers last year in print. |continued to advance in advertis- 

While national linage was down |ing. The group, which sold 3,582 
after the first eight months of pages of space in 1956, moved to 
1958, daily newspapers reported a | 3,640 pages last year. Biggest sell- 
gain in revenue of nearly 6% for|er last year, and the year before, 
the period, thanks largely to rate) was Weekend Magazine, which 
increases. The expectation is that | carried 1,210 pages in 1957 (up 
year’s end will see total linage— from 1,190). In second slot was the 
national, local and classified— | Star Weekly, with 974 pages. 
better the 1957 figure slightly. | Third place went to La Patrie, 
elIn A t, ADVERTISING Acs| with 757 pages; in fourth was La 
reported that analysts thought the | Pr esse, with 698. La Patrie was 
earnings outlook for dailies this 20W" from 821 pages and La 
year was “optimistic.” Several | Presse was off from 740 pages. 
trends were noted: growing circu-| Star Weekly had 830 pages in 
lations in most sections of Canada | 1956. 
because of increasing population;| Meanwhile, national dollar 
and some papers getting a “stran-| Volume in dailies has shown the 
glehold” as competitors drop out. following advances since the war: 
In Montreal, the passing of the | In 1947, the total was $13,211,408; 
Herald left the Star and Gazette|in 1950 it was $23,791,541; in 


SHERATON 


the proudest name in HOTELS 


MONTREAL 
The Laurentien 


King Edward Sheraton 


CANADA'S 
LEADING 


NIAGARA FALLS 
Sheraton-Brock 


HAMILTON 
Sheraton-Connaught 


MONTREAL: Sheraton-Mt. Royal 1100 rooms. Three major ballrooms, 
each seating over 1,000 persons, plus fourteen other function rooms accommo- 
dating up to 600. 
MONTREAL: The Laurentien Over 1100 rooms, including several suites and 
private meeting rooms. The modern Laurentien combines with the Sheraton- 
Mt. Royal, two blocks away, for conventions of up to 2,000 people. 
TORONTO: King Edward Sheraton 850 rooms. Crystal Ballroom seats 750 
for dinner, 1000 for meetings. Seven other function rooms accommodating 
up to 400 persons. 
NIAGARA FALLS: The Sheraton-Brock All 300 rooms have an unob- 
structed view of the Falls. Ballroom and Convention Hall seats 400 for dinner, 
500 for meetings. Four other function rooms available. 
HAMILTON: The Sheraton-Connaught 400 rooms. Crystal Ballroom seats 
600 for dinner, 800 for meetings. Two other large function rooms for up to 
ia 500, plus many other rooms accommodating from 10 to 125 persons. 
: ‘ FOR DETAILED INFORMATION ABOUT SHERATON CONVENTION 
al HOTELS contact any Sheraton Hotel or William Gray, Northern Division 
; Sales Mgr., King Edward Sheraton Hotel, Toronto. 


SHERATON HOTELS IN CANADA AND COAST-TO-COAST IN THE U.S.A. 


CANADA BALTIMORE MIDWEST INDIANAPOLIS 
MONTREAL PHILADELPHIA CHICAGO FRENCH LICK, Ind. 
TORONTO PROVIDENCE DETROIT RAPID CITY, S. D. 
RSSES SMALE, OF SeRUOMELS, Men. oo tase SIOUX FALLS, S. D. 
HAMILTON, Ont. ALBANY ST. LOUI CEDAR RAPIDS, lowa 

ROCHESTER OMAHA PACIFIC 
EAST LOUISVILLE 

BUFFALO SAN FRANCISCO 
NEW YORK DALLAS 

SYRACUSE LOS ANGELES 
BOSTON BINGHAMTON, N.Y, ‘Pens early 1959) pacanena 
WASHINGTON (opens early 1959) AUSTIN PORTLAND, Oregon 
PITTSBURGH MOBILE AKRON (opens fall 1959) 


Advertising Age, November 3, 1958 


| 1953 it was $34,333,379. As we, erne, La Revue Populaire, Le Sam-; year to concentrating all its ad- 
_ have seen, the 1956 and 1957 to-| edi, Maclean’s Magazine, Mayfair,|vertising in two four-color issues 
|tals were $43,527,191 and $46,-| Liberty, Reader’s Digest, Saturday|a month and printing the remain- 


| 937,074, respectively. 


Magazines 


| 

Canadian magazine advertising 
in 12 major consumer books last 
|} year amounted to $20,046,551, an 
j}increase of $550,660 over 1956. 
| (The $20,000,000 figure is based 
}on one-time rates; the net rev- 
|}enues of general Canadian maga- 
zines is estimated by Maclean- 
Hunter at $18,090,700 in 1957.) 
|More than $100,006 was spent in 
|the medium last year by each of 
|43 advertisers. The top three ad- 
| vertisers were Canadian Brewer- 
|ies, with an investment of $708,- 
| 683; General Motors of Canada, 
with $620,428; and Jos. E. Sea- 
gram & Sons, with $587,815. 

The magazines which split the 
|expenditures of 1,141 advertisers 
|last year were Canadian Home 
Journai, Canadian Homes & Gar- 
dens, Chatelaine, La Revue Mod- 


Night and Time (Canadian edi- 
tion). 
| In May, this year, Chatelaine 
|}acquired the circulation of the 
Canadian Home Journal, to 
j}achieve the largest circulation of 
|any Canadian magazine. At the 
time of the sale by Consolidated 
Press to Maclean-Hunter, Chate- 
laine had a circulation of 426,673 
and the Journal had over 500,000. 


national magazines 
was launched in 1904. 


in Canada, 


= When the new Chatelaine 
reached the newsstands in Au- 
gust, it was with a book carrying 
more ad revenue than ever at- 
tained in a single issue of any Ca- 
nadian magazine. The revamped 
book’s circulation was well above 
a previously predicted figure of 
675,000. Rates will be based on a 
circulation of 735,000 in 1959. 
Another magazine development 
was Le Samedi’s move early this 


The Journal, one of the pioneer) 


| ing 


issues of the weekly book 
without advertising on lighter pa- 
per stock. Behind the move was 
the intent to counter rising mail 
costs by lowering postal weight. 


® Biggest event of the magazine 
year in Canada came last June, 
when the government repealed 
the 20% tax on the gross adver- 
tising revenue of special Canadi- 
an editions of foreign magazines. 
Repeal of the “unjust and ineffec- 
tive” tax by the Progressive Con- 
servative party came 18 months 
after the Liberal party, then in 
power, enacted the tax, which was 
aimed mostly at the U.S. 

News of the repeal was hailed 
by some, assailed by others. 
Floyd S. Chalmers, president of 
Maclean-Hunter Publishing, big- 
gest magazine publisher in the 
nation, hit repeal as opening the 
door to full-scale invasion by so- 
called Canadian editions of Ameri- 
can magazines. “It is a simple 


t 
CLOSER 


ake a 


LOOK AT 


CANADA — 


EXPLORE THIS GROWING 
AND RESPONSIVE MARKET... 


By the end of 1958, the Canadian gross 
national product will have increased 112 
per cent in ten years, compared with 73 
per cent for the U.S. In five years, the 
Canadian G.N.P. increased at an average 
rate of 6.6 per cent, against the U.S.’ 


5.5 per cent. 


By 1980, Canada’s G.N.P. will hit $76 
billion, 137 per cent up over this year. 


++ WITH CANADA’S 
INDUSTRIAL MARKETING SPECIALISTS 


In Canada, Hugh C. MacLean Publica- 
tions Limited is the largest company 
devoting its energies solely to publishing 
business magazines. In a score of 
industrial markets, a Hugh C, MacLean 
business magazine is there . . . growing 
with Canada. Hugh C. MacLean editors 
—architects, engineers, chemists, 
business analysts, journalists—are all 
specialists in their fields, constantly in 


touch with their markets. 


CANADA’S INDUSTRIAL MARKETING SPECIALISTS 


HUGH C. MACLEAN 
Publications Limited 
1450 Don Mills Road, Don Millis, Ontario, Canada. 
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economic fact,” he said, “that a| 
Magazine using editorial material | 
that has already been paid for 
once (in the U.S.) has a distinct 
cost advantage—a built-in subsi- 
dy to put it bluntly—over any 
magazine produced in this coun- 
try.” He predicted that as a result 
of repeal, Canadians were “not 
likely to get many new Canadian 
magazines and they are certain 
to lose some of the ones they now 
have.” (See magazine tax story 
on Page 61.) 


Business Papers 


Where there were 237 business | 


publications with a combined 
circulation of 1,059,308 in 1948, 
Canada this year has 430 such| 
books with a circulation of 2,500,- | 
000. In 1948, there were 96 mem- 
bers of the Business Newspapers 
Assn. of Canada, and these had a 
circulation of 421,000. This year, 
there are 117 BNA member pub- 
lications with a combined circula- 


to reach 
CANADIAN 
INDUSTRIAL 
MARKETS... 


... Hugh C, MacLean business 
magazines represent your most 
direct route. Staffed by pro- 
fessional editors, with circula- 
tions audited to strict Canadian 
Circulations Audit Board 
requirements, each of these 
magazines covers an important 
Canadian market nationally. 


Electrical News & Engineering 

Electrical Contracting & Maintenance 

Electrical Farming 

Engineering and Contract Record 

The Canadian Architect 

Canadian Consulting Engineer 

Shoe and Leather Journal 

Furniture and Furnishings 

Trade Builder 

Supermarket Methods 

Canada Lumberman 

Canadian Woodworker 

Oil/Gas World 

Canadian Chemical Processing 

Canadian Metalworking 

Manufacturing and Industrial 
Engineering 

Canadian Transportation 

MacLean Building Guide 

Electrical Equipment News 

Industrial Digest 

Doctors’ Digest 

Hospital Construction and 
Administration 

Decision 

Engineering Construction Purchasers 
Directory 

Chemical Buyers Guide 

Building Buyers Guide 


In co-operation with Hugh C. 
MacLean’s Research Department, 
editors of these magazines have 
compiled market data files of vital 
interest to advertisers and agencies. 
Write or phone Sidney J. Cohen, 
Director of Market Research, for 
the comprehensive fact file on 
these mediums and markets. 


HUGH C. MACLEAN 


Publications Limited 
1450 Don Mills Road, Don Mills, 
Ontario, Canada. 
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EN ® 


tion of 832,000. The 117 BNA 
members carry 60% of all busi- 
ness paper revenues. | 

The business papers—which in- 
clude trade, technical, profession- 
al and financial publications—had 
net advertising revenues in 1948 
of $9,681,772, a figure which grew 
to $23,045,625 last year. (Late in 
1957, the revenues of certain 
business papers published in 
newspaper format were included 
in business paper totals; previ- 
ously, they had been counted in 
the newspaper column.) 

The BNA expects the Canadian 
business paper field to grow in 


|numbers, with new books being 


introduced to “serve segments 
and divisions of particular fields, 
where previously one or more 
publications served the field as a 
whole.” 


® Biggest single factor in business 
papers’ development since 1948, 
according to the BNA, has been 
the improvement in the editorial 
quality of publications. And the 
association claims that controlled 
publications which submit to the 
CCAB audit “are undergoing one 
of the strictest circulation scruti- 
nies anywhere in the world.” 

Trends in the field include a 
greater use by advertisers of sup- 
plied inserts with multiple pages 
and color. Similarly, there has 
been an increase in the number of 
“product” inserts in business book 
advertising; that is, ads printed 
on samples of the product, or with 
samples of the product attached 
to the page. 

In the same deal whereby 
Chatelaine absorbed Canadian 
Home Journal’s circulation, Mac- 
lean-Hunter also bought four 
trade books from Consolidated 
Press. They were Canadian Baker, 
Food in Canada, Motor Magazine 
and Trade & Canadian Jeweler. 
Consolidated retained Saturday 
Night, Tobacco & Variety Journal, 
Truck Transportation and Cana- 


|dian Service Data Book. 


Hugh C. MacLean has put out 
three “prototype” issues of a busi- 
ness book called Decision prepar- 
atory to publishing the real thing 
in 1959. The magazine is aimed at 
top executives in business and in- 
dustry and will have a controlled 
7,200 circulation with a rate based 


on $410 a page. 


Radio and Television 


Gross advertising receipts of the 
broadcasting industry in Canada 
totaled $120,000,000 last year. Ra- 
dio, which reported revenues of 
$52,000,000 from national and lo- 
cal advertisers in 1956, moved up 
to an estimated $57,000,000 last 
year. The total tv expenditure, 
which was at the $51,500,000 lev- 
el in 1956, advanced to an esti- 
mated $63,000,000 last year. 

National billings for radio in 
1956 were estimated at $20,800,- 
000. This figure was advanced to 
$22,200,000 last year. Television, 
which reported an estimated gross 
of $33,500,000 for national in 1956, 
zoomed to the $40,000,000 level in 
1957. The Canadian Assn. of Ra- 
dio & Television Broadcasters has 
predicted that television’s gross 
this year should surpass $75,000,- 
000 from local and national sourc- 
es, including network and spot. 


® Last February, the Canadian 
Bureau of Statistics reported that 
the nation’s radio and tv broad- 
casting industry had a net income 
of $6,913,000 in 1956. Radio’s net 
was put at $7,234,000 while televi- 
sion had a deficit on operations of 
$321,000. 

Net revenue figures for radio in 
1956 were put at $21,301,000 from 
local advertising and $16,150,000 
from national. Network and oth- 
er advertising brought in $2,105,- 
000 while $1,105,000 came from 
other operations. Net revenue 


from tv operations in 1956 was 


a 


set 
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Be tactful. Be understanding. Or . . . be a Canadian. That’s by far 
the best advice, because then you will discover how wary, how self- 
conscious your northern neighbor can be. Your discovery will 
reveal a market rich in means — and resistances. Canada is a market 
proud of its soaring ability to buy and enjoy ; increasingly jealous of 
its still half-fledged independence in taste and standards. Ah yes... 
the Canadian owes an obviously profound debt to the investment of 
American capital in his country. He is inescapably obliged -— and 
bears the national obligation with some sensitivity. There is little 
relief for his piqued pride, for the burden of his gratitude. His very 
entertainment floods irresistibly up from the south. He views it with 
uneasy delight. A vigorous sense of identity is being born. The 
Canadian awareness of self —as Canadian— has roots deep in two 
parent cultures and in four centuries of history. But now the Canadian 
is in a new stage of awareness—an awareness of his essential 
differentness from the mighty American neighbor. It is an inevitable 
development. And his self-realization will grow more lucid with every 
affirmation of national uniqueness. By all means, speak 

to the Canadian of your goods and services, but 


speak with care. An American accent, well- 


placed, can win the Canadian. It can also win How to 

no more than a shrug of indifference. How talk to 

to speak to self-conscious people success- : 
self-conscious 

fully? Speak as a Canadian. Observe the 

successful American-Canadian enter- people 


prises, note how they shed all possible stars successfully 
and stripes when they cross the psychological 

border. They become naturalized, Canadianized, 

ingratiatingly “at home’ — in an act of laudable and 

constructive self-interest. They speak in the marketplaces with 
confidence, under the guidance of Canadians whose professional 
interest is to reflect, anticipate and refine the responses of the 
self-conscious Canadian consumer. You get this guidance from 
Canadian advertising agencies. You get the best of this kind of 


guidance from MacLaren. 


su. <8 is a special skill at MACLAREN ADVERTISING CO. LIMITED 
111 RICHMOND WEST, TORONTO 
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put by the Bureau at $31,210,000 | year 


in Canada has been the 


(including $16,642,000 from net-|government proposal for a new 
work advertising, $9,659,000 from)|regulatory board for radio and 


national advertising, 


$4,535,000 | television. 


This board, whose 


from local advertising and $374,-|composition was expected to be 


were said to be $31,584,000. 


000 from other broadcast opera-| announced momentarily, will have 
tions). Total operating revenues | the power to regulate the charac- 


ter of advertising on radio and tv 


Major event of the broadcast‘as well as the time that may be 


in Canada 


A. G. HEIGHINGTON 
Associates 


PERSONNEL SELECTION 
BUSINESS ADVICE 


PSYCHOLOGICAL AND 
MOTIVATIONAL STUDIES 


COMPLETE BUSINESS SERVICE 
TO AGENCY AND CLIENT 


S. L. North, Ph.D. 
O. Weininger, Ph.D. 
—Consultants 


A. G. HEIGHINGTON 
—Director 


407 Yorkville Towers 
Toronto 5 WA 4-8131 


eos BOR SC COC OCS COD 


“OC RMEREREC RPE De SS 


Made or recommended an actual 
purchase as a result of seeing 
a product featured in Post 

editorial or advertising pages 


Made changes in shop or office 
methods as a result of information 
contained in The Financial Post 


(Many acted on more than one) 


When readers act, advertisers profit. 
Sell Canada’s biggest buyers with 


The Financial Post 


Canada’s foremost business newspaper 


481 University Avenue, Toronto 2 
1242 Peel Street, Montreal 2 


West Coast Representatives in the U.S.A. 
Duncan A. Scott & Co., San Fi 


A MACLEAN-HUNTER PUBLICATION 


Here's how 
The Financial Post 
works for you 


In the last 12 months, nearly 
8 out of every 10 Post subscribers: 


Filed copies of Post articles 
or sections for future reference 


Marked articles or advertisements 


for special attention of others 


Requested prices or literature on 
products featured or advertised 
in The Financial Post 


Otherwise investigated products 
featured or advertised 


Source: Gruneau Research Ltd. 


& Los Angel 


given to advertising by stations 
and networks. 

In addition, the proposed board 
of broadcasting governors would 
regulate the establishment and 
operation of networks of broad- 
casting stations, the activities of 
public and private broadcasting 
and tv and the relationship among 
them. 


s Such powers would be taken 
away from the board of governors 
of the Canadian Broadcasting 
Corp., the publicly-owned compa- 
ny which has long administered 
both public and private broad- 
casting. 

The new board will have three 
full-time members and 12 part- 
time members. Each full-timer 
will hold office for seven years; 
each part-timer for five years. 

The end of the CBC’s power 
over broadcasting may mean that 
more stations and more networks 
are in store for Canada. 


Farm Papers 


Farm publications, which moved 
from a net of $5,200,000 in 1956 
to an estimated $5,500,000 last 
year, have been benefiting from a 
recent trend among advertisers to 
use more preprinted color in- 
serts. Another trend is for adver- 
tisers to concentrate their appro- 
priations into fewer books. 

The farm field has not grown 
greatly since 1948, when 45 books 
with a combined circulation of 2,- 
| 178,000 were in existence. This 
|year, there are 52 books with a 
(circulation of 2,507,000. Accord- 
ing to the Periodical Press Assn., 
farming has become increasingly 
technical and a number of publi- 
cations in the field “have consid- 
erably reduced their fiction con- 
tent, particularly serial fiction, in 
favor of technical articles.” + 
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Copy Censorship in Canada 


"We Avoid De-Glamorization of Ads’ 


Our responsibility is to protect 
the consuming public from fraud 
and deception as well as from 
injury to health ... In carrying 
out our responsibilities, we attempt 
to avoid the de-glamorization of 
advertising or unnecessary inter- 
ference in any legitimate technique 
a manufacturer wishes to employ 
to market his product. We are re- 
sponsible, however, to the public 
to guard against open dishonesty as 
well as hidden dishonesty which 
is practiced under a variety of dis- 
guises. 

... Advertising should not dis- 
parage a competitor’s product. We 
feel that if advertisements criticize 
or disparage other products, pub- 
lic confidence in the integrity of 
all products is bound to be under- 
mined... 

We would not regard it in the 
public interest to develop a fear 
psychology in order to soften a 
market for a product... 

To illustrate the danger of 
acid imbalance, [the advertiser 
showed] a piece of cloth with a 
big acid burn in it ... Apart 
from the good taste rule, we also 
objected to this because it was 
confusing, if not misleading, in 
that under no conditions could 
the hydrochloric acid content in 
one’s stomach reach a concentra- 
tion sufficient to burn a hole in 
a piece of cloth let alone in one’s 
interior... 

Another device which we face 
is the use of the nutrient chart 
... What the advertisement as a 
rule fails to make clear is that 
the chart is only correct when the 
product is mixed with milk and 
then it fails to point out the per- 
centage derived from the milk 
and the percentage from _ the 


product itself. 

. Broadcasting continuities 
may not make reference to stom- 
ach ailments, kidney disorders, 
skin eruptions, offensive body or 
breath odors and so forth. There 
are a number of euphemistic 
phrases or devices, however, 
which can be employed to sug- 
gest the subject which may not 
be openly discussed. Thus offen- 
sive body and breath odors can 
be dealt with in a positive way 
such as “insure daily freshness,” 
or “keep fresh.” Skin eruptions, 
pimples and blotches are more 
delicately described as skin blem- 
ishes, and constipation by the ex- 
pression “regular” or “regulari- 
ag 

Diagrammatic pictures of one’s 
interior are not permitted. A few 
days ago we were asked to ap- 
prove of copy showing the dia- 
gram of the mouth to the stom- 
ach and of various foods making 
their passage and entrance to the 
stomach. On reaching the stomach, 
the onion, the carrot, the potato 
and so on donned boxing gloves 
and engaged in fisticuffs to the 
stomach’s great and apparent dis- 
comfort. The final sequence, how- 
ever, showed the named product 
making a grand entrance, and 
like the kind of United Nations 
truce force that we hope to see, 
quelled the disturbance and re- 
stored peace and harmony. 

Needless to say, this advertise- 
ment did not pass either our re- 
view or the good taste policy of the 
{Canadian Broadcasting Corp.]. 


—Robert E. Curran, legal ad- 
visor to the Department of 
National Health and Welfare, 
Ottawa. 


THE DOMINANT’ BROADCASTING MEDIA 


for Vancouver, Victoria, Vancouver Island 
the Fraser Valley, New Westminster, Powell 
River and Campbell River! 


A MARKET OF OVER 1,000,000 PEOPLE! 


*Check any Canadian Survey: Elliott Haynes, International, 
BAB, McDonald —KVOS is rated tops! 


National advertisers now using KVOS-TV for the British Columbia 
ush include: Proctor and Gamble, Lever Brothers, Colgate, Bristol 
yers, Whitehall Pharmaceutical, Shulton, Max Factor, Sterlin 

Avon, Anahist, Vicks, Carters, Fels, Maybelline, Kellogg, Quaker Oats, 

Miles Lab., Drackett and many more. 


KVOS-TV 


BELLINGHAM, WASH. 


Drugs, 


Represented by: Forjoe, U.S. 
and Stovin-Byles, Canada. 
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AL MEYER has been named vp and 
head of the merchandising and 
sales promotion department of Er- 
win Wasey, Ruthrauff & Ryan, Los 
Angeles, effective Nov. 15. Mr. 
Meyer moved to California early 
this year after 10 years with Leo 
Burnett Co., Chicago, where he was 
manager of grocery product mer- 
chandising and promotion. 


Promote News, 
Not Supplements, 
deBeaubien Urges 


(Continued from Page 3) 
duce direct results.” 

He urged newspaper salesmen 
to sell from the advertiser’s point 
of view and to stop citing total lin- 
age figures, which are of no inter- 
est to retailers. “Prove to a retailer | 
that you want to help him get more | 
sales and you will sell him,” he} 
said. 


= James LeRoy, advertising man- 
ager of the Kroger Co., charged 
that monopoly city newspapers sell 
only space and few provide service 
to their retail accounts. 

In cities with competing newspa- 
pers, retailers get good service, Mr. 
LeRoy said, and he cited the three 
Detroit newspapers as good exam- 
ples. 

“Give retail accounts more rea- 
sons to advertise in your newspa- 
pers; national advertisers with co- 
op ad funds will usually follow the 
leads of their retail outlets,” Mr. 
LeRoy said. 

In a question and answer period 
that followed, Mr. Crissman urged | 
newspapers to provide retailers) 
with more detailed breakdowns on | 
where their circulation is located. 

On the subject of service, Mr. 
LeRoy asserted that radio and tv 
stations are much more flexible 
than newspapers in that they can 
change retail ads at very short no- 
tice. Many radio and tv stations 
also do excellent merchandising 
jobs for advertisers, he added. 

Mr. Bond charged that many 
special newspaper sections are 
published that “aren’t very inter- 
esting and have no real meaning. 
It is easy to latch on to some spe- 
cial event and throw a lot of ads 
together but I wonder if such sec- 
tions are effective,’”’ Mr. Bond said. 


s Byron J. Nichols, Chrysler Corp. 
group vp-sales, predicted that 5,- 
500,000 cars will be sold in 1959. 
Of that total, 400,000 will be im- 
ported cars, he said. 

“The economy is moving up and 
forward on a broad front,” Mr. 
Nichols said. “Helping to push it 
ahead is a mood of optimism among 
consumers as well as business men. 
If this confidence surges far 
enough, it is possible that automo- 
bile sales in 1959 will exceed our 
most optimistic expectations.” 

Mr. Nichols said the important 
factors behind the optimistic re- 
ports arriving from Chrysler Corp. 
dealers and their company’s field 
sales organizations are (1) a more 
confident attitude on the part of 
many buyers who have been post- 


poning purchases until they felt 


the economic weather was more 
settled and (2) the pent-up pool 
of purchasing power created by 
increased savings. + 


‘American Home’ Sets Drive 


; to Promote Curtis Parent 


American Home, magazine re- 
cently acquired by Curtis Pub- 
lishing Co. (AA, April 28), has 
launched a month-long advertis- 


ing campaign to promote the fact’ 


that it now is a Curtis publication 
and is “backed by all the re- 
sources and prestige of Curtis.” 
Media will include advertising 
trade publications, New York and 
Chicago mewspapers and other 
publications, plus suburban sta- 
tion posters in the New York and 
Philadelphia areas. In addition, a 
special promotion piece and re- 
prints of ads will support the cam- 


paign. 


While American Home, which 
has a circulation of about 3,200,- 
000, still is published by the Amer- 
ican Home Magazine Publishing 
Co., now a Curtis subsidiary, many 
details of publication and distri- 
bution are being integrated with 
those of the parent company. 
American Home’s ad sales offices 
in Boston, Detroit, Chicago and 
Cleveland are being combined 
with Curtis offices. Batten, Bar- 


17 


ton, Durstine & Osborn is the 
agency for the drive. 


Bon Ami Hearing Postponed 

The hearing on the attachment 
levied on the bank account of Bon 
Ami Co. by Weiss & Geller has 
been postponed for the second 
time. The hearing, first scheduled 
for Oct. 20, was postponed until 
Oct. 24; now it has been postponed 
until Nov. 7. 


Oui! Au Canada presque 

un sur deux de vos 
meilleurs clients lit 
Sélection du Reader’s Digest 
ou Reader’s Digest 


Selling in Canada is a two-language job. And the 
one publication that speaks both languages is 
Reader’s Digest, with separate editions in English 
and French. Most advertisers use both editions. 
Each month the Digest is read by one out of 


In Canada nearly 
every other one of your 
best customers reads 


Reader’s Digest 
or Sélection du Reader’s Digest 


rred 


a Rese | 
a 


every three Canadian adults—including nearly 
every other person in families earning $7,000 a 


year or more.. 


. your best customers. The cost? 


Less-per-thousand circulation than any other 
Canadian publication, English or French! 


Canada’s best customers read the 


JReaders Digest 


230 Park Ave., New York City 
44 King St. W., Toronto 


Prudential Plaza, Chicago 


1015 Beaver Hall Hill, Montreal 
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DIRECT MAIL IN CANADA 


Save 50% on Postage 
3rd Class Postage is 4¢ in U.S. on 
mailings to Canada. It only costs 
us 2¢, 


We are Canada’s largest and spe- 
cialize in serving U. S. Direct 
Mail Advertisers in the produc- 
tion of Mailing Lists—Printing— 
Letters — Addressing — Premium 
Mail-away Service — Simplified 
Householder Mailings — Contest 
Judging — Mailing. 


HERBERT A. WATTS LIMITED 


| Along the Media Path 


tion included five special sections: 
“Man and Space—Freedom of the 
| Universe,” “Awakening of Peo- 
ples—Freedom for Self-Govern- 
| ment,” “Man and Nature—Free- 
dom from Material Limitations,” 
“Man’s Relation to Man—Freedom 


The Christian Science Monitor, 
| published its 50th anniversary edi-| ute and memorial to Katharine A. 
tion on Oct. 18. The 104-page edi- | 


e Good Housekeeping, as a trib- 


Fisher, who served for 29 years as 
director of the Good Housekeeping 
Institute, is establishing an annual 
fellowship for home economics 


|teachers. The fellowship provides 


$2,000 to be awarded annually to 
a home economics teacher for the 


|purpose of graduate study. 


135 Liberty $t., Toronto, Canada 
Telephone LEnnox 1-9986 
Branch——Montreal 


|for Spiritual Unfoldment,” and | 
“Relation of Nations—Freedom|e The South Bend Tribune held its 
| from War.” | second annual Voice of the People 


HALIFAX is one of the 8 Major Cities in 


Canada With Newspapers Over 106,000 A.B.C. 


In planning your schedules you will want to have this market on 
your “A” list. The Halifax combination gives you complete coverage 
of the metropolitan area, and majority coverage of the whole retail 

trading area (N.S. Mainland). Cover this market 
W\\\ItHH}! 


effectively ... economically ... with 
THE HALIFAX CHRONICLE-HERALD 
and THE HALIFAX MAIL-STAR 


Representatives: warp-crirritH & co. inc,uSA. A.B.C, 107,162 Daily 
E A. WILLIAMS. Toronto-Montreal ROP COLOR AVAILABLE 


any other 


i For $4 cncsccslive vaety - Ewan ene 
Bare, eationd costed paper in : 


in food 


advertising, i rn ape 
ta 


Media Records also show La Patrie to be 
leading in the following classifications: 
hotels and resorts; furnishings; paints, 
panel boards, etc.; toileteries; clothing; 
confections; jewellery; sporting goods; 
transportation; insurance; garden supplies; 
pharmaceuticals. It’s your sure entry into 
the homes of close to 4,000,000 French- 
speaking Canadians. 


fa Datrie 


Published at 180 St. Catherine St. E., Montreal 
Ontario Office: 19 Melinda St., Toronto 
USA Representatives: Ralph R. Mulligan 


phy 
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HONORED—Eugenio Lopez Sr. (left), co-owner and publisher of the 
Manila Chronicle, is congratulated by President Carlos P. Garcia as 
the latter presents the Standard Vacuum Oil Co.-National Press Club 
of the Philippines award for outstanding public service by the news- 
paper during 1957. The Chronicle is the first newspaper to receive an 
award; other recipients have been individual newspaper men. 


dinner during National Newspaper 
Week. More than 530 contributors 
to the newspaper’s letters column 
were guests along with federal, 
state, county and local officials. 
The dinner gave the contributors 
a chance to question the officials 
on a face-to-face basis. 


e A greeting card-style folder 
called “Breaking through the space 
barrier!” proclaims that American 
Girl circulation is “Up...Up... 
Up...” With a guarantee of 600,- 
000, the folder points out, the mag- 
azine’s average net paid ABC for 
the six months ending June 30 was 
651,673 and “... we are now deliv- 
ering over 670,000.” 


e “There's a time for work ... and 
a time for leisure,” according to 


| Holiday’s latest promotion piece— 
lappropriately die-cut in the shape 
of an old-fashioned pocket watch. 


e The initial edition of American 
Automatic Merchandiser, Evanston, 
Ill., the November issue, carried 
52% pages of advertising in a 100- 
page issue. The circulation of 8,000 
is controlled. 


e McCall’s has scheduled a new 
series of seminars to discuss prob- 
lems of distribution and sale of 
cosmetics and toiletries through 
drug stores. The first session will 
be held Nov. 17 in New York. 
Participation will be by invitation 
only. 


e The first issue (AA, June 2) of 
Assembly & Fastener Engineering, 
out in October, contained 114 
pages which included 56 pages of 
advertising, according to Hitch- 
cock Publishing Co., Wheaton, III. 


e WBKB, Chicago, has installed 
weather forecasting instruments in 
its studios, thus becoming Chicago’s 
first tv station to provide weather 
reports from its own meteorological 
laboratory, the station reports. The 
station announced its new service 
with a two-color page in the Chi- 
cago Sun-Times. 


e Look is planning its final food 
promotion of the year. It will 
break right after Thanksgiving and 
run through the holidays. The pro- 
motion will be built around the 
theme, “Our Best to You for the 
Holidays,” and will provide stores 
with point of purchase materials: 


|e Effective with the December is- 
sue, the name of Wholesale Drug 
Salesman will be changed to 
Wholesale Drug Sales. Davidson 
Publishing Co., Duluth, also plans 
|changes in content and format for 
the publication. 


e “Football from the Ground Up” 
is available free from KMPC, 5939 
Sunset Boulevard, Hollywood 28. 
The booklet is “designed to help 
the average fan follow football 
games with a reasonably bright 
look.” The promotional piece cov- 
ers the subject lightly, is the second 
publication by the station, whose 
springtime “A Housewife’s Guide 
to Baseball” was an “overwhelm- 
ing success,” the station says. 


e “The Fine Arts of Minnesota 
Living” is the ninth and last cen- 
tennial special section published by 
the Minneapolis Sunday Tribune. 
The section, which carries no ad- 
vertising, reports on the cultural 
life and achievements of the state. 
The U. S. Information Agency has 
bought 10,000 copies of the supple- 
ment for distribution, the newspa- 
per reports. 


e Daniel Starch & Staff, in con- 
sultation with the Advertising Re- 
search Foundation, has completed 
its motivation study for True on 
the question of “male vs. female” 
influence in the purchase of 12 
products. The 12 studies, released 
separately starting a year ago (AA, 
Oct. 21, 57), are gathered in a re- 
port which runs to 272 pages. The 
report shows the male influence to 
be the dominant factor in each 
category. True asks why, then, 
men’s books do not get a greater 
proportion of the advertising dol- 
lar. 


e The Chicago American again 
will publish its “Mary Martensen’s 


hn 
as 


e Self Winding Clock Co. reports| ay 


that its clock spectaculars—clocks 
with advertising panels attached— 
in the New York subways have 
passed $500,000 in annual billing. 
135 clocks are now in operation. 


e Ivy Magazine and Esquire are 
sponsoring a short story contest for 
undergraduates. The contest offers 
a first prize of $600, second prize 
of $300 and third prize of $100. It 
closes Dec. 31. 


— 


BLAST-OFF—Christened “Independ- 
ent III,” this missile dramatized the 
launching of the Pasadena Inde- 
pendent in new dress (new head- 
line type, new format and new 
features) on Oct. 27. The Army 
Corporal was borrowed for the 
promotion. 
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Cooking & Homemaking Guide” on 
Nov. 6. 


e A new study, “What Spot TV 
Did for Sales in the Beer & Tobac- 
co Industries,” has been released 
by the television division of Ed- 
ward Petry & Co. 


e NBC Network Radio has re- 
leased a study on the effectiveness 
of Universal CIT Credit Corp.’s 
advertising on NBC’s “Monitor.” 
The 22-page report is available 
from T. E. Coffin, director of 
NBC’s research department. 


e Another promotion piece by 
NBC—this time for its tv network 
—is called “The Great Audience 
Shift of 1957-58.” It compares pro- 
gram ratings. 


e The Montreal Gazette and To- 
ronto Globe & Mail became the 
first Canadian newspapers to use 
high fidelity color inserts for ad- 
vertising. The ads are preprinted 
on roles of coated paper. 


e The Television Bureau of Ad- 
vertising has released a new sales 
aid designed to increase auto ad- 
vertising on tv. The sales aid is in 
the form of a “calculating wheel” 
and gives answers to questions 
about automobile advertising. The 
“wheel” is available from TvB, 444 
Madison Ave., New York, in lots 
of 12 at $5. 


e Department of New Laurels: 

The Philadelphia Daily News 
registered the highest circulation in 
its history in September with an 
average of 217,296. 

True reports that November ad 
revenue is up 25% over November, 
1957, while December revenue will 


79 


900,884. 

Life says its special Dec. 22 is- 
sue is already running 30% over 
last year’s holiday special in rev- 
enue. The issue will cover enter- 
tainment. 


Popular Science reached a new 
high in ad revenue with its Octo- 
ber issue. The gross ad revenue for 
the month was more than $300,000, 
the publication reports. 

Coronet’s November issue carries 
58 pages of advertising—a gain of 
35% over the same 1957 issue. 

Good Housekeeping reports an 
alltime high for both revenue and 
circulation. Revenue for January 
through August is reported at $13,- 
475,000, up from the $12,824,000 
for the same period in 1957. The 
six-month average net paid circu- 
lation was 4,367,766, up from the 
circulation for the same period in 
1957 of 3,867,010. 

For the second consecutive year, 
the New York Journal-American 
won the Chief plaque for the 
“Best-Written Hearst Newspaper 
of the Year.” + 


WORRIED? :: 


You won’t be 


when you 


USE THE SERVICES OF 


CENTURY 


ELECTROTYPE COMPANY 


Electrotypes e Plastic Plates « R.O.P. Mats 
160 East Illinois Street, Chicago 11 « DElaware 7-1541 


top the same month last year by 


51%. 


The 28 international editions of 
Reader’s Digest registered a 7.3% 
gain in ad linage in the first nine 
months of 1958 over 1957. 

Television Bureau of Advertising 
reports that network tv audiences 
for the first nine months of 1958 
showed an 8% increase in average 
evening program audiences and a 
13% jump in average daytime au- 
diences over the same period in 
1957. 

Grit reports an alltime high in 
ad income for October. Though 
only a four-week month, Grit 
says, the total October billing was 
greater than in any other four or 
five-week month in the publica- 
tion’s 75-year history. The October 
issues are running about 25% 
ahead of last year. Circulation is 
also up, Grit reports, with the June, 
1958 statement showing an average 
net paid circulation of 991,481— 
10% over the June, 1957 figure of 


DREAMS CAN 
COME TRUE 


-Mr. Sales and 
Advertising Manager 


Here is what you need to 
increase sales! The best 
Silent Salesman yet—will 
outsell most talking sales- 
men! Win friends and 
customers ... move your 
product off floor or coun- 
ter... reduce your sell- 
ing costs ... get more 
retail outlets. For full de- 
tails on this promotional 
product, now being in- 
troduced, write THE 
OHIO ADVERTISING 
DISPLAY CO., CINCIN- 
NATI 14, OHIO. 


Helburn 
BUY IT... BILL IT ...ON CHAMPION PAPERS + 

* . ‘ 
From the original order to the final billing, Champion provides the record- 
keeping papers to do the job easily and efficiently. Smooth, strong, lightweight 
bond papers by Champion are available in a wide variety of colors for a wide 
variety of uses. New register bond, with its rugged qualities, was created specially 
for multiple copy work and continuous forms. And for general office work, 
Champion’s new multi-purpose Daily Mail Bond has already won acceptance. 
CHAMPION SETS THE PACE IN PAPERMAKING 
CHAP ® Quality coated and un- 
PION? PAPERS Buty coated and un 

magazines, envelopes, Fi 


labels, boxwraps, greet- 
ing cards, business forms, 
tags, tablets, food packag- 
ing, and many other uses. 


THE CHAMPION PAPER AND FIBRE COMPANY e HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, 
Cincinnati, Atlanta, Dallas, and San Francisco. Distributors in every major city. 
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AT ASC CONVENTION—Discussing | 
current problems of the advertis-| an -—- 
ing field at the annual convention | 
of Audit Bureau of Circulations 
are Theodore Repplier, president of | 


the Advertising Council; Frederic 

R. Gamble, president of American 

Assn. of Advertising Agencies; | 

Charles Collier, Advertising Assn. 7 

of West; Thomas Haire, Haire Pub- | 

lishing Co.; William E. Steers, Do- ‘ 
herty, Clifford, Steers & Shenfield; | 

Andrew Heiskell; Life; Stanley R. ’ 


Clague, Modern Hospital Publish- | 


ing Co.; W. B. Wiemers, Farm) 

Journal; Paul B. West, president of | . 
Assn. of National Advertisers;| 

James M. Rankin, Topeka Capital | 

and State Journal; Leo Williams, ; 

Home Furnishings Daily; Wallace | 

Wulfeck, Advertising Research 

Foundation, and C. James Proud, | 


president of Advertising Federation 
of America. | 


Schwimmer Releases Two 

Walter Schwimmer Inc., Chica- 
go, distributor of two filmed tv 
sports series, “All-Star Golf” and 
“Championship Bowling,” will soon 
be releasing the reruns of the two 
properties for spring and summer 
syndication. Top golf matches, sold 
under the title, “Top Pro Golf,” 
will feature leading professionals 
in matches for more than $80,000 
in prize money. A new E series of 
“Championship Bowling” will be 
offered for syndication on a sta- 
tion by station basis. In addition 
to the two latest series, Schwim- 
mer also is offering the previous 
A, B, C and D series of “Champion- 
ship Bowling,” the initial year of 
“All-Star Golf” and a variety of 
radio features. 


ee 


TelePrompTer Names Sargent 
William V. Sargent, formerly di- 
rector of administration of NBC- 
TV, has been named to the new 
post of vp for administration of 
TelePrompTer Corp., New York. 


Plants 
F lowers 


Write for FREE SAMPLE 
of an exotic plant 


Worlds Largest Supplier 
of Horticultural Premiums 
Please write ottention ARTHUR ADAMS 


( jonchios OF HAWAII, INC. 
“. “National Sales Office 
305 -7th AVENUE, NEW yfORK 1,N Y¥ 
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Scofield Hart Butler Kennedy Buddle Lantz Weintz 


TO GET THE 16 
DIAL 880 


You'll find it’s the best connection in 
town! Not only because WCBS Radio 
reaches more families (daily avg.: over 
1.6 million*) than any other radio station 
in town. But because we reach them with 
famous, established personalities — the 
kind of people other people really listen 
to. And believe in.t That’s why your com- 
mercial delivered by Jack Sterling, for in- 


—_—— 


stance, or Lanny Ross, Freeman & Hayes, 
Galen Drake, Jim Lowe or Martha Wright, 
has the authority, the believability it 
takes to turn listeners into customers. 


Want to set that process in motion fast? 
Just dial us today. One or all of these 
stars can be telling your product story 
to New York tomorrow. It’s as easy as 


z ” WCBS RADIO 


Represented by CBS Radio Spot Sales 


*Most recent Cumulative Pulse Analysis 
tMotivation Analysis, inc. Study of Listener Attitudes 


COFFEE BREAK—Relaxing between 
sessions at the annual convention 
of Audit Bureau of Circulations 
are James N. Shryock, ABC; H. H. 
Rimmer, Canadian General Elec- 
tric Co.; Alan T. Wolcott, ABC; 
Russell E. Scofield, Lexington Her- 
ald-Leader; William A. Hart, Ad- 
vertising Research Foundation; 
Ralph Starr Butler, advertising 
consultant; Robert Kennedy; 
Charles Buddle, J. P. McKinney & 
Son; Walter Lantz, Shulton Inc. 
and board chairman of ABC; Wal- 
ter Weintz, Reader’s Digest; F. E. 
Davis, Newsweek; Bernhard M. 
Auer, Time; and John Brandt, TV 
Guide. Mr. Kennedy spoke at the 
convention. 


Leonhardt Joins B. Heller 

Robert E. Leonhardt, formerly 
ad manager of Pfaelzer Bros., 
Chicago meat packer, has been ap- 
pointed advertising and sales pro- 
motion manager of B. Heller & Co., 
Chicago, manufacturing chemist. 


Hoyt Howard Moves 


Hoyt Howard Inc., New York 
art consultant, has moved to 210 
E. 39th St. 


COLOR % 
SELLS! <¢ 


ONE AD SELLS 
|= 16 CARLOADS 
OF HAWAIIAN 
PINEAPPLE * 


o» pocsaoe! 
BOSE 


=~. 


Bare Oe Ree 


v 


" *IGA Stores ran the ad in 
Columbus and Dayton, 
Ohio. Stockboys are still 
_- staggering from the 
18,500 cases they carried. 
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REVIEW 

OF THE 
WEEK 


SWEETS—This new poster for W. F. Schrafft & Sons Corp. contains 

300 sq. ft. of chocolates, is a color reproduction of Schrafft’s new box 

cover. The poster is part of an expanded fall campaign in 30 New 
England and middle Atlantic markets. 


Burnett Pate Young Murphy 
AD COUNCIL—Robert Murphy, Deputy Under Secretary of State, and 


PLAYERS — Agency-Men-Who-Like-To-Play-Chess- 
Unincorporated, sponsored by Grey Advertising 
Agency, New York, line up for a first game com- 
plete with a kibitzer, Hal Davis (standing), club 
chairman and Grey radic-tv vp. The players are 
(near row, front to rear) Ed Dvorak, Lennen & 
Newell; Neil Brant, L. W. Frohlich & Co.; Ed Par- 


Foster Johnson 


Malo 
BROADCASTERS—Conferees at the National Assn. of Broadcasters meeting in Boston in- 
cluded Robert C. Foster, Foster & Creed, Boston; Broaddus Johnson, Paul H. Raymer 
Co., New York; William Malo, WDRC, Hartford; Harold J. Bresson, Ampex Corp.; 
George E. Sterling, Guy Gannett Broadcasting Service, Portland, Me., and former FCC 


melee and Brock Petersen, Benton & Bowles; Rich- 
ard K. Manoff and Barney Daniels, Richard K. Man- 
off Inc.; (second row, front to rear) Robert Larimer, 
McCann-Erickson; Fred Grumman, Atherton & Cur- 
rier; David Diener, Monroe Greenthal Co.; W. Alex- 
ander, Dowd, Redfield & Johnstone; Bob Pliskin, 
McCann; Gene Gramm, MacManus, John & Adams. 


Bresson Sterling Wasilewski 


Gen. Randolph McCall Pate, commandant, U. S. Marine Corps, were 

guest speakers at the Advertising Council board of directors dinner 

meeting in Chicago (AA, Oct. 27). Also pictured here are Leo Bur- 

nett, chairman, Leo Burnett Co., and James Webb Young, senior 
consultant, J. Walter Thompson Co. 


ay 

Kellstadt Murphy Marsh 
DINNER MEETING—Pictured at the head table at the Advertising Coun- 
cil board dinner in Chicago are Charles H. Kellstadt, president, 
Sears, Roebuck & Co.; Deputy Under Secretary of State Robert Mur- 
phy; E. S. Marsh, president, Atchison, Topeka & Santa Fe Railway 
System, dinner chairman, and Louis N. Brockway, chairman, execu- 
tive committee, Young & Rubicam, and past chairman of the Ad 

Council. 


Brockway 


Kops Houwink Tanger Arries 


commissioner; Vincent T. Wasilewski, NAB staff; Daniel W. Kops, WTRY, Troy, and 
WAVZ, New Haven; Frederick S. Houwink, WMAL-TV, Washington; Alexander M. 
Tanger, WHDH-AM-FM-TV, Boston, and Leslie G. Arries Jr.. WHDH-TV, Boston. The 
broadcasters’ two-day meeting was held at the Hotel Somerset. 


Martin 


Hurley 
NAB—Pictured at the National Assn. of Broadcasters meeting, Region 1, in Boston are 
James J. Hurley, WNEB, Worcester; Malcolm Laing, American Broadcasting Co.; Stuart 
T, Martin, WCAX-TV, South Burlington, Vt.; Paul Rittenhouse, National Broadcasting 


Laing 


Rittenhouse Armstrong Bowen 


Newcomb Kearsey Kelly Knight 


Co.; George (Bud) Armstrong, WHB, Kansas City; Donald A. Bowen and Arthur A. 
Newcomb, WEIM, Fitchburg, Mass.; Walter Kearsey, WBRK, Pittsfield; James Kelly, 
WMUR-TV, Manchester, and Carter S. Knight, Harrington, Righter & Parsons, Boston, 
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you can cover these 


KEY PACIFIC 


COAST MARKETS 
with 


ROTOGRAVURE GROUP 


consisting of the home edited rotogravure magazines of these 
3 great independent newspapers 


Sunday 


Los Angeles Times, San Francisco Chronicle, Seattle Times 


1,389,608 CIRCULATION 


THESE 3 MARKETS REPRESENT 


51 % Population 
55.1% Total Retail Sales 
54.9% Food Sales 

56.8 %, Drug Store Sales 
55.7% Automotive Sales 


of the Pacific Coast states 
with a population gain of 23.1% since 1950 
retail sales increase of 41.4%. 


Sunday) ROTOGRAVURE GROUP 


also offers national, regional or local advertisers 
. @ National magazine quality with local impact 
@ Readership through every page of local interest 
@ One Order—One Billing 


FAR WEST 


Los Angeles Times San Francisco Chronicle Seattle Times 
Cresmer and Woodward Sawyer Ferguson Walker Omara & Ormsbee 
ADVERTISING San Francisco Garfield 1-2507 Chicago RAndolph 6-9149 Philadelphia LOcust 4-2736 
OFFICES Los Angeles DUnkirk 9-1371 New York OXftord 7-2540 Atlante MU 8-6522 
; Detroit TRinity 2-2184 
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HUTCHINGS & MELVILLE, Inc. Custom Photoengraving 


4043 NORTH RAVENSWOOD AVENUE, CHICAGO 13° EASTGATE 77-9220 


Advertising Age, November 3, 1958 


Cunningham Recants Doom Forecast 
for Westerns; They'll Die ‘Eventually’ 


(Continued from Page 2) 
many more of them. 

“Second, their ratings are hold- 
ing—high. 

“Third, our research shows they 
have an exceptionally low index 
of boredom. 

“Fourth, they are still the fav- 
orite among men—by a large 
majority. 

“But nevertheless this wave of 
westerns will ultimately subside 
—just as the waves of roller 
derbies, plunging necklines and 
the swarm of comedians subsided. 
The merciless index of boredom 
finally takes over. The next wave 
will probably be adult spaceman- 
ship shows—including the purple 
people eaters.” 


s Mr. Cunningham noted that this 
year’s Cunningham & Walsh Vid- 


me le rings out 
WORCESTER Billion Dollar Market — 


Daily and Sunday 


WEOCECTER Ceeeet taiceece 


the FEATURE 


“ 
_ 


VAnun~= 


WESTMI 


Daily Circulation 162,449; 
Sunday 105,300 


The Worcester Sie * 


TELEGRAM ano GAZETTER 
WORCESTER, MASSACHUSETTS 


MOLONEY, REGAN & SCHMITT, Inc, 


Notional! Representatives 


eotown study sought to determine 
television’s effect upon children 
and its power to sway elections. 

He said mothers resent to “some 
degree the pressure that adver- 
tisers put on their children—and 
more often than not deplore the 
products that advertising sold to 
their children.” The mothers re- 
ported that their children love to 
listen to the commercials and that 
“they could not say the same for 
themselves.” 

Mothers, Mr. Cunningham con- 
tinued, do not consider television 
an educational aid though they do 
find it an excellent baby sitter; 
they dislike so much killing and 
gunfire on tv and object to bad 
grammar in the cartoons. 

“Quite unfairly, we believe, 
they blame the sponsors and the 
advertisers for not delivering 
more education to their children— 
rather than themselves for not 
leading their children to the more 
educational programs—of which 
there are many,” Mr. Cunningham 
said. 


® As for tv’s influence on politics 
in Videotown the agency president 
noted: 

“The majority, of course, felt 
that tv brought the candidate 
more intimately close to them and 
helped them get a better feel of 
his ability and personality—to the 
extent of 70%. 

“24% said they had changed 
their opinion of a candidate dur- 
ing a political campaign because 
of tv. 

“8% said they had actually 
changed their vote from one can- 
didate to the other as a result of 
seeing the candidate on tv. 

“This figure becomes much 
more significant when you con- 
sider that included in the survey 
was that 70% of the electorate 
whose vote is frozen. 

“This 70% is made up of the 
voters whom the Democrats call 
‘stupid black Republicans’ and 
whom the Republicans call ‘dumb 
dyed-in-the-wool Democrats.’ At 
any rate, it is immovable. That 
leaves 30% of the electorate which 
is independent or switchable. 


a “So, if 8% of the whole elector- 
ate changed its vote because of tv, 
with this 70% immovable core, 
then to get the true power of our 
figure, we must multiply our 8% 
by three and conclude that at 
least 24% of the independent vote 
is switchable by television. 

“An amazing new power has 
been thrust into the political 
scene,” Mr. Cunningham asser- 
ted. + 


Whirlpool Realigns Ad Statt 

Whirlpool Corp., St. Joseph, 
Mich., has separated advertising 
and promotional functions in its 
RCA Whirlpool appliance sales de- 
partment “to relieve personnel of 
overlapping responsibilities.” Ray- 
mond A. Muldoon, national ad 
manager, will add local advertising 
to his duties. J. A. Schulte, pre- 
viously advertising administration 
manager, becomes national sales 
promotion manager. John H. Trux, 
who formerly handled advertising 
and promotion of refrigerators, 
freezers, ranges and air condition- 
ing, has been named assistant na- 
tional ad manager. 

Other former combination ad 
and promotion men now will de- 
vote their efforts to promotions. 
L. W. Howard is general manager 
of advertising and sales promotion. 


NL&B Names Smith 

Hal Smith, formerly with Na- 
tional Broadcasting Co., has been 
appointed press representative of 
Needham, Louis & Brorby, Chicago. 
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The snip of scissors means the construction job’s complete. It’s the 


climax of months—and often years—of many construction men doing 
many jobs. Contractors, consultants and craftsmen...foremen and 
financiers...company presidents and construction specialists im 
industry and government —they’re all part of the job, all part of 
construction’s buying team and all part of the largest across-the-board 


construction audience ever assembled by a magazine! 
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Sell EN-R’s 79,000 and you sell the men who build America ENGINEERING 


NEWS-RECORD 


A McGRAW-HILL PUBLICATION +» ABP ABC * 330 WEST 42nd STREET, NEW YORK 36,N.Y, 
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Decade of Starch Gives Plenty of Data to 
‘Business Week,’ Which May Drop Study 


better than two-thirds pages, but 


ings, don’t provide additional read- 


spreads don’t, on the average, beat/ership to the same degree. Per- 
|full pages by 100%. “However,| haps this is due to the fact that 


|some spreads get up to 200% bet- 


CIncINNATI, Oct. 28—Ten years;ad did not score higher on the /ter readership than single pages 
of Starch readership research has/| right-hand pages than on the left-|in the same product category,” 


given Business Week and its ad-| hand pages. 


2. Size. The larger ads did bet- 
ter than the smaller, Mr. Sawyer 
said. For example, 
pages got 23% more attention than 
b&w pages, “23% more attention 
15% more dollars—a good 
buy,” he noted. Full pages do 50% 


vertisers some definite answers on 
how various factors influence the} 
attention an ad gets, Bayard E.| 
Sawyer, associate publisher of | 
Business Week, told the Cincin-| 
nati adclub last week. 
In fact, so successful has the 
Starch study been, Mr. Sawyer 
told the group, that Business Week 
is thinking of dropping Starch 
next year. A survey of agencies 
and advertisers revealed that now | 
that plenty of data on readership | 
is available, the advertiser is in- 
terested in finding out what hap- 
pens after his ad is read. 
® Culling through 10 years of | 
Starch research, Mr. Sawyer gave 
the following “hints and trends” 
on various factors in advertising: 


1. Position. Starch data, Mr. 
Sawyer said, does not suggest that 
position is an important factor. 
Ads in front of the book did not 
score higher than ads in the back | 
of the book in either the noted or 
read most categories. Similarly, an 


refuses to refire 
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TOP RATED—This b&w page ad for 

Goodrich in Business Week is typi- 

cal of the series running for the) 

past 10 years which Mr. Sawyer 

says has “led the pack year in and 
year out.” 


WHAT DO 
YOU KNOW 
about DIRECT SELLING? 


... the $91 Billion Industry Which 
is Attracting More Companies Who 
Want a New, Fast, Inexpensive Way 
to Expand 


ptorwmn FASCINATING 


te geet 


If your product or 
service lends itself to 
es personal selling and 
demonstration—-whether in the home, of- 
fice, store, factory, institution, etc.—it will 
4 you to investigate the booming DI- 
Ri CT SELLING FIELD. Manufacturers and 
agency executives are often amazed to learn 
how easy and inexpensive it is to move mer- 
chandise in big volume through direct sell- 
ing—in ALL 49 states and Canada. Send 
your letterhead for free ~- of fact-filled 
klet, “DIRECT SELLI “The Quick- 
est Way to Profitable Distribution”. It will 
prove an eye-opener! No obligation. 


Salesomans 
OPPORTUNITY 


CHICAGO, 850 N. Dearborn St., Chicage 10 
NEW YORK, GO E. 42nd St., New York 17 
LOS ANGELES, 2412 W. Seventh St., 

Los Angeles 5 


| for 


‘he said. 


3. Color. Mr. Sawyer said that 
four-color single page ads had 
\“97% more readership than sin- 
|gle-color, one-page ads . . . for 
64% more cost—again a good buy. 
The two-color ads, on the other 
hand, on the basis of 1955 find- 


| use of a second color has become 


so liberal that simple b&w gets 
extra attention. Another factor 
undoubtedly is the indiscriminate 
use of color instead of functional 
and more resultful use.” 


4. Continuity. Contrary to gen- 
eral belief, readership does not 
fall off during the summer months 
or at the year-end holiday season, 
he said. “Comparison of Starch 
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scores for 1955 indicates, in fact, 
that summer is the best season in 
which to advertise,” Mr. Sawyer 
told the admen. 


5. Repetition. “As for repeating 
ads,” Mr. Sawyer said, “we won’t 
elaborate here except to say that 
our findings on Business Week 
bear out what others have repeat- 
ed. Here’s the best recent case his- 
tory we have. In 1957 DuPont ran 
three different Coated Nylon ad- 
vertisements in Business Week, 


each three separate times. In two 


oe ® 


--. published for and in the interest of retail jewelers, it also has high 
reader interest among manufacturers and wholesalers, who depend on it to 
keep them posted about what is going on in the jewelry trade. With a paid 
circulation of more than 19,000, this magazine blankets the major purchas- 
ing power of the industry—the stores responsible for more than 90% of the 
business in the $1.5 billion jewelry store market. At the same time, it has 
wide acceptance in the aggressive and growing smaller stores. It keeps the 
jeweler up to date on sales promotion and management methods and 
constantly aware of new and profitable products. It covers his interests 
from every angle; buying, merchandising, operation and technical. Its 
influence and leadership have been unchallenged for nearly 90 years. 


Jewelers’ Circular-Keystone is published by Chilton—a company with the 
resources and experience to make each of 16 trade and industrial publica- 
tions outstanding. In keeping with policy, the staff of Jewelers’ Circular- 


Keystone devotes full time to the publication, striving for editorial 
excellence and quality circulation, earning the confidence of readers and 


advertisers alike. 
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cases, the cost ratio and raw scores|always hope to shoot the moon.|paign was top-rated every time it|Jronrite to Make Ironers for 


improved with each appearance |I must also add that use of color,|was checked in 1949. It led its 
and on the third ad, the first and and size of insertion are of varying | product category every time it ap- 
third insertions did equally well|degrees of importance in deter-| peared in 1955. During the past 
after a dip in the middle. This| mining scores, depending on the|two years it has had the top 
exact trend, incidentally, was true|type of product you are advertis- | Starch scores in its category 12 out 
not only for the noted scores but | ing,” he told the admen. of 20 ads checked. 
for the seen-associated and read- | “During these 10 years its format 
most scores as well.” ® In conclusion, Mr. Sawyer told has not changed one bit, and the 
6. Product category. “Each prod- the Cincinnati admen that he interest of Business Week readers 
uct category appears to have its) would be remiss if he did not pay|has not slackened a single bit. 
own level or range within which homage to “the one campaign that|This campaign is the classic sin- 
an advertiser should plan for re-| has led the pack year in and year | gle-page b&w one by B. F. Good- 
sults—although, of course, one can|out in Business Week. This cam-|rich.” # 


"acer 


rep 


COMPANY 


Chestnut and 56th Streets + Philadelphia 39, Pennaylvani. 


‘Maytag; Whirlpool Ends Line 


Ironrite Inc., Mt. Clemens, Mich., 
will make ironers for Maytag Co., 


| Newton, Ia., according to an agree- 


ment reached by the two compa- 
nies. Maytag said it felt that it is 
important that it supply its dealers 
with ironers to complete their 
home laundry product line. 
Meanwhile, Whirlpool Corp., St. 
Joseph, Mich., has stopped making 
its automatic ironers. It blamed 
declining sales which have plagued 


hilton 


Publisher of: Department Store Economist « The Iron Age + Hardware Age + The Spectator « Automotive [ndustries « Boot and Shoe Recorder 
Commercial Car Journal + Butane-Propane News « Electronic Industries « Jewelers’ Circular-Keystone « Motor Age « Gas « Hardware World 
Optical Journal & Review of Optometry « Distribution Age « Aircraft and Missiles Manufacturing « Business, Technical and Educational Books 
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the industry. Only three compa- 
nies are left making ironers out 


of 17 which were in the business 


in 1950. 


Listerine Sets TV Drive 
Listerine antiseptic is being pro- 
moted in a major television spot 
drive for the ten-week period end- 
ing Dec. 13 on 160 stations in 76 
markets, with frequency ranging 
from six to 38 spots per week. Em- 
phasis in the commercials is di- 
vided between cold relief and hal- 
itosis. Lambert & Feasley, New 
York, is agency for Listerine, made 
by Warner-Lambert Pharmaceuti- 
cal Co., Morris Plains, N. J. 


Senate Rating Hearings Set 
Sen. Warren Magnuson (D., 
Wash.), chairman of the Senate 
committee on interstate and for- 
eign commerce, has announced his 
committee will revive its hearings 
on radio and tv rating systems 
when Congress reconvenes in Jan- 
uary. 
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KLEEN*STIK 


IDEA NO. 143 


Hand Me That Refrigerator! 


Retailers plenning a new store lay- 
out can either “‘muscle”’ their equip- 
ment around ’til it fits . . . or they 
can smarten up and get a Tyler 
Store Planning Kit! This clever kit, 
put out by Tyler Refrigeration 
Corp. of Niles, Mich., limits the 
work to moving small-scale per 
templates of standard shelving 
units, display cases, counters, etc. 
- = the complete Tyler line of 
self-service refrigerated equipment. 
These are die-cut out of re-usable 
Kleen-Stik stock —so you can peel 
and press in place on an accurate 
scaled floor layout . . . and move 
*em all over the store without work- 
ing up a sweat! Lots of credit to 
Adv. Dir. Joe Hennion and his 
assistant, Chuck Naas for saving 
all that elbow grease. 


Outstanding 


P.O.P. Ideas " 


Featuring the World's Most 
Versatile Self-Sticking Adhesive! 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


Records Go Rollin’ Along! 


Spinning auto wheels mean more 
onograph records spinning in 
Rowan, ass. That's because John 
Di Stefano, promotion-minded 
owner of the Record Mart has 
“blanketed” the area with these 
handsome Bumper Strips, silk- 
screened in reflective beading on — 
you guessed it: Kleen-Stik! 
Co-owners Art Argenzio and Tony 

| Avellino of Art-Tone Studio pro- 
duced these easy up, self-sticking 
signs by a special process that 
“etches” a _ < S outline of the 
beads. Pretty “‘sharp’’ all around! 


Records or refrigerators— 
any product benefits when 
Kleen-Stik goes to work for it! 
Ask your favorite printer, li- 
thographer, or silk screener to 
show you ideas galore... or 
write on your letterhead for 
our free **Idea-of-the-Month” 
mailings. 


KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 
for Advertising and Labeling — 
7300 W. Wilson Ave. ®@ Chicago 31, Ill 
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The Voice of the Adv 


Asks Woolf's Advice About gist’s statement that the best way 
Advertising as Future Job of getting a message across to the 
To the Editor, for James D.| American people is still by the 
Woolf: By all standards of logic|“simplest, most direct, most re- 
this letter never would have been |Petitive, least ambiguous” means 
written. First of all, I am not in|Possible. This appears to be a 
the habit of writing newspaper | Clear-cut endorsement of the “rea- 
columnists. Secondly, I’m not even|S0n-why” approach you've been 
in the advertising business—yet.|!onesomely plugging. 
I’m presently serving a three-year | 


post-college hitch with the Air|topic for a future column. How 


This department is a reader’s forum. Letters are welcome. 


I also would like to suggest a) 


Force in Germany. Nevertheless, I 
can’t resist getting in my two cents’ 
worth. 

Being a long-time ADVERTISING 
AGE reader (a whole year, now) I 


want to express my appreciation 


about your opinion as to what a 
newcomer in the ad business can 
specifically do to increase adver- 
tising’s respectability in the eyes 
of a “propagandized” but often 
justifiably critical public? I get 


for what I consider to be the most|many a sympathetic pat on the 
uniformly sensible, honest, 
worth while column in the pub- | once I secretly admit that I plan 
lication. My brief acquaintance |to make advertising a career. Al- 
with the advertising field leads | though I feel quite confident about 
me to believe that you represent) the social and economic contribu- 
the “old school” of advertising the- | tion of the business, I have to ad- 
orists. In light of this, it is especial- | mit that I ; sometimes am forced 
ly interesting to note an item on|to agree with my critics on cer- 
the front page of the Sept. 8 is-|tain specific issues. I often won- 
sue. The item quotes a psycholo-|der if people who are actively 


advertising depends, 
fundamentally, on the 
quality of your engravings. 


COLLINS, 
MILLER & 


x. 


Sa WEeT LAKE STREET, 
TCHIGAGO 6, ILLINOIS 


# 


eae 


and | back (or angry scowl) from friends | 


ertiser 


jengaged in the advertising field 
| realize what a vital issue this is in 
the questioning eyes of someone 
trying to make the crucial decision 
as to whether advertising is wor- 
thy of a lifetime’s effort. The so- 
called “hiring process” is definitely 
a two-way street. 

Again, thanks for the weekly 
words of advice—and if you do 
consider yourself a member of the 
“old school,” please accept a vote 
of confidence from a very inex- 
perienced but enthusiastic “new 
member of the old school.” 

John H. Bissell, 

First Lieutenant, United States 

Air Force in Germany. 

. . . 
Cherchez la Femme—Toujours 

To the Editor: Perhaps your 
readers can figure out where “the 
gal” is standing (see attached Re- 
flex camera ad). 

Could be that the agency round- 
ed up a Lilliputian, although that’s 
some extreme to go to, even for the 
sake of bringing attention to the 
“shades of autumn.” 


wit 
shades of Antemn _ hand-stained into a new glow-graim leather 
$s vm omer siting ee 
te 


| ployed, per chance, by The Nation- 
al Geographic, hoping to discover 
| some rare poses of wildlife! 

Oh, to turn over an oak leaf and 
find such pulchritude! 

This ad appears in the recent sil- 
ver anniversary issue of Esquire. 
Allan Wikman Jr., 

B. T. Babbitt Inc., New York. 

2 © * 

Team Gets Credit for 
Chemstrand Commercial 

To the Editor: Advertising agen- 
cies often refer to the “team oper- 
ation” as necessary to the creation 
and execution of successful adver- 
tising campaigns. Especially in the 


The gentlemen wearing these | 
shoes I might expect to find em-| 


| ip AB eae a cael amet 
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ee es 


production of tv commercials is 
team spirit of utmost importance. 
There are too many critical steps 
in film production to allow for any- 
| thing less than maximum coordi- 
‘nation between agency and produc- 
er. 
Therefore, we think it only fair 
that the entire team be credited for 
making one of the winning tv 
commercials at the recent Interna- 
tional Advertising Film Festival in 
Venice. Only part of this team was 
given credit in your Oct. 13 story. 

I refer to the Chemstrand nylon 

commercial which was created by 
the Doyle Dane Bernbach adver- 
tising agency and whose personnel 
were duly credited. Not mentioned 
| was the fact that Transfilm Inc., 
| New York, produced this film un- 
j}der the supervision of Robert 
| Bergmann, vp. John Cuddy was 
| Transfilm’s art director and the 
| cameraman, Eli Levitan. 
And let us also be fair to the 
| others who helped make this com- 
mercial the outstanding success it 
| was. Bill Helburn was the still pho- 
| tographer and Betsy Pickering, the 
| attractive model. Mitch Leigh of 
| Music Makers composed the music 
and recorded the soundtrack with 
20 musicians and the singing voice 
of Darlene Zita. 

We might also add that ApvErR- 
TISING AGE must have had a pre- 
science of the honors which were 
to befall this commercial. They 
/presented it as an “outstanding” 
‘commercial at their Creative 
Workshop held in Chicago last 
|summer. Harry Wayne McMahan, 
|vp of Leo Burnett Co., conducted 
|the workshop and, on behalf of 
| AA, picked this commercial as a 
| “must” for discussion. 

Albert Boyars, 
Public Relations Director, 
Transfilm Inc., New York. 


2 * e 
Here’s More on the Story 
of Color TV Cost 


To the Editor: I was very much 
interested in the short item on the 
editorial page of your Oct. 6 issue, 


R & S data processing of your sales 
soon as the sales take place— 


iB ty BY TERRITORY—national, state-wide, city . . . by customer, class of outlet, 
product (including size or color range)—and by salesman. , 

You get week to week, or month to month break-downs and comparisons in dollars 

: or percentages, plus quarterly and year to year analyses. You quickly spot trends, pin- 
point weaknesses and measure advertising effectiveness of local and national campaigns. 

R & S can handle every sort of data processing—in any volume—CALL AN R & S 


REGIONAL CENTER TODAY for consultation and estimates—no obligation. 


RECORDING & STATISTICAL CORPORATION 


100 SIXTH AVENUE, NEW YORK 13, N. Y. WOrth 6-2700 

566 ATLANTIC AVENUE, BOSTON, MASS. Liberty 2-5365 

223 WEST JACKSON BOULEVARD, CHICAGO 6, ILL. HArrison 7-7357 
560 SACRAMENTO STREET, SAN FRANCISCO 11, CAL. EXbrook 2-4341 
407 McGILL STREET, MONTREAL, CANADA. Plateau 3831 

439 WELLINGTON STREET, WEST, TORONTO, CANADA. EMpire 3-4951 


NEW YORK: 
BOSTON: 
CHICAGO: 
SAN FRANCISCO: 
MONTREAL: 
TORONTO: 


NATION-WIDE SERVICE 


awa a : (os aad ew : aE ee fe ee 
will give you all-inclusive reports almost as 


Cracker Jack-Smith Brothers 

To the Editor: A plea for cor- 
rection and proper credits, please! 

We are delighted that Bill Ty- 
ler, in picking ten outstanding ads 
for September, included a deal ad- 
vertisement for Smith Brothers 
Cough Drops and Cracker Jack. We 
are most unhappy that he credited 
this advertisement to Leo Burnett 
—copywriter, John Mathews—and 
art director, Neil McBain. 

This advertisement—actually a 
double truck, not a single page on 
Cracker Jack—was created by Sul- 
livan, Stauffer, Colwell & Bayles 
for our client, Smith Brothers Inc. 
Alan Goldman was the writer and 
John MacDonald was the art direc- 
tor. We are enclosing a proof. 

We appreciate Bill’s remarks. 
Understandably, we want credit for 
the creative work he has compli- 
mented. 

Brown Bolte, 

Sullivan, Stauffer, Colwell & 

Bayles Inc., New York. 


“Color Costs too Much.” 

Whoever wrote that editorial 
only told part of the story. Allow 
me to amplify. 

The first year I had a color set I, 
too, paid the complete coverage 
service contract at a cost of, I 
thought, $150. Perhaps it was a lit- 
tle less. However, during that first 
year we had only two service calls 
and they were merely to adjust the 
set. That comes to $60 or $70 per 
service call. 

The second year, we bought an 
alternate contract at about $80 or 
$90, which was to cover labor only, 
and did not include parts. During 
this second year, we had only two 
service calls, so they came to $40 or 
$45 apiece. 

The second service contract ex- 
pired just about six weeks before 
we were due to move to Florida, 
so I did not renew it. Then, of 
course, the set would go on the 
fritz while I was without a service 
contract. However, the RCA fac- 
tory service company made two 
calls to the house, spent an hour 
or two at the house fixing the set 
and furnished one or two small 
parts. Total cost of service call, 
$11. 

Wait, don’t go away—shortly 
after we had moved to Florida, I 


§|discovered that the power trans- 


former had burned out. We called 
a local service organization, who 
ordered a replacement transformer 
from the distributing point in 
Tampa, who in turn ordered it 
from the factory. That was more 
than a month ago. Still no trans- 
former. 
And RCA wonders why they 
don’t sell more color sets! 
Oakleigh R. French, 
Managing Director, National 
Advertising Agency Network, 
Sarasota, Fla. 


M.O. Ad’s Pull Proves 
Bonus for Back Cover 
To the Editor: Re: Elon Borton’s 
article, “How Long Will an Ad Pull 
Replies?” (AA, Oct. 6.) 
Why is it that what is common 
knowledge to all users of response 
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advertising is completely ignored 
by all measurers of media? 

Not cost-per-thousand, but cost- 
per-thousand for how long? 

The third dimension of adver- 
tising media, namely the medium’s 
longevity, is avoided by research- 
ers as “merely having something 
to do with mail order.” 

But when a small ad buried in 
July’s issue of McClure’s is still 
pulling heavy response in October, 
isn’t the back cover ad on Sweet 
Caporals getting a bonus beyond 
the cost-per-thousand of Mc- 
Clure’s? 

Not to the eggheads! 

Bruce Lindeke, 

Sales Manager, Bolind Inc., 

Montrose, Cal. 


oe 7 
A ‘Dedicated Group’ 

To the Editor: Mr. Woolf: the 
only way to combat the benday 
writings of the type you quoted 
from the October issue of Coronet 
in your Oct. 13 Madison Ave. Myth 


article is to invite these frustrated | | 


vertising we can do without”’—I|this period, 


simply think it was misplaced on 


FOOTBALL CUSHION 


Given bree... 


WITH [7 GALLONs 
OF ENRICHED PURE 
_ GASOLINE AND 50c! 


Here’s solid comfort . . . through four foot- 


flannel mouth writers to a debate | 
in AA’s columns. Another way to) 
discredit their pi writings is to) 
take them on any small or large | 
agency tour or for that matter any | 
advertising office to see how hard 
the people in the profession work 
at their respective chores. 

About the only persons who 
would enjoy a so-called “three 
hour lunch” and three or four mar- 
tinis would be the account execu- 
tives. And while they are on this 
“three hour lunch” bender believe 
me they are discussing business 
and ideas. 

As one can read when these 
Flannel Mouth Writers mouth such 
corny titles as “gray flannel suit’ 
and ‘“‘Madison Ave.” they are giving 
vent to unfounded reports which if 
they took time to investigate they 
would find out as I stated above 
that the hardworking men and 
women in advertising are a dedi- 
cated group not only to the firm 
they work for but their clients 
(customers) as well, for their jobs 


ball periods—and it can be yours with the 

purchase of just seven gallons of Enriched 

Pure Gasoline . . . and fifty cepts. Weather- 

proof, long-wearing, a regular $2.00 value for 

just seven gallons of Pure gasoline and 50c. 

©, any Pure Dealer . . . while the supply 
ts. 


SEE THE MISSISSIPPI STATE-TENNESSEE GAME IN 
COMFORT, CRUMP STADIUM, OCT. 4th. KICK OFF— 
2:00 P.M. 


YOUR PURE 
OIL DEALERS, 


pe le 


hal | 
' 


the sports pages—comic page space 
should have been donated! 
Walter F. Little Jr., 
Editor and Publisher, Cotton 
Farmer, Memphis. 
P.S. Copy says cushion is “reg- 


are dependent upon their energies 
and capabilities. 


Tom Sergi, 
Pelham Manor, N. Y. 
° ° 


* 
It's ‘Free’ for 50¢ 


ular $2 value.”’ Seven gallons local- 


ly retail for $2.03. Where does dis- 
tortion end and lying begin? 


AA Farm 
to Merced Special Issue 
To the Editor: The enclosed ad) 


o 
Reports Contribute 


| To the Editor: We were quite 


clipped from _ today’s Memphis | impressed with the Farm Report 


Commercial Appeal contains 


that are “free” with the purchase 
of an item may be legit—but “free” 
for “50¢”... well no wonder folks 
think advertising men talk double 
talk ... here it is in all-cap letters! 

I do not nominate this for “ad- 


a| which appeared in your issue of 
headline which surely must be the | Oct. 13. 


height of something! Premiums | 


Our newspaper is the only daily 
serving prosperous Merced Coun- 
ty, which ranks 17th in the nation 
in production of farm crops. Each 
year during National Farm Week 
in November the city of Merced 
observes Farm-City Days. During 


WILLINGNESS to add that extra effort is 
part of the SERVICE policy. You'll like 


what it does for you. 


Ss ERVI Cc E typographers, inc. 


+» HArrison 7-8560 


723 S. Welis St., Chicago 7, Il! 


“Where typesetting /s still an art” 


| 


|| been. 


May we have your permission to 
|use them? Of course we shall cer- 


area farmers visit 
places of business in Merced and 
local merchants go out to call on 
leading farmers. The Merced Sun- 
Star publishes a special edition 
during this week in which we run 
many interesting features per- 
taining to agricultural development | 
in the county. 

Several of the articles included | 
in your Farm Report would be ex- 
cellent material for this edition. 


tainly see that proper credit is giv- 
en. 
James P. Hughes, 
Advertising Manager, Sun- 
Star, Merced, Cal. 


se 
Says Farm Market Helped 
Keep Recession Briet 

To the Editor: Congratulations to 
those on ADVERTISING AGE who are 
responsible for the splendid Farm 
Market Section in the Oct. 13 is- 
sue. It was really a remarkable 
coverage of this great market. 

It is my opinion that the farm 
market had much to do with keep- 
ing the recession as brief as it has 
It certainly bolstered the 
general market during this period. 

E. C. Nash, 

Executive Secretary, Agricul- 

tural Publishers Assn., Chica- 


How Can You Fail? , ty of master minds on you. 

To the Editor: If any man desires|_ Al! this assistance is given abso- 
to enter a business where success | !utely free, to coin a phrase. The 
is assured, he should go into ad-| reat and the small, the rich and 
vertising. | the poor, all give so freely of their 

In other businesses, competitors | ime and talents that the wonder is 
let you suffer the consequences of | they have any time or talent left 
your own mistakes. In advertising, | 0 their own business. 
if you make the slightest error,, 1" other fields, business secrets 
your competitors rush to tell you | are guarded jealously. In advertis- 
how to correct it. |ing, the innermost workings and 

In advertising, everyone is eager | Private formulas are laid bare for 
to help you succeed. No matter how | ll to see and follow. _ 
meager a man’s knowledge of ad-| Only in advertising will you en- 
vertising may be, he will share his| Counter such unselfishness, such 
pittance with you. Regardless of |8enerosity, such magnanimity. How 


how insignificant you are, or how/©@n anyone possibly fail in this 


obscure your advertising, the) business? 
_mighty advertising geniuses will Mark Taber, 
ferret you out to bestow the boun- Chicago. 


Wouldn't SELLING be easy... 
if all markets were like 


LUBBOCK: 


(TEXAS) 

...and all media were like the 
LUBBOCK AVALANCHE- JOURNAL 
that makes growing Lubbock 

and its 19-county market 
so easy to reach? 


27.8% BIGGER... 
29.2% RICHER ... 


in the last four years! 
SM, May 10, 1954-1958 


LUBBOCK 


AVALANCHE- 
JOURNAL 


CIRCULATION OVER 66,000 


WAYNE HENLY, ADV Director 
LESTER M. HORNER, Gen. Adv Mor 


Represented Nehonally by 
TEXAS DAILY PRESS LEAGUE, INC 
Representing Daily Newspapers Only 


go. 


From the House of Ideas 


AT THE 
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HARD-SELL DISPLAYS...PRODUCTS UP FRONT 


POINT-OF-SALE 


A floor display, a counter display 
—both dramatically deliver the 
whole selling story from 
reasons-why to price. In the 
mattress display, a rotary motor 
and moving disc light the 
“sparks”. In the watch display, 

a motor “winds up” the 
cardboard wheel. For sales- 
oriented displays at the point- 
of-sale, call or write 

Chicago Show *® 2635 N. Kildare 
Chicago 39 ® SPaulding 2-1600. 
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N.Y. Stock Exchange Boosts | Stouffer Sets $750,000 Drive 
Ad Budget in Second Halt The frozen cooked foods division 
New York Stock Exchange has|of Stouffer Corp., Cleveland, will 
increased its ad budget to $665,000 | launch a $750,000 advertising, mer- 
for the second half of 1958, com-|chandising and sales promotion 
pared with $500,000 in the same| campaign in early November for 
period in 1957. Its current sched-|its prepared frozen foods. The ad 


gest Co., Cleveland, beginning in 
January. Guaranteed monthly cir- 
culation will be 30,000. Space rates 
have not been announced. The 
company named as publisher Berne 
M. Keough, formerly district man- 
ager of Conover-Mast Publications. 


because 
we love the 


ule includes 585 daily newspapers | campaign will be centered around 
and 160 Sunday newspapers and color pages and spreads, featuring 
supplements, and it has added | menu plans and recipes, in Sunday | 
three magazines—Look, National| supplements in 24 cities. J. Wal- 
Geographic Magazine and The Sat- | ter Thompson Co. is the agency. 
urday Evening Post. | 


Sovereign to Smith/Greenland © 

Sovereign Importers, New York, | 
has appointed Smith/Greenland 
Co. to handle advertising for its | 
‘Heather Dew scotch and B&G) 

It already is using The Atlantic, Power Drive Magazine Bows _cordials. The company also re- 
Harper’s Magazine, Life, News-| Power Drive Engineering, a mag-|cently named the agency to han- 
week, The New Yorker, Time and | azine devoted exclusively to drive|dle King’s Vat scotch. Sovereign 
U.S. News & World Report. Cal-| systems engineering, will be pub-| and its affiliated company, Stand- 
kins & Holden is the agency. |lished by Buyers Purchasing Di-/| ard Foods Corp., have no previous 
agency of record. 


Files Bankruptcy Petition 

Safe Flying, a magazine pub-| 
lisher located at 588 Madison) 
Ave., New York, has filed a bank- 
ruptcy petition in U. S. southern 
|district court, New York, listing 
| liabilities of $10,581 and no assets. 


Pane Gets Guiana Paper 


Joshua B. Powers Inc., New 
| York, has been appointed adver- 
| tising representative for the Guia- 
jna Daily Graphic and Sunday 
Graphic of Georgetown, British 
| Guiana, effective Jan. 1. 


Material Handling Engineering 


From the House of Ideas 


INGENUITY...IMPACT... ECONOMY 


An eye catching display for 
supermarket selling. Designed 
to save space, get your display 
into view. * Special Self-Stik 
Mystik Gondola Plak may be 
used over and over if desired. 
Contact Chicago Show for the 
ideas —and production facilities 
which assure your success at 
Point-of-Sale. Write or phone. 
2635 N. Kildare, Chicago 39, 
linois « SPaulding 2-1600 


Desirable Territories available for experienced men—write for details. 
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30 YEARS IN THE HEART OF AMERICA 
GARY, LAKE QOUNTY, HOOSIERLAND 


SEARS cary store 


RIVALS—Montgomery Ward & Co.’s “we love you” approach in Denver 
prior to opening a new store there (AA, Aug. 25) apparently aroused 
fellow-suitor Sears, Roebuck & Co. to woo Gary citizens in the same 


of a new Montgomery Ward store 


in Gary. But as it turned out, Ward had decided beforehand not to 
use the “we love you” approach in Gary, adopting instead a homey 
“back home again” ad theme. 


Chilton Shifts Kilbride 

George Kilbride, Cleveland re- 
gional manager of Aircraft & Mis- 
siles Manufacturing, has been 
appointed Cleveland regional man- 
ager of Automotive Industries. 
Chilton Co. publishes both period- 
icals. Robert Coburn, formerly with 
Sutton Publishing Co., is Mr. Kil- 
bride’s successor on Aircraft & 
Missiles Manufacturing. 


Gillette Sales, Net Drop 
Gillette Co., Boston, reports 
sales for the first nine months of 


,1958 at $145,888,140 compared 
| with $150,292,065 for the corres- 
|ponding period in 1957. Net in- 
|come for the first nine months 
of this year was $19,730,136, com- 
pared with $20,363,612 for the 
| similar period in 1957. 


Stanthony Appoints Bogerts 

Stanthony Corp., Los Angeles, 
has named the Bogerts Inc., Los 
| Angeles, to handle advertising and 
|merchandising of the company’s 
| ventilating hoods and new Elec- 
tramic barbecue-broiler. 


A Technique 
for Producing 


Where do the moneymaking 
ideas come from—those ideas 
which make success novels, ra- 
dio and television programs, 
moving pictures sales campaigns 
and businesses? 


James Webb Young, one of 
the highest paid idea men in 
the advertising business, set 
out to answer this question for 
his students at the University of 
Chicago. The result is a little 
book which you can read in an 
hour but will remember the rest 
of your life. 


In the simplest and clearest 
of lan ie Mr. Young has suc- 
ceeded in describing the way 
the mind works in all creative 
people. He gives you the formula 


which they consciously or un- 
consciously follow in producing 
ideas. He shows you how to 
train your mind so that idea 
production is, as he says, “as 
definite as the process by which 
motor cars are produced.” 


Enthusiastically endorsed by 
sales managers, editors, college 
professors and students, poets, 
advertising men, salesmen and 
business executives who have 
read it. Send for your copy of 
A TECHNIQUE FOR PRODUC- 
ING IDEAS now. Only $1.25 
postpaid. 


ADVERTISING 
A G E 200 E. ILLINOIS ST. 


CHICAGO 11, ILL. 
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Over the years, “Weldwood,” famous product of United 
' UNITED B lYWO 0 D S F ILS WO 0 D PA N F [| N G States Plywood Corporation, has become almost generic for 

STATES ; “finest quality” in hardwood paneling. These choice woods, 
4a superbly finished by master craftsmen, beautify many of 
. : N ES S AN D | N D UJ ST RY the most distinctive reception rooms, conference rooms, 

T0 B US executive offices in America. The woods and finishes are 
4 usually specified personally by owner-executives, the men 


— —— a a ee ee ee ee ee ee ee eee ee ee ee ee ee ee : 
= —_ who have an owner's interest, an owner’s stake, an owner's 


authority to take buying action. 


pent hig PLYWO 0 D S ELLS TH E So it is only natural that this famous advertiser is selling in 


Nation’s Business, the all-business magazine edited for 

+ owner-executives. Of 750,000 subscribers, 550,000 are the 

OWN F H- EXE C U TIVE IN NATI 0 N S B U 3 N ES S presidents, owners or partners of their firms. Here is broad 
coverage of all markets—the largest companies, plus those 

vitally important medium-sized companies on the move, on 


the way up. This is the largest concentration of ownership- 
motivated executives available to you today! 


} Leading advertisers selling this vast audience of business buyers: 


Armco Drainage and Metal Products, Inc. e Butler Manufacturing Company e Kentile, Inc. 
Aluminum Company of America e Stran-Steel Corporation e Portiand Cement Association 
United States Gypsum e Cast Iron Pipe Research Association e National Gypsum Company 


A USEFUL L0oK aii 
Ea 
1?) 


ACTION IN BUSINESS 
results when you advertise 

to business and industry in 
NATION'S BUSINESS 


‘ 


“More than 750,000-cireulation, ABC. . < 
10% executives of business-members of 
the National Chamber of Commerce and _ i fia: 


90% other business and industrial leaders. , wocuTIVe 
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evaluated vel 


HOUSE & HOME is the only maga- 
zine through which your advertising 
can reach the men in charge of all 
these phases of product decision. 
In HOUSE & HOME alone your ad- 
vertising is read by the architects of 
as many houses as read any archi- 
tectural magazine, the builders of 
as many houses as read any builder 
magazine, more mortgage lenders 
than read any mortgage finance 
magazine, more distributors than 
read any dealer magazine, more 


realty men 
than read ouse 
ome 


any realty ° 
magazine. 

home building’s only industry magazine 
9 Rockefeller Plaza, New York 20, N. Y. 


Stevens Glavin Butcher 


Liddell MacMannis 


PANELISTS—“Buyers and sellers look at media” was the subject of a 

panel discussion at the annual dinner of the New England Newspa- 

pers Advertising Bureau in Boston. Participating in the panel were 

Alice Liddell, Kenyon & Eckhardt, Boston; Kenneth L. MacMannis, 

Worcester Telegram-Gazette; Francis H. Stevens, Gilman, Nicoll & 

Ruthman; Anthony G. Glavin, director of the bureau, and Charles 
Butcher II, Butcher Polish Co. 
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\Media Reliance on 
Reader Claims Saps 
Audited Data: Butler 


Cuicaco, Oct. 28—Readership 
surveys are endangering the effec- 
tive influence of Audit Bureau of 
Circulations reports, in the opinion 
of Ralph Starr Butler, former ABC 
director and former vp of General 
Foods Corp. 

“Although I have not the slight- 
est doubt about the continuance of 
the bureau,” he said at the annual 
ABC convention here last week, “I 
am concerned about the possibility 


cline caused by the too frequent 
use of readership claims as a sub- 
stitute for audited circulation fig- 
ures, and by failure of buyers to 
recognize and use the many val- 
uable buying aids in the bureau 
reports.” 


s Mr. Butler said he welcomes cir- 
culation surveys which provide 
|information to the buyer, since 
they are useful. But he warned 
lagainst “accepting survey figures 
|as a substitute for audited circula- 
‘tion rather than as a supplement to 
| at. 

| “Readership figures tend to be 
'astronomical in size,” he said. “In 
fact, their original purpose was to 


From the House of Ideas 


EFFECTIVE PRODUCT 


DISPLAYS 


Mystik Self-Stik Bottle Holder 
Plak features product on 
merchandising display. Pilfer- 
proof locking device holds bottle. 
Self-Stik Mystik base anchors 
Glenmore Wobbler to any 
surface. Slightest breeze gives 
motion to display. Contact 
Chicago Show Printing Company 
for displays that create action at 
the Point of Sale. Write or phone. 
2635 N. Kildare « Chicago 39, 
Illinois « SPaulding 2-1600. 


Desirable Territories available for experienced men. Write for details. 


|provide publications with eight- 


of its declining influence—a de-|ed 


\digit figures to match the opti- 


mistic estimates of broadcasting 
coverage. 

“Because of the size of reader- 
ship figures,” he said, “they tend 
to overshadow the more sober fig- 
ures of audited circulation and, un- 
fortunately, to be used in their 
stead. This disservice to the adver- 
tiser’s own interest constitutes a 
threat to the broad usefulness of 
the bureau.” 


s Alan T. Wolcott, exec vp of the 
ABC, outlined for members the ex- 
tent of work carried on by the bu- 
reau. Among the facts he present- 


e “ABC auditors have made more 
than 75,000 individual audits, and 
never once has the impartial ob- 
jectivity of the bureau been seri- 
ously challenged.” 


e In a year’s time the average 
ABC field auditor travels approxi- 
mately 6,000 miles to gather infor- 
mation and make reports on 38 
publication members. 


e “To make an audit, an auditor 
spends from eight hours on a small 
weekly newspaper, up to six 
months on a large circulation mag- 
azine.” 


e During the past five years, ad- 
vertising agency membership has 
increased 44%—from 186 to 268. 
“This gain reflects increased use of 
ABC data and a more favorable in- 
dustry attitude toward the bureau. 
Perhaps more than any other sin- 
gle factor, it is a positive measure 
of the effectiveness of current 
board actions and public relations 
and educational activities.” 


s There are a “great number” of 
differences and arguments between 
the U. S. and Canada, said Ralph 
Allen, editor of Maclean’s Maga- 
zine, Montreal. “And none of these 
will be solved by pretending that 
the arguments and the differences 
don’t exist. 

“We'll have our business differ- 
ences,” he said. “It’s no benefit to 
pretend we don’t have them... It 
makes life more interesting and 
sometimes less perilous.” 


s John C. Preston, publisher of the 
Expositor, Brantford, Ontario, 
Canada, was the only new ABC di- 
rector elected. He succeeds H. G. 
Kimber, of the Toronto Globe & 
Mail, in the newspaper division. 13 
directors of the six ABC divisions 
were reelected. # 


Euras Advertising Service 
Formed in Europe 

Euras Advertising Service—an 
advertising agency network simi- 
lar to the ones functioning in the 
U.S.—has been formed in Europe. 
Seven agencies from seven coun- 
tries have banded together to or- 
ganize Euras. Clients of any of 
the member agencies will be able 
to utilize Euras to get marketing 
services in other countries. 

A central office for the network 
has been established in Zurich at 
Bahnofstrasse, 31. The member 
agencies are: France—Aljanvic 
(Paris); Germany—Markenwer- 
bung K. G. (Hamburg); Italy— 
Radar Pubblicita (Milan); Neth- 
erlands—Meyson Reclame (Am- 
sterdam); Sweden—Stig Arbman 
Annonsbyra (Stockholm); Switz- 
erland—Karl Erny (Zurich) ; Unit- 
ed Kingdom—E. Walter George 
(London). 


EWRR Adds Steelcratt 

Steelcraft Mfg. Co., Cincinnati, 
manufacturer of prefabricated 
metal buildings for industrial and 
institutional use, will move its ad- 
vertising Jan. 1 from Farson, Huff 
& Northlich to the Cincinnati of- 
fice of Erwin Wasey, Ruthrauff & 
Ryan. Gordon Swartzfager, for- 
merly with Harris D. McKinney 
Inc., Philadelphia, has joined the 
public relations staff of EWRR’s 
Philadelphia office. 
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Service, Not Just Auditing, Is Aim 
of ABC, Says Its New Exec VP Wolcott 


Cuicaco, Oct. 28—Developing the | 
concept of Audit Bureau of Circu- 
lations as a service organization | 
over and above its role as an audit- | 
ing organization is the goal of Alan | 
T. Wolcott, who was promoted | 
from vp to the newly created po- | 
sition of exec vp of ABC (AA, | 
Sept. 15). 

“IT am interested in any im- 
provements in the reporting of cir- | 
culation data which will make} 
ABC more useful to publishers, | 
agencies and _ advertisers,” Mr.| 
Wolcott said. 

“We are striving particularly to| 
put circulation data in a form that | 
will make it more useful to media | 
buyers,” he added. “I feel it is | 
our job to show advertisers and/| 
agency people how to make the 
best use of the reports.” 

As a specific example of what 
is being done currently to simplify 
the reports, Mr. Wolcott pointed 
out that an ABC committee is 
working out a plan to include 
maps of zone and other circulation 
for daily newspapers. ABC cur- 
rently does not provide maps in 
any of its reports. 


® The youthful (42), soft-spoken 
executive has high praise for the 
ABC board of directors. “The cur- 
rent board has been very inter- 
ested in helping ABC to change 
its practices, if necessary, to meet 
the needs of the industry,” he 
said. 

In his new job as exec vp, Mr. 
Wolcott is now concentrating more 
on management operations and 
has delegated many of his public 
relations and educational activi- 
ties. He is second in command be- 
hind J. N. Shryock, president and 
managing director. Mr. Wolcott 
joined the ABC staff in May, 
1954, and was elected a vp the 
following month. 

Born in Hebron, Neb., Mr. Wol- 
cott was graduated from the Uni- 
versity of Nebraska in 1937 with 
a degree in business administra- 
tion. He immediately went to work 
for General Electric in Bridgeport, 
Conn., where he was placed in 
the company’s business training 
course. 

After holding several advertis- 
ing posts, he took leave from GE | 
in 1941 and became a civilian 
naval cost inspector. The next 


Alan Wolcott 


year he was commissioned an en- 
sign in the Navy supply corps and 
served overseas in the Pacific war 
theater. He returned to GE in 
1946, after his discharge. 


| 
s In 1948, Mr. Wolcott was named 
manager of advertising and sales 
promotion for GE’s chemical divi- 
sion, Pittsfield, Mass. In 1951, he 
moved to GE headquarters in New | 
York, where he was named man- | 
ager of media relations. 

“T had a major decision to make 
when I was offered the ABC job,” 
relates Mr. Wolcott. “I’m glad I 
decided to do what I did. Al- 
though I loved working for GE, 
I felt that I could make a greater 
contribution to ABC, where my} 
actions would have more effect on 
the success of the organization.” 

Is there much pressure in his 
job? “We do get a lot of pressure 
from individual publishers,” Mr. 
Wolcott freely admits. “But our 
job is to remain strictly impartial. 
We must be careful to make sure 
that ABC data are not misused 
as a competitive tool. The job re- 
quires careful judgment,” he add- | 
ed. | 

Most of his time outside the of-| 
fice is spent with his wife, Helen, 
and their two children, Mark, 12, | 
and Wendi, 9. 

“Our family likes to spend a lot | 
of time together swimming, ice 
skating and picnicking,” Mr. Wol- | 
cott said. The Wolcotts live in| 
Glen Ellyn, a Chicago suburb. The 
ABC executive plays some bridge 
and golf, but devotes most of his 
leisure time to reading current fic- 
tion and non-fiction books. + 
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Consumer Spendable Inc. 
Income per Household 
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Automotive 
Filling Stations 


92% Above U.S. Average 


(Source: 7-1-58 SRDS est. of Consumer Markets) 


NET PAID 59,040 


74 OUT OF 100 PRESS HOMES TAKE NO OTHER DAILY NEWSPAPER 
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| There'll be some new maps of Virginia appearing soon be- 
cause Newport News and adjacent Warwick have merged 
into one city with an estimated population of 120,418. 
Together with Hampton, on the Virginia Peninsula, they 
form a growing metropolitan area of over 200,000 people. 

A quick look at the retail sales figures and buying power 
statistics of this new area reveals that, since 1950, there 
has been a 73% jump in retail sales to almost $200 mil- 
buying power is up 75% to over $317 millions. 

There’s no better barometer of retail sales activity than 
advertising lineage. And so far this year, Newport News’ 
two daily newspapers have racked up advertising lineage 
gains every month over the same months in 1957...gains 
due to increased retail display advertising. 

There’s no stopping this hustling, expanding Virginia 


How big is PARADE in Newport News 


and Hampton? 


Per cent of families reached: 


NEWS VA. 


market. Shipbuilding, still the big industry, employs more 
Virginia labor than any other enterprise. But at the edge 
of Newport News’ boundary line is Dow Chemical’s brand 
new $10 million “Zefran’’ manufacturing plant. Nearby 
is Amoco’s giant oil refinery, the only one in Virginia. 
Also in this area is a major concentration of government 
space-and-aeronautical research, plus the GHQ of the Air 
Forces Tactical Air Command (TAC) and the Continental 
Army Command (CONARC). All of these activities pro- 
vide a lot of people with a lot of spending money. 

If you would like a greater share of sales in this impor- 
tant market—the Newport News Press and Parade can 
help you. Each Sunday they call on four out of five 
homes in their retail zone. And each Monday they begin 
to move goods off dealers’ shelves. 
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PARADE...84.5% 
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PARADE. . 


Gheonanl —— by Sawyer- ¢  semenan Walker Co. ) 


. The Sunday Magazine section of more than 60 fine newspapers cov- 


ering some 3000 markets . . . with more than 17 million readers every week, 
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Advertising Age 


Feature Section 


Some Exciting New Commercials 


Specialized Shopping Center, Next? 
Employe Letter Proves Its Value 


New Tax Law Favors Small Agencies 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Educators Discuss Need for Better Instructors, More 


Broad-Gauge Instruction in Advertising 


J. W. Crawford 


G. A. Sabine 


By John W. Crawford and 
Gordon A. Sabine 


What about education today for busi- 
ness? What about education for those 
businesses in mass communications, which 
are not yet professions? Many forward- 
thinking leaders in journalism, publish- 
ing, broadcasting would like to have their 
businesses considered as professions and 
pattern their own codes of conduct in ac- 
cord with professional statements of eth- 
ics and behavior, even though acceptance 
of professional standards in these busi- 
nesses is far from universal. 

What specifically about education for 
the business of advertising, a business 
which has as its primary purpose the 
communicating of ideas about goods and 
services which ought to benefit society 
as a whole? 

Advertising today, a business in itself 
and an instrument of business in gener- 
al, is currently almost a controversial 
subject in certain circles. It is only with- 
in the past 50 years that advertising has 
really come of age. Advertising has only 
recently reached the point where the 
need for formal training (professional 
education if you will) is considered nec- 
essary enough and desirable enough to 
warrant extended discussion... 

Advertising is not a science with laws, 
rules, and prescriptions which, if fol- 
lowed precisely, lead to a predictable re- 
sult each time they are applied. Adver- 
tising is not a panacea which can cure all 
business ills and correct all the errors of 
poor business judgment merely by follow- 
ing a simple formula. Advertising is not a 
substitute for sound business management 
and cannot always pull the chestnuts of 
unsound management decisions out of the 
fire of economic failure. Advertising, as 
we said, is a business which has not yet 
become a profession .. . 


Little Theoretical Knowledge 

Actually, we are only on the threshold 
of our knowledge about how advertising 
works. We have learned over the years a 
great deal about what advertising can do, 
but we have been more concerned with 
what advertising can do than with devel- 


Mr. Crawford is head of the Department of 
Advertising in the Division of Mass Communica- 
tions of the College of Communication Arts at 
Michigan State University, after mere than 20 
years in the advertising business. Dr. Sabine is 
the dean of the College of Communication Arts 
at Michigan State. 

Portions of this discussion are from Mr. Craw- 
ford’s forthcoming book, “Advertising: Communi- 

ti for Manag t,” in preparation for Al- 
lyn & Bacon Inc., Boston. 


A plea for greater attention to advertising education, both in terms 
of curriculum and teaching forces, is voiced in this discussion of 
one of the most important problems facing the advertising business. 
Advertising has expanded enormously in recent years, with a con- 
sequent expansion in manpower needs—needs which are all too 
often filled now by pirating personnel from other advertising organ- 
izations. While this discussion offers no concrete solutions, it lays 
out the problem of advertising education for all in the business to see. 


oping a body of theory about how adver- 
tising does it. 

It is perhaps for this reason that many 
intellectuals today overestimate the pow- 
er of advertising (and, in fact, the pow- 
er of the total communications proc- 
ess) to communicate. Anyone who visu- 
alizes a television commercial forcing one 
hundred and seventy-five million Ameri- 
cans to proceed in haste and en masse to 
the corner drugstore grossly overesti- 
mates the power of advertising. The fact 
of the matter is that advertising relies on 
its ability to persuade relatively small 
fractions of the total population to accept 
its ideas. Conformity in our kind of mod- 
ern society is more a product of the soci- 
ety itself rather than the influence of 
any individual advertisement or, indeed, 
of advertising as a whole... 

‘The problem of advertising education 
thus becomes one of equipping students 
who choose to make careers in this par- 
ticular field of mass communication with 
a sense of values, with a perspective, 
with a feeling for relationships, with a 
sense of the fitness of things, and above 
all, with the kind of humility that distin- 
guishes a truly educated man and the 
true contributor to society as a whole. 


Need for Practitioners 

Advertising since the close of the Sec- 
ond World War has shown a tremendous, 
almost a phenomenal, growth. Advertis- 
ing has tripled its volume in the years 
since the war. A recent study by Print- 
ers’ Ink indicates that there are far more 
people now employed in various phases 
of the advertising business than we had 
previously estimated. Some 300,000 peo- 
ple held administrative, creative, and 
sales positions directly connected with 
advertising, and the study did not include 
many thousands more in clerical posi- 
tions and in the allied fields of advertis- 
ing research, publicity, public relations, 
broadcast programming and production, 
and the graphic arts. The annual volume 
of advertising for several years has been 
of the order of ten billion dollars (the 
greater part of which is advertising at 
the local level by retailers, small busi- 
ness, and service business, with only 
about one-third being the more conspic- 
uous advertising placed in national media 
by the so-called “Madison Avenue” ad- 
vertising agencies). What this means is 
that there is a tremendous opportunity at 
all levels both in numbers and in quality 
of jobs for young people to fill. 


It is the responsibility of education, 
professional education in the best sense 
of the term, to equip young people to fill 
these positions in advertising with bene- 
fit not only to the businesses they serve, 
not only to themselves in terms of the 
creation of communication and the mon- 
etary premium which advertising puts 
upon this process of communication, but 
with benefit to society as a whole. The 
training we give young people for adver- 
tising today involves professionalism and 
professional standards, again in the best 
sense of the term. 
= We need to understand that the adver- 
tising man, be he in the advertising de- 
partment of a corporation, or a salesman 
of space or time, or a creator of print or 
broadcast advertising, or a researcher 
into advertising aspects of human behav- 
ior, has three areas of responsibility. He 
has first a responsibility to the advertis- 
er, to the man who pays the bills, to the 
producer of goods and services which can 
contribute to the benefit of those who 
buy them and use them. He has a re- 
sponsibility to the media of mass com- 
munications, because they provide the fa- 
cilities by which the advertising message 
is carried into millions of American homes. 

But most of all—and every good adver- 
tising man understands this—he must 
have a sense of responsibility to the con- 
sumer, to the public at large. Advertising 
is a process of information and a process 
of persuasion, a process by which the 
individual is informed about the advan- 
tages and benefits of a product or a serv- 
ice or an idea and persuaded that it is in 
his own self-interest to acquire the prod- 
ucts or take advantage of the services or 
accept the ideas. It is the responsibility 
of every good advertising man to see 
that the public interest is served, to see 
that the woman who spends her money 
for a cake mix gets a cake mix which will 
actually make a cake as large, as hand- 
some, as finely textured and as good eat- 
ing as the cake pictured in the advertise- 
ment. It is the responsibility of every 
good advertising man to realize that the 
ideas he lends his talents to promote 
ought to be those which serve the inter- 
ests of the community at large. 


# And the quickening of the sense of 
these responsibilities places a great bur- 
den upon those who would educate for 
advertising. For the future of all of us, 
advertising people must be not only 


trained in the techniques of advertising 
by which they will make a living, but 
also educated in the knowledge and the 
understanding of people and the public 
interest, which is the only way in which 
advertising can fulfill the promise it con- 
tains for public good. 


Education Immature 

What is the state of advertising educa- 
tion today? 

In two words, immature and uncertain. 

Just how immature becomes clear 
when you consider it within the context 
of mass communications education, itself 
of comparatively recent origin in this 
country (and virtually non-existent in 
other nations). Journalism education be- 
gan seriously here only a half-century 
ago. The first radio curricula were es- 
tablished in the mid-1940s. (By contrast, 
legal education has matured all the way 
to the point of having accreditation by 
1901, and medical education, by 1907.) 

Communications education programs 
are few in number. Only 42 schools are 
accredited by the American Council on 
Education for Journalism as offering 
fully-developed majors in journalism. 
Some 93 institutions offer academic ma- 
jors in broadcasting. (Again, by contrast, 
there are today 82 accredited medical 
schools, 129 approved law schools, and 
463 majors in home economics, 900 in 
English, more than 1,000 in engineering, 
and 1,400 in science in U.S. colleges and 
universities. ) 


® So far, no great attention has been 
paid advertising education. Many a ma- 
jor journalism school has staffed the 
news-editorial curriculum with up to a 
dozen major professors but “supported” 
an undernourished advertising sequence 
with a single teacher. And yet, if more 
professional advertising education could 
impress more of the “religion” of com- 
munications responsibility om more ad- 
vertising students, perhaps when these 
graduates rise to top management in the 
mass media (as they frequently do and 
as news graduates rarely do), they’d be 
of more help to the newsmen. Journalism 
schools achieve little by instilling high 
ideals in the news student if later he is 
to be squelched by media managers and 
owners who understand the tune of the 
cash register but do not understand the 
meaning of “public service.” 

It is not surprising, then, to discover 
that in 1958, an inventory of advertising 
education we made for the Advertising 
Federation of America showed that there 
were only 39 advertising major programs 
in the nation’s accredited business and 
journalism schools. Two-thirds of these 
schools, which should have the greatest 
interest in developing strong professional 
curricula in advertising because of its ob- 
vious relationship to their central con- 
cerns, ignore this responsibility. 

From these programs in one year came 
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only 800 graduates—and this for a busi- 
ness with an estimated 80,000 persons in 
key positions. No wonder the leading ad- 
vertising agencies, always on the prowl 
for high-level help, play “musical chairs” 
with each other, raiding for talent rather 
than developing their own. The new 
supply of executive potential is annually 
so tiny they have no alternative. 

Most of these 39 programs were small 
indeed. Thirty-one had only one or two 
faculty members each; the largest had 
only five. Only 55% of the teachers had 
had any kind of advertising experience. 
Only 28% (all of them in journalism pro- 
grams) were full-time teachers of adver- 
tising; all others regularly had to teach 
non-advertising as well as advertising 
classes. 


Stages of Education 

Professional education regularly passes 
through three major stages. In the be- 
ginning, it concentrates on “how-to” 
skills training. As it matures, it intro- 
duces historical and content and ethical 
emphasis. At full growth, it is asking the 
“why” and “with what effect” questions 
of research. Again, advertising education 
is immature—it is still in the “how-to” 
stage, while broadcasting education is 
firming up the content stage, and from 
journalism education is coming an in- 
creasing group of thoughtful and effec- 
tive communications researchers. 

Moreover, the path of the advertising 
educator is uncertain. Should he shape 
his curriculum as his educational in- 
stincts tell him, or should he listen to the 
pronouncements of the many advertising 
practitioners who resist and reject pro- 
fessional advertising education? 


s If he listens to the practitioner (and 
too many teachers feel they must or their 
students won’t get good jobs), the educa- 
tor hears conflicting testimony. Under- 
standably, the man who considers him- 
self successful advises his own educa- 
tional experience as the most desirable 
for others. There are presidents of the 
biggest agencies who haven’t gone be- 
yond high school. Ivy League graduates 
naturally support liberal arts education. 
The employer having trouble hiring 
young help asks the colleges to teach 
more vocational material. 

Professional advertising education has 
few spokesmen. Most advertising execu- 
tives of this decade concluded their for- 
mal education before advertising estab- 
lished a foothold in the curriculum, and 
few have any real understanding of what 
truly professional advertising education 
is or can be. So often does the practition- 
er make some statement that displays his 
ignorance about advertising education 
that some irritated advertising teachers 
have now formed an American Academy 
of Advertising, at least partially to pro- 
mote the work of advertising teachers so 
they'll be taken more seriously by the 
professionals. (“Let’s face it,” an organi- 
zational letter of this AAA stated. “We 
teachers of advertising do not rate as 
well as we deserve. Too many practition- 
ers still advise the student who wants to 
enter advertising to study anything ex- 
cept advertising! Can you imagine a 
physician, lawyer, or accountant giving 
that kind of advice to a student?’’) 


What Should Be Taught? 

What should advertising education be? 

As we have suggested, there are two 
different kinds of advertising education. 
The liberal arts—literature, science, so- 
cial science, the humanities—represent 
education FOR advertising. Without them, 
the advertising graduate would not 
have the academic backbone he needs to 
grow intellectually. But education FOR 
advertising, all by itself, is not enough. 
The liberal arts in their proper place are 
fine, but when they are substituted for 
the professional approach in advertising 
education, they do not and can not ac- 
complish what needs to be accomplished. 
They offer no professional orientation, 


no consideration of ethics and standards 
as related to advertising, no advance- 
ment of the theory of advertising. From 
their graduates there are not likely to 
come the men responsible for the profes- 
sionalization of advertising. 


® There also is an area which can be la- 
beled education IN advertising—those 
courses professionally related to the field, 
frequently with the word “advertising” 
in their titles. And mere education IN 
advertising is not enough, either. That 
would be trade-schoolism with a venge- 
ance. 

Some of us who are concerned broadly 
with communications education feel 
strongly that the correct kind of adver- 
tising education is that which melds the 
education FOR and the education IN. We 
think the equivalent of about three years 
of the FOR and one year of the IN repre- 
sent a good mixture—provided that dur- 
ing the education IN advertising, the 
student is exposed to many concepts and 
challenges far beyond the realm of the 
technical, the nuts-and-bolts, the strictly 
vocational. 


Need Better Teachers 

Here, we are depending heavily upon 
the caliber of the teacher available to the 
student. If a professor knows only nuts- 
and-bolts, he can teach only nuts-and- 
bolts. But what we require is the kind of 
man who can move his students swiftly 
through the beginning of the techniques, 
and who additionally has thought and 
worried and puzzled about what he’s 
been doing in advertising—and why and 
to what end and with what effect on so- 
ciety. Here is a man who really will have 
something to say. Blessed with a teacher 
like this, a course in the Principles of 
Advertising stands for an intellectual 
and educational experience which will 
have continuing impact through the 
years. 

But recruiting this kind of teacher, and 
sustaining him on a campus, is not easy. 


® How does the educational administra- 
tor solve the problem of salary? In most 
other subject areas, there is at least a 
reasonable relationship between the sal- 
ary which education can offer and the 
Salary available to the same person in 
professional practice in the same field. 
But in advertising, how do you convince 
the $40,000-a-year vice-president (who 
is far from the pinnacle of advertising 
pay) that he ought to trade his ulcers 
for 20% of that amount—especially when 
you know the teaching is going to be 
harder and more demanding than most 
advertising assignments? 

How do we solve the problem of formal 
degrees? How many years of successful 
advertising experience take the place of 
the Ph.D.? The master’s? If a man has 
taken the time to make his mark in ad- 
vertising, how do you then tell him he 
must undergo the rigors of three or four 
or five years of low-paid graduate work 
in order to “qualify” for teaching? 


= Who’s going to maintain the morale of 
the advertising teacher, once he’s left the 
business and gained a campus position? 
How is he going to react to being re- 
buffed on curriculum development, to the 
anti-advertising stand his _ intellectual 
colleagues take? How is he to stay brave 
and cheerful when his students report 
their other teachers (in fields far distant 
from advertising) constantly take pot- 
shots at advertising (and indirectly at 
advertising students)? 

It takes a strong will and a deep dedi- 
cation for the advertising educator to re- 
main in teaching in the face of all this. 
(For solace, he can remember it always 
has been thus in communications—both 
journalism and broadcasting educators 
still have to fight for their lives academ- 
ically every now and then. But this does 
not heal the wound.) 

And yet stay in teaching we must pray 
the advertising educator does, for there 
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The Creative Man’‘s Corner... 
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Why? 


Up in Lincoln Park 


We are living, children, in the era of the wacky advertising illustration. 
It is, from all indications, no longer fashionable in an advertisement to 
portray normal people in normal! situations. 


Well, kiddies, fads like this one spread through the ad agencies for a 
number of reasons, few of them really sound. An original thinker comes 
up with a new, a startling illustrative idea—a man with an eye patch, a 
hand with a tattoo, a cat wearing a new hat and sporting a cigaret holder. 
These are widely discussed, mentioned in Time. Advertisers hear about 
them and wonder why they can’t have advertising people talk about. 

So you wind up with a woman in a riding habit on a horse, tuning in a 
tv set-in broad daylight in a park. Not because the situation is apt or 
makes sense, but because the people responsible think this is the way to 
get attention, to be unique, to create conversation. 

“I never watch tv,” says the headline, “but when I do...” and a subhead 
“completes” the thought, “my set is a decorator-approved Original by Ad- 
miral.” This is a highly appropriate verbal complement to the illustration, 
since it is a complete non-sequitur. To the best of our knowledge, when 
people shun tv, it’s because of the poor quality of the programs—and no mat- 
ter how original the cabinet, they aren’t tempted to change their habits. 
If, of course, the lady wants to look at the cabinet, she sure has it out 
where there’s plenty of visibility. Maybe that’s what the illustration is trying 
to get across. But what it really gets across is, that the copy is never quite 
up to the original, no matter how hard the copyist tries. + 
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"I NEVER WATCH TV.. .BUT WHEN I DO.... 
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is still much for him to do. He must edu- 
cate the student who aims to become a 
producer of advertising, and upon whom 
he should have a profound professional 
effect. He must educate the student who 
will be only a consumer of advertising, 
for how can any person claim a good ed- 
ucation in these times unless he does 
understand the principles of this subject 
which cannot help but have considerable 
impact upon his daily living? 

And there is still a third audience. To 
do his total job he must re-educate the 
advertising men already in the field. Im- 
mersed as they are in the daily crises of 
the business, they need to be brought 
back to the classroom for adult education 
in many forms—seminars, conferences, 
institutes—to get ‘taught up on the pro- 
fessional education (both IN and FOR 
advertising) that they have missed. Here 
is the task for all colleges and universi- 
ties, at all levels. Advertising people can 
afford to pay for high-level programs, 
and when the content is right, teachers 
will be surprised at how quickly the pro- 
fessionals will respond. 

As advertising education matures, so 
will advertising mature. As advertising 


education becomes less confused and 
more certain of where it is going, so will 
public understanding of advertising in- 
crease and legal threats and general dis- 
enchantment toward advertising de- 
crease. 

But the advertising business clearly is 
going to have to invest more in profes- 
sional education, and in professionally 
educated leaders. It needs men and 
women not bound by the narrow confines 
of “broad” liberal arts education. It 
needs more leaders concerned with the 
development of advertising theory and 
content. It needs above all leaders whose 
standards say the public is served first, 
and the fast buck comes second. 

For the advertising business, “the pearl 
beyond price,” one of its more thoughtful 
and far-seeing executives has written, 
“is a keen curious mind, equipped with a 
knowledge of and love for people, and a 
cultural background to interpret these 
days and times intelligently.” 

When this sort of mind is the accepted 
norm in the advertising business, profes- 
sional education will have succeeded 
again, and society will have naught to 
fear from the hidden persuaders. + 
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PERATION 5,01 


OPERATION 5,000 MARKET AREAS 


ALABAMA WASHINGTON, D.C. KENTUCKY MISSISSIPPI NEW YORK OREGON Neeson 
Birmingham Louisville Jackson Albany Portland San Antonio 
Mobile FLORIDA Binghamton 
Montgomery Ft. Lauderdale LOUISIANA Buffalo PENNSYLVANIA UTAH 

Jacksonville Baton Rouge MISSOURI New York City Allentown Salt Lake City 

ARIZONA Miami New Orleans ee Poughkeepsie cor : 

Phoenix St. Petersbur poms Rochester artisburg 
Tucson Tampa . MAINE Schenectady Lancaster sag ol 
Portland Seckines Philadelphia pene 
ARKANSAS MONTANA : Pittsburgh 
; GEORGIA Butte Troy urg VIRGINIA 
Little Rock Atlanta MARYLAND Utica Reading 
Augusta Baltimore Scranton ee i 

CALIFORNIA r ichmon 
Bakersfield Savannah MASSACHUSETTS — NORTH CAROLINA bas Roanoke 
Fresno ILLINOIS Boston filiehe Asheville RHODE ISLAND 
Los Angeles Chicago Fall River Charlotte Providence WASHINGTON 
Oakland East St. Louis Lawrence Winston-Salem Seattle 
Sacramento Peoria . Lowell NEW HAMPSHIRE SOUTH CAROLINA Spokane 
San Diego Rockford New Bedford Manchester OHIO Charleston Tacoma 
San Francisco Rock Island Springfield Akron Columbia Yakima 
ent aa — NEW JERSEY Canton TENNESSEE 
casacg INDIANA MICHIGAN Atlantic City oe Chattanooga WEST VIRGINIA 

COLORADO Evansville Detroit Camden Catenin Knoxville Charleston 
Denver Fort Wayne Flint Elizabeth Memphis Haiongeen 

Indianapolis Dayton Wheeling 
Grand Rapids Jersey City Mansfield Nashville 

CONNECTICUT South Bend Kalamazoo Remark gr 
Bridgeport Lansing Paterson Youngstown TEXAS WISCONSIN 
Hartford 1OoWwA Trenton Austin Madison 
New Haven Des Moines MINNESOTA Corpus Christi Milwaukee 

Duluth OKLAHOMA Dallas 

DELAWARE KANSAS Minneapolis NEW MEXICO Oklahoma City El Paso WYOMING 

Wilmington Wichita St. Paul Albuquerque Tulsa Fort Worth Cheyenne 


The Biggest Merchandising-by-Tag Promotion in Publishing History 


OPERATION 5,000 is a nationwide merchandis- 
ing plan sponsored by McCall’s for the Use- 
Tested® Program and its participating advertisers. 
It is scheduled to coincide with the June, 1959, 
issue of McCall’s, and will involve more than 
5,000 store calls in a four-week period. 


A task force of 125 McCall’s Retail Representa- 
tives will call on leading stores in the top markets 
all across the country. 


The McCall’s field force will visit the owner, 
buyer or manager in each store on their list and 
make arrangements to supply each dealer with 
Use-Tested Program banners and display cards 


Mel 


featuring the Use-Tested products he sells. They 
will also make sure that all eligible products in 
the store are tagged. 


Outlets to be visited will include department 
stores, appliance stores, general merchandise 
stores, hardware stores, drug stores and others. 


All manufacturers in the Use-Tested Program 
scheduling ads in one or more of the first six 
issues of 1959 will be eligible for participation. 
Get in touch with McCall’s now to learn how your 
product can benefit from this on-the-scene pro- 
motional attention in the nation’s leading retail 
outlets next June. 


alls 


The magazine of Togetherness... cii culation now more than 5,300,000 
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The Peeled Eye Department... 


Conquers Fashion's Challenge 


By Dick Neff 


Dick Neff (Harvard '34), who writes 
and supervises copy at a leading adver- 
tising agency in New ” 
York, is cited in Perry 
Schofield’s book, “100 
Top Copywriters and 
Their Favorite Ads,” 
and in Martin Mayer’s ec 


‘‘Madison Avenue, ; 


U.S.A.” He is a mem- 
Dick Neff 


ber of the Copy Re- 
search Council and 
American Marketing 
Assn. and lectures for 
the Copy Clinic at the New York Adver- 
tising Club. 


That Mad-Mad-Madison Ave. 
Fashion Art 

Well, the tireless Men in White, who, 
imitating Crest (Triumph Over Tooth De- 


cay), held high the test tubes and manned , 


the typewriters for Supp-hose (Triumph 
Over Leg Fatigue), for RCA Victor (Tri- 
umph Over Food Spoilage), and for Alo- 
Creme (Triumph Over Prematurely Ag- 
ing Skin) have done it again. 

This time they have poured a little 
more antibiotic on the deadly word cwl- 
ture, excised a bit of mortified tissue 
from the prematurely aging rhetoric, and 
come up with a Blunder Drug copy ap- 
proach that has virtually no side effects 
except incipient listlessness, acute drow- 
siness and yawning. 


Victory Over Psoriasis Attacks ; 

Meanwhile, back at the drawing board, 
the fashion advertising specialists have 
not been exactly idle, either. Exhibit A 
is a lovable bundle of femininity, shown 
here in all her girlish charm, wearing a 
Roman soldier’s helmet, one of the 
Three Musketeers’ gloves, and two 
fourth-prize ribbons on the front of her 
track pants, whilst hoisting aloft, like the 
head of John the Baptist, a tin sword 
bearing decapitated roses and what could 
easily pass for poison ivy. 


s “CONQUEST,” the advertisement 
trumpets. 

It is, it appears, an advertisement for 
the Surprise Brassiere Co. Exactly whom 
she’s going to Conquest, and whom she’s 
going to Surprise we are in no position 
to state. But just as a wild guess, we 
don’t think they’ll be one and the same 
quarry. Not in that get-up, kiddo. 


And while we’re on the subject, hasn’t 
this mad-mad-too-utterly-mad type of 
art just about run its course? 


Best Ad-vice Yet 

Bob Wilson of NBC passes along this 
good advice to his audience, which pass- 
ersby got from reading two consecutive 
church signs. 

One read: “Make your worst enemy 
your best friend,” and the sign right 
down the street read: “Drink is man’s 
worst enemy.” 


Ad-ecdote Dept. 

A long-suffering member of that 
strange species of mammal that com- 
mutes on trains voiced a few of his com- 
plaints to a gnarled conductor on the 
ad-land run recently. 

“Well, do you know of a better rail- 


/road?” growled the conductor. “Sure,” re- 


plied Our Hero. “Lionel.” 

Dave Savage, tv copywriter of J. Wal- 
ter Thompson Co., New York, was our 
talent scout on this. He wins the Dick 
Neff Grand Award for this month’s most 
titillating ad-ecdote. 


Wall Signs Dept. 

Here’s a sign observed on the desk of a 
very knowing-looking secretary in a New 
York advertising agency: 

“If the Lord gives us our daily bread, 
Santa brings Christmas, and Storks bring 
babies, what’s the sense of having Daddy 
around?” 


Looking at Radio and Television ... 


Some Exciting New Commercials 


By the Eye and Ear Man 


There is an element of excitement in the 
air as the new television season comes 
blasting in. Papers are filled with ads— 
each trying to top the other—of new pro- 
grams. Networks are competing with each 
other in one of the greatest Donnybrooks 
of modern times and for the first time 
competing on an almost equal level day 
and night. 

The season already has had its disap- 
pointments, the flops, sadly, apparently 
almost parallel to the successes. Some of 
the incumbents are holding up, and some 
are slipping. Even before the first Nielsen 
ratings, some agencies are planning to 
replace disappointing shows by Jan. 1. 


= The new shows will be treated here 


separately. The pertinent subject is the 
new commercials—what sticks and what 
is pedestrian. Below are some of the 
commercials that are making an impres- 
sion on the calloused and casual viewer. 


1. Renault. 


In the midst of a lot of ordinary car 
commercials, which are so undistinguished 
that one looks just like another, comes a 
new hard sell for a little offbeat foreign 
car that most Detroit moguls wouldn’t 
use as a golf cart. Pitching hard at the 
second car market, this live realistic com- 
mercial pounds home a sell for economy 
(up to 40 miles to a gallon), easy parking 
(and they really show it), all family— 
packed with kids and junk—and acceler- 
ation and ease of operation. 


By the time this commercial finishes, 
it really looks like a classy car and a 
popular one. The old notion that these 
cars were put together with an Erector 
set is gone, and this is a truly new kind 
of commercial to sell cars. It shows the 
cars in realistic action instead of on some 
cornball race track or with garlands of 
ball gowns or assorted abnormal settings. 
Could it be that an advertising man wrote 
this commercial instead of a Detroit en- 
gineer? 


2. Helena Rubinstein. 

This is a clever direct sell for a new 
kind of mascara with a simulated voice of 
the lady herself, Russian accent and all. 
It fools you in its simplicity and direct- 
ness and ends up with a hard, irresistible 
pitch for the product. 

It is hard to emerge above the borax 
cosmetic pitches, but this one gets into 
it and traps your attention. Too bad the 
production is not quite as good as the 
idea—or this might be one of the all-time 
goodies. 


3. Kaiser Aluminum. 

Not only are the industrial shots im- 
pressive on “Maverick” and the car com- 
mercials that make you wince as they 
rough up the four-wheel-drive, indestruct- 
ible Jeeps, but the best of all in this di- 
versified line is the quilted Kaiser alumi- 
num foil with its clever animation linked 
with hard sell. The message that quilting 
makes for tougher foil is solidly ham- 
mered home. 


4. Garry Moore. 

Regardless of the strained quality of 
his hour nighttime show, Garry Moore, 
with the aid of Durward Kirby, manages 
to bring an informal, but definitely hard 
sell, to the commercial interludes. The 
show is so stuffy and dancy and formal 
that it is a relief when good old Garry 
rolls up his dinner jacket and starts the 
sell that has made him famous. 

The Moore show’s scary but memorable 
device of feeding a poor little kid Kel- 
logg’s and making him grow into a giant 


Agencies Ask Us... 


Advertising Age, November 3, 1958 


should go great with the kids. It is a 
little psychotic, but by golly you can’t 
forget that it is Kellogg and that it makes 
you into an advanced case of megalopho- 
bia real easy. 

These are but a few of the new batch 
of commercials that are beginning to take 
hold in the new season and there are also 
a few that smell of bad taste or sameness. 

Foremost among these are the usual 
phony doctor commercials—with or with- 
out a white jacket. These are a fraud on 
the American public, in bad taste, and 
generally are associated with schlag prod- 
ucts. 

And let us not neglect the nausea with 
which the public must greet such little 
gems as the “sweaty armpit” group—or 
“You haven’t smelled sweet till you’ve 
smelled it on our models” type, or the 
“Presto, and the hair is off the leg” group. 
Or “Wake up your little bile ducts and 
watch your husband smile again” group. 

Perhaps the cardinal sin of all noticed 
in the new commercials is the lack of 
distinction. What is lacking is the com- 
mercial that the consumer can’t forget, 
and with it, coupled the urge to buy. 
The “me too-ness” and the unimagina- 
tive approach to sales problems may be 
the advertiser’s fault as well as the crea- 
tive department of the agency. 

It behooves advertisers to let the crea- 
tive writers create. Only by encouraging 
their wildest ideas can the nucleus of a 
great commercial be born. Too often, 
cowardly advertising directors, afraid of 
the stockholders, afraid of their wives, 
afraid of their own judgment, and afraid 
of being afraid, kill good advertising or 
mush it to death with piddling comments. 


® Now is the hour of leadership in selling. 
Competition has never been so tough and 
the brave will inherit the business. Com- 
placency must go and imagination must 
rise. Let the pros create the copy with 
plenty of good, substantiated product 
claims and no hesitation about calling out 
the brand name loud and clear but framed 
in a novel way that will compel the con- 
sumer to notice and to buy. + 


Small Agencies Favored in New Tax Law 


By Kenneth Groesbeck 
Advertising Agenvy Consultant 


A Connecticut agency asks me this 
week whether or not it should incorpo- 
rate. It has hitherto been a partnership. 

While this is a question which can only 
be answered authoritatively by an ex- 
perienced tax adviser, 
it does bring up one 
point which will cause 
many small agencies to 
incorporate. This is the 
little-known provision 
of the 1958 tax law 
providing an _ escape 
from double taxation. 
Ordinarily, corpora- 
tions pay an income 
tax of up to 52% on 
profits, after which stockholders pay per- 
sonal taxes on dividends paid out of those 
already taxed earnings. 

In the closing days of the 1958 session, 
Congress fixed up this vexatious situa- 
tion nicely. If your agency has 10 or 
fewer stockholders, it does not have to 
Pay corporation taxes at all. Instead, 
the agency’s owners may now pay per- 
sonal income taxes on their share of the 
company’s entire earnings, whether these 
are retained to build working capital or 
paid out as dividends. Savings for small 
agencies are quite large, when they take 
advantage of this new “break.” 

The change in the law is extremely ad- 
vantageous where an agency has lost 


Kenneth Groesbeck 


money. Formerly, where the firm was 
taxed as a corporation, the stockholders 
were not permitted to charge off the loss 
against their personal incomes. The firm 
itself simply had no income. 

Now, stockholders can claim their pro- 
portion of the company’s loss as their 
own, deducting such loss from their per- 
sonal income totals. 

For this year only, eligible corporations 
are given until Dec. 1 to choose the 
new tax system so I’m just getting under 
the wire in bringing you this good news. 
See your tax man fast! 

In future years, if you wish to use the 
new system, you must so decide, and no- 
tify the Tax Bureau, by the end of Janu- 
ary, or the first month in the company’s 
accounting year. Should you elect to shift 
back to corporation-tax status, after hav- 
ing taken advantage of the new rule, you 
cannot shift back again to the individual 
tax basis until after four years. 

For Dec. 1 notification, use form 2553, 
entitled “Election by Small Business Cor- 
poration.” Shareholders must sign state- 
ments accompanying the form, consent- 
ing to the corporation’s choice of taxation 
methods. 


Credit Risks in Small Accounts 

An Indiana agency writes that it is 
handling several small accounts with 
only fair credit ratings. It seems, they 
say, that an increasing proportion of 
their billings presents this danger. They 
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have tried to establish credit limits, and 
so far have had no serious collection 
problems. When the demands of an ac- 
count of this type exceed what we feel is 
a prudent risk, what do we do about it, 
they ask. Should we ask for payment in 
advance? If so, should this difficult prob- 
lem be faced by the account man, the 
credit man, or whom? Their contact 
men balk at discussing extraordinary 
terms, saying that this puts them at a 
disadvantage in selling the agency’s 
services. What is the proper policy? 


® Credit losses are the single greatest 
cause of agency failures. Since one 
month's billings may well exceed the 
agency’s entire working capital, the fail- 
ure of one account to meet its obligations 
may well put the agency out like a light. 
Obviously therefore, and especially in 
view of the tiny profit for which such 
risks are taken, the agency must be ex- 
ceedingly hard boiled in its credit exten- 
sions. 

Myself, I have always advocated get- 
ting money for space and time not, as 
most agencies do, before media call for 
payment, but by the time the agency is 
liable therefor. That means closing date, 
for example, in the case of magazines. 
More and more small agencies follow this 
procedure, simply inserting in their con- 
tract or letter of agreement such a state- 
ment as “payment is to reach agency be- 


fore publication closing date” (in the 
case of magazines). Such a provision is 
included in the contract suggested by Ira 
W. Rubel, one of advertising’s soundest 
financial authorities, in his “Advertising 
Agency Financial Management and Ac- 
counting” (141 W. Jackson Blvd., Chica- 
go). This simple and entirely desirable 
change in the agency’s understanding 
with the client will obviate most of the 
dangers inherent in credit extension. Here 
the agency is not asking for “money in 
advance” nor should this term ever be 
used. It is simply asking for cash by the 
time it is spent, so far as the agency’s 
obligation is concerned. Definitely agen- 
cies, especially the smaller ones, cannot 
act as the client’s banker. 


s If such a change is made in the con- 
tract, no question arises as to who shall 
battle it out with the client. Where the 
change involves a new agreement, cer- 
tainly no account executive or credit 
man should carry the ball. This is a job 
for the boss to do, explaining pleasantly 
that for all accounts the agency is now 
incorporating a new financial under- 
standing, as is advised by financial au- 
thorities in the field. If the client balks, 
show him Rubel’s book. 

While my Indiana friends have had 
good luck so far, they are treading on 
thin ice. They are fortunate in having 
sensed their danger in time. + 


On the Merchandising Front... 


Is the Specialized Shopping Center 
the Next Step? 


By E. B. Weiss 

In September, Bullock’s opened a 32- 
store shopping center in Santa Ana, Cal. 
The novel feature of this sizable shopping 
center is that it is probably the first shop- 
ping center devoted almost exclusively to 
fashion merchandise. 

There is no super- 
market in Fashion 
Square—as the new 
shopping center is 
called—and this is re- 
ally historic. There is 
no variety chain outlet. 
Instead, the stores 
stock basically, ready- 
to-wear, shoes, jew- 
elry, furniture and 
decorative home furnishings, etc. The 
major emphasis is on women’s ready-to- 
wear; perhaps 75% of the total square 
footage in the center offers merchandise 
that could, broadly, be classed as women’s 
fashion merchandise. 

Actually throughout the country, there 
have been for some years rather highly- 
specialized shopping centers. For example, 
a number of shopping centers specialize 
in furniture, rugs, home furnishings. 


E. B. Weiss 


s But Fashion Square differs from these 
pioneers in the following respects: 

1. It is a large shopping center—some 
550,000 square feet of store area is in- 
volved. (Of course, there are larger shop- 
ping centers; but Fashion Square is quite 
a bit above the median in size.) 

2. It is probably the first sizable shop- 
ping center with the main emphasis on 
fashion merchandise. 

3. The bellwether store—Bullock’s—in- 
volves some 340,000 square feet. That is 
larger than at least 80% of the downtown 
units of all the department stores in the 
country. 

4. The other fashion outlets include 
some of the topflight fashion names on 
the Coast. 


s This development is of unusual signi- 


ficance because it seems to cut out from 
under the basic props on which a good 
deal of downtown’s hopes rest for survi- 
val. 

This is what I mean: 

1. Downtown has taken comfort in the 
conclusion that only downtown can wom- 
en find enormous selections of fashion 
merchandise in every category strongly 
affected by fashion and, of course, today 
that includes home decor as well as the 
broad field of ready-to-wear. 

2. Downtown has taken comfort in the 
conclusion that the great prestige 
fashion shops are firmly anchored down- 
town and, that for this type of shopping, 
Madam has no choice except to go down- 
town for the most exclusive styles. 

But now Fashion Square, out there in 
Santa Ana, some 30 miles away from 
downtown Los Angeles, offers women in 
particular at least as splendid a collec- 
tion of the latest in fashion merchandise 
and at least as broad a selection of fashion 
merchandise as does downtown. This is 
not merely a blow to downtown’s pride— 
it is also a blow to downtown’s future. 


® Once downtown’s pre-eminence in style 
leadership and style assortments is equal- 
led in the outlying shopping centers, 
downtown’s great competitive exclusive 
is no longer an exclusive. And while that 
may not spell the doom of downtown, it 
surely means that downtown will no long- 
er be able to induce shoppers to hazard 
the inconvenience and time loss of trips 
downtown; will no longer be able to in- 
duce shoppers to shop archaic old down- 
town stores, merely because these stores 
can offer better style and more of it. Cer- 
tainly, in the Los Angeles area women no 
longer need go downtown to find the best 
and the most in fashion merchandise, and 
this, of course, is one reason why the 
downtown area of Los Angeles has tended 
to stagnate. It is probable that Fashion 
Square will encourage other developers of 
shopping centers to promote specialized 
shopping centers. 

I think this will be the next trend in 


ao 
oan 


shopping centers for these reasons: 

1. The great regional shopping centers 
have become too big. They are so big they 
no longer offer convenient shopping—the 
hike from the parking area alone is 
enough to discourage shoppers. 

2. The shopper has not shown the nec- 
essary or required inclination to shop 
enough of the stores in these giant cen- 
ters. 

3. The growing trend among giant re- 
tailers toward inventorying the same 
stock—by classification, by brand, by price 
line—has created a profitless competition 
in the giant shopping centers. It has also 
created much bitterness. 

4. The huge one-stop outlets of the food 
chains, the drug chains, the variety 
chains, located in the giant shopping cen- 
ters, have not (with some exceptions, of 
course) thrown off satisfactory net pro- 
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fit percentages. 

5. The giant food super units are be- 
coming impatient with the huge shop- 
ping centers. This is one reason they are 
experimenting with solo locations out on 
the highway. And, in turn, other shop- 
ping center merchants are becoming im- 
patient with the food super. It has come 
to be known as the “shopping center 
hog.” 


= Basically, the shopping center of the 
future will take on more of the aspects 
of downtown of the past—in modern 
trappings, of course. Downtown was al- 
ways the focal point of fashion: fashion 
in women’s wear, men’s wear, home 
decor, etc. Now the shopping center seems 
destined to become the fashion center 
and, to do so, specialization seems indi- 
cated. # 


From an Art Director's Viewpoint . . . 


Back in the Running 


It’s the new Dobbs Two-Tone...the hat that befongs 


in your two-tone world. 


two tones, Cars have it! Sportewear 
has it! Been shirts end jets have it 
Naturatly, Dobbs has it! Created for 
your wWorkl of color. See it! Clear 
low. Peel if? Stirs a sporting oman’. 
tustet’ Wear it! Ahhh! The Dobbs 
TWO-TONE® is your kind of bat 
Below, Dobbs Fairlane. $12.95. Doty. 
huts avaiable at fine stares through 
cut the United States. Also Chnule 
... $10.95 to $100, Dobbs, Park Ave. 
wt $9th St. NY 


ORATION OF LMReRs 


By Andy Armstrong 

About a year ago, this column said 
some unkind-sounding things about the 
kind of illustration in this Knox ad. There 
was no intent, really, to pick on the il- 
lustrative technique in itself (or per se, 
as they call it in con- 
ference rooms). The 
complaint focussed on 
the technique’s lack of 
rapport with the per- 
sonality of Coca-Cola, 
whose product image 
cries for guttier inter- 
pretation than these 
mosaics of wash. 

Knox is different. 
Hats are fashion stuff. 
Even men’s hats. They take kindly to un- 
usual art. The squiggled line, the un- 
shaded volumes, the contrasty range of 
hues build into an interrupting diversion 
from run-of-the-mill hat pictures, giving 


Andy Armstrong 


"Pat, Pendin: 
Knox a look of smart fashion news. 

But more importantly, the Knox picture 
stands for a trend now gaining great mo- 
mentum and likely to continue for some 
time—the trend of painters to abandon 
the realism so totally possessed by the 
photographers. Since the painter’s realism 
inevitably falls short of the camera’s, 
many painters today have taken to ma- 
nipulating line and wash in ways the 
camera cannot imitate. Painters are 
stretching and refining their styles to 
make every drawing or painting so un- 
mistakably a drawing or painting that 
even the least informed layman (and, 
fortunately, every agency art buyer) will 
spot a drawing or painting at once for 
what it is and never call it a photograph. 


® This trend came late to advertising 
art, having gone on at least a half cen- 
tury in fine art. People look through the 
current ads and say of a certain illustra- 
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WDSU-TV gives you the picture 


Sailing, cruising, fishing, 
golf—outdoor activities like 
these will go on right through 
the winter in America’s 

most different city. 


This means that marketing 
opportunities are different, 
too. With WDSU-TV’s years 
of experience as a guide, 
advertisers can take full 
advantage of this individual 
marketing picture. 


Knowing what New Orleanians 
like has enabled WDSU-TV 

to deliver more audience 

than all other stations combined 
—day after day, night after 
night, month after month.* 


*ARB—May 26-June 22, 1958 
Telepulse—August 1-8, 1958 
Nielsen—July-August, 1958 
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tor that he is imitating Lautrec, or 
Renoir, Bonnard or somebody. But he is 
only doing what they did, rather than how 
they did it. He is painting paintings, like 
a painter. 

This trend of advertising’s painters to 
paint like painters, and not like cameras, 
is a healthy, sensible thing. Why try to 
fool the public when it does not know you 
are fooling? Many ad pictures these days 
are stuffed with broad visual clues, to 
help us know that they are drawings or 
paintings, and not photographs. There 
was a time when a lot of us had a hard 
time telling this difference. There was 
also a time when surveys showed that 
readers were not in the least aware of it, 
and cared even less. 

This was particularly distressing when 


Salesense in Advertising ... 


the camera first dernonstrated its super- 
iority in the realistic picturing of food. 
Photography and painting thought they 
were engaged in a bitter war over 
food illustrations, but questioning of con- 
sumers proved that they did not know one 
from the other. They were blind to an 
issue that had meaning only for painters 
and photographers. 


= Here, in the Knox ad, is painting, and 
nothing but. And you are going to see 
more and more painting. Once in danger 
of obliteration by photography, painting 
in advertising has dropped the crutch of 
realism. Painting has come back into the 
race more vigorously than ever, running 
strongly and unashamedly on its own two 
feet. + 


Is Advertising Worthy of a Lifetime's Effort? 


By James D. Woolf 
Creative Consultant 

In another part of this issue (Voice of 
the Advertiser) you will find a letter 
from 1/Lt. J. H. Bissell, who is presently 
serving a three-year post-college hitch 
with the Air Force in Germany. He hopes 
eventually to make his 
mark in the advertising 
business. 

Note that he wants 
my opinion as to what 
a newcomer in the ad 
business can specifical- 
ly do to increase ad- 
vertising’s respectabil- 
ity in the eyes of a 


“propagandized” bu t James D. Woolf 
often justifiably criti- 
cal public. 


This is an important question, because 
in another decade or two the future and 
well-being of the advertising business 
will be in the hands of today’s newcom- 
ers. 

I don’t quite know the answer to his 
question. I can only point out to him 
the basic difficulty; namely, the greed 
of advertisers and advertising agencies. 
This is something he’ll have to combat 
with all his strength if and when he gets 
into the advertising business. 


= One serious problem is mendacity. I 
am in tune with AA’s Copy Cub when he 
says: “It’s fair to assume that viewers 
must be completely confused when Lis- 
terine follows tv commercials for Gleem 
and Colgate’s (with Gardol) by saying, 
“You can not brush bad breath away.” 
Somebody, obviously, is fibbing. And 
what is the truth about the leading 
brands of cigarets? How can all of them 
be the smoothest, the mildest, the least 
harmful with reference to nicotine and 
tars? 

Another evil is the fake bargain sale 
and fictitious prices. Recently I checked 
through 50 newspapers and found a del- 


Employe Communications... 


uge of ads featuring prices that were ob- 
viously false. 

Another sin, at least in my book, is 
grotesquerie. “Cleverness.” “Cuteness.” 
“Puns.” I shan’t elaborate on this juve- 
nility because I have so often aired my 
views in this column. No wonder 1/Lt. 
Bissell gets a sympathetic pat on the 
back (or angry scowl) when he reveals 
his secret plan to make advertising a ca- 
reer! 


s Then there is the fake testimonial. I 
need not elaborate on this. You know and 
I know that many of them involve a 
“deal” of one kind or another. Possibly 
they are relatively harmless, except in 
the case of patent medicines. 

The Madison Ave. Myth might also 
embarrass 1/Lt. Bissell. (See my column 
in the Oct. 13 issue of AA.) 

Also there is tawdriness—bad taste 
and clamor—which 1/Lt. Bissell would 
have a hard time when arguing with his 
critics. 

But why go on? You know as well as I 
that modern advertising is guilty of many 
sins. 

I have no patience with those defend- 
ers of advertising who argue that at least 
95% of all advertising is lily-white. It 
just isn’t true. I have just completed a 
motor trip through five states, and during 
this trip I listened to at least a score of 
local radio stations and scanned a dozen 
or so local newspapers. 50% of what I 
heard and saw was guilty of exaggera- 
tion and sophistry. 


= I am not defending morality for its 
own sake. I agree with George French 
who wrote, in 1909, that “Advertising is 
concerned with the getting of money, pri- 
marily and absolutely. If it promotes es- 
thetics or morality, or any of the other 
graces or qualities of humanity, it does 
so with the deliberate and conscious pur- 
pose of turning them to the account of 
business.” + 


Employe Newsletter Proves Its Value 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


Company representatives from time to 
time inquire of this department about the 
value, if any, of the newsletter for em- 
ployes. “We are toying with the idea of 
starting a letter for our employes,” is the 
gist of the inquiries. “Do you know of 
any companies that have experimented 
successfully with newsletters? Would you 
say that the newsletter is here to stay?” 
The answer is: (a) we know dozens of 


companies that have experimented suc- 
cessfully with newsletters and have long 
since emerged from the experimental 
stage, and (b) we sure would. 

Probably the first newsletter in the 
country (certainly the first in the steel 
industry) was started in mid-October, 
1938 at the Middletown, O., works of 
American Rolling Mill Co., now Armco 
Steel Corp. It has appeared regularly 
every week since, and a short time ago 
its 20th birthday was duly observed in 
the Oct. 10, 1958 issue. 

In Vol. 1, No. 1, the works manager 
introduced the newsletter with this state- 


ment: “Armco employes have always 
been interested in the affairs of the com- 
pany. In order that you may have the 
latest information on our business, we 
plan to give you each week a bulletin 
similar to this one so that you may keep 
posted. We trust that you will find this 
information of interest and value.” 

The operating rate for the steel busi- 
ness for that week was 51% of capacity 
(high for the year); business showed 
signs of improvement; a Canadian cus- 
tomer’s letter praising Armco quality and 
service was reprinted in part. The first 
letter gave the reader the impression that 
he was being invited to share informa- 
tion, that he was being given facts and 
figures. 

Twenty years later the reader has the 
same impression. In fact the present 
manager, D. S. Holstein, in the anniver- 
sary newsletter, remarked: “Back 
then, when properly informed and given 
the facts, it was men’s faith and cooper- 
ation that pulled us through. Today and 
in the years ahead, the newsletter con- 
tinues to be another link between people 
already joined together by Armco spirit 
and cooperation. It is this same spirit of 
cooperation which overcomes our prob- 
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lems, and which brings us greater bene- 
fits and security that make Armco a bet- 
ter place in which to work, and our city 
a better community in which to live.” 
With another concern, these claims might 
be fancy; with Armco, as the insiders of 
industrial relations know, they are fact. 


s Armco issues approximately eight 
newsletters on a regular basis at various 
of its mills. These letters—all weekly— 
do a spot-news type of informing that 
the monthly employe magazine cannot do. 
Cc. E. McIntire, who directs employe 
communications at Armco, feels that the 
employe publication and the newsletter 
go hand in hand, that one supplements 
the other. 

Modern employe communication tends 
to include the newsletter as one of the 
essential tools of plant-level conversa- 
tion. The majority are still issued on a 
monthly basis, but in the past year alone 
many weekly letters have been launched, 
and the daily newsletter is just around 
the corner; in fact, several companies 
are producing them now. Communication 
with employes needs many tools these 
days, and the speedier they are, the bet- 
ter. + 


How to draw HANDS in your roughs 


Pin up this handy chart of Ways-To-Draw-Hands. Use it to help 
you develop “rough” ideas for suggestions to the Art Department. 


pw ee, 


Next Lesson: How to Use Hands in Your Roughs 
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Printing BUYERS 


FACTS—about roll-fed offset printing 
© Paper in rolls costs less 
© Prints 4 times as fast 
© Prints 2 sides in one operation 
© Prints and folds on press 
© Twe colors at single-color prices 
CATALOGS—CIRCULARS, etc. 


Akron, Ohie 
FRankiin 6-6175 


Early Failure to Stress Ads Nearly 


Engulfed Ford, Recalls Roy Barbier © 


DEARBORN, Micu., Oct. 28—A|vertising grow to its present im- 
Roy Barbier began his advertising portance. He also saw first-hand 
career 42 years ago because he how the power of advertising 
knew enough about automobiles to helped competitors bypass and 
|write an owner’s manual. Last nearly engulf the empire of Henry 
month he retired, after working | Ford. 
with Packard, Wills-Sainte Claire, | 


and Cadillac account supervisor at man, 
MacManus, John & Adams. |course at the Packard Motor Car 

During a career which approxi-|Co. in 1913. He worked in all) 
_mately parallels the growth of the | phases of production, then became 
|industry, Mr. Barbier saw auto ad- assistant to the technical service) 
manager, answering letters from | 


idea... fo 


aS ee a 


low cost 


harried owners who had car trou- 
bles. 


® This training eventually led him 
|to the advertising department, | 
|where he wrote Packard’s opera- | 
tors’ manual, to be delivered with | 
the new cars. In 1919 he moved to | 
a Detroit agency—Power, Alexan- 
der & Jenkins—handling research’ 
and new business. One of the) 
agency’s accounts was the Wills-| 
Sainte Claire auto. 


Born in Detroit, Mr. Barbier en-| | 
Lincoln, Ford and finally as vp tered the auto business as a young|/ 
taking a factory training |) 


Roy Barbier 


put his faith in the ‘better mouse- 
trap’ theory”—make a product the 
people want and they will come 
to you. 

“Mr. Ford made the subject of 
advertising unpopular at the com- 
pany,” the adman related. “He 
ridiculed it—saw it as an economic 
waste. 

“Whenever we would meet, I’d 
try to get in the first word, be- 
cause I knew what was coming. 
He’d start right out: ‘How much 


money are we spending on adver- | 
tising this year?’ I’d tell him and) 
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|called, “some of the Ford dealers 
|began some very competitive ad- 
vertising. Mr. Ford told me to stop 
|that kind of advertising. I said I 
couldn’t; we weren’t doing it, the 
dealers were. He said stop them 
anyway. He had a real streak of 
honesty.” 

Edsel Ford was a strong be- 
liever in advertising, according to 
his former ad manager, and the 
younger Ford’s influence helped 
to maintain ad budgets, though he 
had limited authority with such 
expenditures. 

“When we introduced the Mod- 
el A 30 years ago, we spent $1,- 
000,000 on newspaper advertising 
in one week,” Mr. Barbier stated. 
“N. W. Ayer did a fine job for us.” 

Newspaper advertising is, in fact, 
the prime medium for auto ad- 
vertising, he believes. “Cars are 
news, and newspapers should be 
the prime medium, at least for 
the first six months of a cam- 
paign,” he said. “You should nat- 
urally supplement this advertising 
with other media, but newspapers 
are the basic medium.” 


s Mr. Barbier, by his own admis- 
sion more of an administrative ad- 
}man than a creative one, regards 


web-offset 
broadsides 


... sells merchandise for 
Cook Paint & Varnish Co. 


Eurore’y 

E vie 
cessful in selling Cook products. I have Ale FRANCE 
found them to be highly effective in 
arousing dealer interest and in moving 


“Dealer broadsides similar to the one 
reproduced here have been highly suc- 


merchandise fast.’’ Says Clifford O. 
Bratten, Jr., Advertising Manager for the 
Cook Paint and Varnish Co., Kansas 
City, Mo. 


Dramatic, colorful web-offset broadsides, 


@ From art to mailing 
@ Intelligent production 


produced by Henry Wurst, Inc., offer counseling 
dealer support at a reasonable cost. Print- © Mase nel-coler 
ing runs may be scheduled to permit wate tat olteat 


different mailing dates. Imprint changes 
made anywhere on the outside of sheet 
without stopping the press. Complete and 
flexible mailing facilities available. 


e@ Currently printing 
program sections of 


WRITE, WIRE, OR PHONE FOR SAMPLES TODAY 


“ We will gladly furnish estimates according to your specifications 


HENRY WURST, Inc. 


550 INDUSTRIAL BLVD e KANSAS CITY 15, KANSAS 


A year later Frank Eastman, his 
old boss at Packard, became ad 
manager of the Lincoln Motor Car 
|Co., and Mr. Barbier rejoined him 
there. Ford Motor Co. bought Lin- 
coln in 1922, and Mr. Barbier be- 
|}came a member of the Ford or- 
ganization. 
| He was in charge of Ford ad- 
|vertising until World War II be- 
|}gan in 1941, then joined the Addi- 
neg Vars agency, in Buffalo, where 
|he worked on the Bell Aircraft 
and other accounts. 

Less than a year later, however, 
lhe returned to Detroit to work on 
Cadillac advertising at MacManus, 
John & Adams, in Bloomfield 
| Hills, 
| 
| 


|@ “The automobile is the spark 
| plug of the economy,” Mr. Barbier 
declared in reviewing his career. 
| 


|portant job in making this pos- 


5 editions of TV Guide ‘ible.” 


His appreciation of advertising 
| was not shared by the business 
‘leader probably most closely as- 
|sociated with the American auto 
industry—his former boss, Henry 
| Ford. 

“Henry Ford was a great man,” 
|Mr. Barbier says, “but he never 


|“And auto advertising does an im-!| 


really believed in advertising. He’ 


he would say, ‘It’s too much.’ } - 
_ “Then he’d add up the amounts | t°day’s auto ads as “a little on the 
pushy side. 


the car makers were spending on “When I first joined the adver- 


advertising and say, ‘Look at all|.. 
‘the money wasted before the first | tising department at Packard 
cars were being 


; + | (about 1916), 
i oe ae /built for the roads of the time,” 
|= “Mr. Ford was an enigma,” Mr.|he recalled. “Consequently, when 
‘Barbier said. “He developed the|W¢° advertised performance, we 
/means for making a cheap car,|meant reliability. That was the 
‘but he didn’t seem to realize that | keynote of the advertising. Today, 
advertising would create volume | Performance means acceleration 
to keep the car low in price.” | and speed. , 

“I believe I was ad manager at | . By about 1919, auto advertis- 
Ford longer than any other per-| img had begun to change, he said. 
son,” he said. “I didn’t always |“! recall a Packard ad headlined: 
have the title, though. Edsel Ford, “60 miles per hour in 30 seconds 
then president of the company, |from a standing start.’ Packard 
referred to me as advertising man- | W@S @ rich man’s luxury car, and 
ager, but as far as Henry was|its advertising did a good job of 
concerned, I was in the sales de-| building that image. 
partment.” Marshalling his many years of 

Henry Ford favored fewer mod- |¢xperience to come up with some 
els and fewer colors in cars as|Sound advice, Mr. Barbier sug- 
means of keeping costs down, ac- | ested that a car needs an adver- 
cording to Mr. Barbier. When pro-| tising “theme” to create an image, 
fits suffered, the ad budget also| Much as Cadillac has done. 
suffered. aa, 

Of the advertising itself, Mr." “I have a theory of advertising, 
Barbier recalls it was “good,| he said, “that too much is made of 
though a bit on the conservative | the minor points of a product. The 
side. We couldn’t get too competi- advertising should come out of the 
tive at Ford. Henry Ford said: Car itself. You can’t sell any car 
‘Don’t exaggerate; the truth is big | t© all the people. Each auto should 
enough.’ try to sell certain things that cer- 


“One time,” Mr. Barbier re-| tain people want. é 
| “Look at the prestige ads for 


Cadillac. The ads don’t even men- 


Virgini 


he Roan 


THE ROANOKE TIMES and THE 
ROANOKE WORLD NEWS are the 


tion price; they talk about qual- 
ity and personal satisfaction.” 

For 16 years Mr. Barbier, who 
lives in Dearborn, has worked on 
Cadillac advertising at MacManus. 
At a retirement party last month, 
he was presented with a 30-day 


° , European tour for himself and his 
p only newspapers that cover the third largest pri- wife, Alice. 
* N | Sune e His future plans are indefinite. 
bd writ a, ° mary newspaper market in Virginia. There are |As in the case of many people of 
- & lus 
e @ e » his experience and knowledge, Mr. 
ee Primary Mo : 552,000 people in this rich Roanoke and West- i oertwondy Nesey ante atin 
oe * : .# 
: | in 5 . central 16-county area of 7,516 square miles. haces 
ae A 
° . 4 ohne Long, Skoll Formed 
. i Nearly Half-Billion-Dollar Market Long, Skoll & Shireman, a 
: [Milwaukee with offices at 2678 N. 
° ilwaukee with offices a R 
° ORT aE The ONLY newspapers that reach dolly this Hubbard St. The officers are R. R. 
Ys See, <5 100% Roanoke City fabulous, and completely independent | Long, president; a a 
« eee coverage 61 man, exec vp, and Merceline Skoll, 
° 95% principal cities market of over ONE-HALF-MILLION secretary-treasurer. Mr. Long was 
. * Serves 16 counties and ewer PEOPLE, are The Roanoke Times and The formerly director of the radio-tv 
coverage uss 
*. * Completely isolated OR So claw Roanoke World News. Detailed facts on rains Ranken: sunudhar naan 
e * Ideal Test Market etna request. is the former president of Impact 
Advertising Agency, which has 
e 
» been merged with the new corpor- 
e |ation, and Mr. Shireman was for- 
|merly tv sales manager of WISN. 
TIMES AND | : 
|McCorkle to ‘Pacific Logger’ 
sceseieapemges WO RLO- NEWS | ©. L. (Chuck) McCorkle, for- 
Roanoke is e. National Representatives oa . a _merly servicing industrial accounts 
Burgoyne”’ City SAWYER — FERGUSON — WALKER CO. ‘for Eureka Newspapers Inc., has 


‘been named advertising manager 
of The Pacific Logger. 
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TO SELL MORE 
WHERE MORE IS SOLD 
... 1S FIRST 3 FIRST! 


You can add powerful fuel to your mar- 
keting effort and ignite general enthu- 
siasm for your product in the three top 
markets of New York, Chicago and 
Philadelphia by harnessing advertis- 
ing’s “Great Balls of Fire’’-—FIRST 3 
MARKETS GROUP Magazines. 

Competition for attention to an ad- 
vertising message is understandably 
keenest in these richest and most 
diversified markets, where the family 
coverage of General Magazines, Syndi- 
cated Sunday Supplements, Radio and 
TV thins out. In these 3 far-above- 
average markets, which account for 
18% of total U.S. Retail Sales, there is 
no substitute for FIRST 3 MARKETS’ 
saturating 62% COVERAGE of all 
families. 

In addition, First 3's ‘Sunday Punch”’ 
circulation of nearly 6,000,000 reaches 
over half the families in 1,195 cities 
and towns, which produce 27% of total 
U. S..Retail Sales. 

To make your advertising sell more 
where moreis sold...it’s FIRST 3 FIRST! 


The group with the Sunday Punch 


Rotogravure . Colorgravure 


New York Sunday News Coloroto Magazine - Chicago Sunday Tribune Magazine 
Philadeiphia Sunday Inquirer “Today” Magazine 
New York 17, N. Y., News Building, 220 East 42nd Street, MUrray Hill 7-4894 - 
Chicago 11, IM, Tribune Tower, SUperior 7-0043 - San Francisco 4, Calif. 155 
Montgomery Street, GArfield 1-7946 - Los Angeles 5, Calif., 3460 Wilshire Boulevard, 
OUnkirk 5-3557 
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ARCHITEC 
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the plans'and desi 
which set up yo 
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| AND 
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and finance 


‘Drake Cookies, Conoco, Imperial Called 
Best-Seen Posters of Month in Starch Study 


MAMARONECK, N. Y., Oct. 28— 


The best-seen 24-sheet poster dur- | 
ing the four-week period ended | 


tion of 24-sheet posters are studied 
on a national basis by personal in- 
terviewing in 28 urban markets. 


Sept. 3 was one for Drake’s cook-|Scores are standardized to a uni- 


| ies. 


people ten years old or older liv- 
ing in markets where the poster 
appeared. 

Next best-seen poster for the) 
|period was for Conoco gasoline, | 
remembered by 78%. An Imperial | 
'whisky poster was third, with a 
score of 65%. Scores for the re-| 
maining top ten were: 


|/Wonder bread, 53%; another 
| Drake’s cookies poster (“Doctor’’), 
50%; Ford automobile, 49%; and 
Hamm’s beer, 48%. 

The figures are from the contin- 
uing study of outdoor advertising 
|conducted by Daniel Starch & Staff, 
‘in which readership and recogni- 


| 


It was remembered by the/| 
| remarkably high number of 83% of | 


Ballantine beer, 57%; Sunbeam | 
| bread, 57%; Rheingold beer, 55%;/|tors Assn. at the group’s conven- 


form No. 100 showing to facilitate 
comparisons. 


Swezey Wins RTNDA’s 
| Paul White Award 

The Paul White award, given 
annually for the most outstanding 
contribution to radio and television 
journalism, was presented to Rob- 
ert D. Swezey, exec vp of WDSU 
and WDSU-TV, New Orleans, by 
the Radio Television News Direc- 


tion in Chicago Oct. 15 (AA, Oct. 
20). Mr. Swezey’s “significant con- 
tribution to freedom of informa- 
tion” consisted of his work with 
the American Bar Assn. against 
the ABA’s Canon 35, the ruling 


|which virtually bans cameras and 


microphones from courtrooms. 


"He tried to take my 


Drake's 
COOKIES" 


Hottest Brand Going 
... CONOCO! 


Re 


BEST SEEN POSTERS—These three posters ranked 1, 2, 3 in viewing ef- 

fectiveness in the Starch continuing study of outdoor advertising 

during the four weeks ended Sept. 3. The Drake’s cookies 24-sheet 

scored 83% on the viewing index; Conoco hit 78%, and the Imperial 
whisky poster scored 65%. 


Publishes PR Manual |Tatham-Laird Names Two 


“Public Relations for Life In-| 
|surance Companies” 


is the title 
of a new manual published by 


the public relations committee of | 


the Life Insurance Advertisers 


s |Assn. Donald E. Lynch edited the 


Earl Collings and John Wilson 
have joined Tatham-Laird, Chica- 
go, as group copy supervisors. Mr. 
Collings formerly was a vp of 
Gordon & Hempstead. Mr. Wilson 
formerly was a commercial writer- 


LENDERS your products collection of articles by life in- producer with Gardner Advertising 
i for inclusion | surance authorities. Co., St. Louis. 
in 
baraastint Hit 42,927: Famili 
~ | ; amilies 
DISTRIBUTORS | 


AND DEALERS 
who supply and 
promote 
your products 


with AVERAGE INCOME 
of 15,461 


with the HOLLISTER GROUP * 


REALTORS 


WILL THEY 
“ome READ TONIGHT? 


the final point of sale | | | NORTHBROOK (se) 
| Ask any of these music lovers in Hollywood Bowl, | “3,210 


REVIEW! 


Published every Thurs. 


(News) \) 
*2,450 } 


and chances are they'll name the Herald-Express. ae 


WINNETKA \ 


— DWELLING Fe. —_O 
HOUSE & HOME is the only maga- | For in Los Angeles—key to the entire Western — gee yes % QD: 
zine through which you can tell your | market—the Herald-Express is read by more Consumer Marios | NORTHFIELD , be nsf 
| ry, 
Sales story to all these profession- | ebrua 


*ABC CIRCULATION 


music lovers (and non-music lovers, too) than any ng 


als who control product sales in | 
home building. | other evening newspaper. 
In HOUSE & HOME alone your ad- | 

vertisement is read by the builders 
of as many houses as read any 
builder magazine, the architects | 
of as many houses as read any 
architectural magazine, more 
mortgage lenders than read any | 
mortgage finance magazine, more 


ome © 


@ 3,790 
GLEN paar 


WILMETTE 
°F 667 


All of which can mean mighty sweet music for a — 


smart advertiser. Like, for instance, you. 


(Review) 


Largest newspaper 


RATES (Per Line) 
EVANSTON REVIEW 


under the afternoon sun! *22,755 


magazine .. ome 


home building’s only industry magazine | 
9 Rockefeller Plaza, New York 20,N. Y. | 


NORTHBROOK STAR 
HOLLISTER GROUP (5 PAPERS) 
ALL 6 PAPERS Be eS eee 


distributors than read any dealer | Circulation, 342,055 ee l4ec 

ma | 

reaity men than [OUSe — Rrpresestll, Netiodly by sk | CUencoe NEWS 0 tae 

read any realty  * | Moloney, Regan & Schmitt, inc GLENVIEW ANNOUNCEMENTS ........ l4c . 


Lloyd Hollister, Inc. 
1234 Central Ave. 
Wilmette, Ill. 
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British TV Row 


Lonpon, Oct. 28—A new row has 
blown up in Britain over sublim- 
inal advertising. 

The Laborite newspaper, Daily 
Herald, has charged that one 
of the commercial television pro- 
gram contractors was using sub- 
liminal stimulation to keep view- 
ers tuned in. | 

On the evidence of an electronics | 
engineer, the newspaper alleged 
that TWW (Television Wales & 
West Ltd.) was transmitting a shot | 
of a winking eye with the message | 
“Keep Watching,” which lasted on- 
ly 1/25th of a second. This, the 
newspaper claimed, was subliminal 
advertising. 


s TWW denied that the shot was 
subliminal. The company said the 
“Keep Watching” signal was trans- 
mitted for two to three seconds 
and was clearly visible to viewers. | 

“There is nothing sinister about 
it, and it is in no way subliminal 
suggestion,” a TWW spokesman 
said. 

Nevertheless, the company an- 
nounced last week it is to cease 
transmission of the spot which 
aroused the controversy. 

| 

| 
® A spokesman for the Independ- 
ent Television Authority, the) 
government-appointed controlling | 
body for commercial television, 
said it had been informed of the) 
decision to cease transmission of | 
the spot. The spokesman added that 
TWW had informed the ITA that! 
it had never resorted to subliminal 
advertising. 

“It goes without saying,” said | 
the ITA spokesman, “that it is en- | 
tirely contrary- to the policy of the | 
authority for subliminal advertis- 
ing to be used either in tv adver- | 
tisements or programs.” 

The Institute of Practitioners in 
Advertising has banned the use of 
subliminal stimulation by its mem- 
bers and this has been backed by 
the Incorporated Society of British 
Advertisers. + 


| 
| 


WOV Launches Contest 
for Agency Personnel 

A radio station’s cartoon insigne 
has become a collector’s item with 
the launching of a contest for 
agency personnel by WOV, New 
York. Winners of the competition 
will be agency men or women who | 
collect the largest number of WOV 
bug cartoons. The winged carica- 
tures are used on all the station’s — 
advertisements, envelopes, selling 
cards and promotion brochures. | 
(They are on window streamers, | 
decals and shelf displays, too, but | 
these are verboten for the contest.) | 

Prizes are a trip to Rome, a 14- 
day West Indies cruise, Royal por- 
table typewriters, Helbros watches | 
and Italian glassware and ceram- | 
ics. The contest started on Colum- | 
bus Day, Oct. 12, and will close 
on Lincoln’s birthday, Feb. 12, two 
dates of special significance to the 
Negro and Italian audience groups | 
to which the independent station | 
caters. 


Petry Names William Pipher 
William P. Pipher, previously | 
sales manager of television sta- 
tion WTVH, Peoria, Ill., has been | 
named midwestern manager of 
radio for Edward Petry & Co.,| 
radio-tv station representative. | 
Mr. Pipher, whose headquar- | 
ters will be in Chicago, replaces | 
John Ashenhurst, who has been 
named assistant to the exec vp,! 
Edward E. Voynow, a new post. 


Johnson Joins ‘U. S. News’ 

T. Neville Johnson, formerly | 
with House Beautiful, has joined 
the New York advertising staff of | 
U. S. News & World Report. 


Steele Heads Ad Bureau 


associate | Officers are G. Prescott Low, pub- 


Breaks Over Alleged publisher of the Worcester Tele- 


<o gram-Gazette, 
‘Subliminal’ Message chairman of the administrative 


board of the New England News-| ton Enterprise-Times, treasurer. charge of public relations. | dle its advertising. 
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|papers Advertising Bureau. Other | Front to Growth Industries Leathermode to Ehrlich 

= ; J, Martin Front, formerly with} Leathermode Inc., Bridgeport, 
|lisher of the Quincy Patriot-Ledg- Ruder & Finn, has joined Growth | Conn., manufacturer of leather ap- 
|e secretary, and Charles A. Industries Group, New York,|parel, has appointed Ehrlich, Neu- 
Fuller, co-publisher of the Brock- management consultant, as vp in| wirth & Sobo, New York, to han- 


Illinois State Bournal 
ILLINOIS STATE REGISTER 
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100% COVERAGE OF SPRINGFIELD 


THE CAPITAL AND HEART OF ILLINOIS 


SPRINGFIELD is the capital of Illinois . . . the heart of 
an 1l-county market ...the trading center for 20,000 
prosperous farms... the site of broadly diversified in- 


dustry ...the home of thousands of Civil Service workers. 


SPRINGFIELD is ‘a stable, balanced market with a 
future as bright as the present...a market made-to- 
order for testing and selling products of all kinds. 


TWO NEWSPAPERS — the Illinois State Journal and 
Illinois State Register — give you complete and penetrat- 
ing coverage of this capital market: 100% in Sangamon 
County (Springfield) and 61.6% in the 11-county area. 


R.O.P. COLOR, TOO! The Illinois State Journal and 
Illinois State Register offer the top quality color your 
advertising demands — black and one, two, or three 
colors. brilliantly reproduced by the Goss Headline Press. 


“The Ring a) of Truth” 


COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering Springfield, Illinois — Northern 


Illinois — Greater Los Angeles — and San Diego, California... Served by 
the COP EY Washington Bureau and the COPLEY News Service. 


REPRE‘ ENTED NATIONALLY BY WEST-HOLLIDAY CO., INC, 
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Ads Run Abroad 


to San Francisco Bar for Irish Coffee 


By Kenneth R. MacDonald 


San Francisco, Oct. 28—Quar-| 


ter-page newspaper ads in such 
widely-separated communities as 
Rome, Luzerne, Copenhagen and 
Melbourne are credited not only 
with having helped to build a 
substantial business on San Fran- 
cisco’s world-famed waterfront, 


Walter 
: + be. . 


ry NEW YORK - CHICAGO 
A widely respected firm 


a 


of pre; 
Magazine Publishers 


Representatives 
516 Fifth Ave., N.Y.C. 
MU 2-5253 


Draw Tourists 


but also with contributing to a 
startling 50% boost in Ireland’s 
export of Irish whisky to the U.S. 

The story of how the San Fran- 
cisco Chronicle’s syndicated coi- 
umnist, Stanton Delaplane, brought 
Irish coffee from the Shannon Air- 


port to San Francisco’s Buena Vis- | 


ta bar and restaurant is by now 
probably well known. 

Not so well known, however, is 
the story of how a low-budget ad 
campaign by a San Francisco 
agency, Conley, Baltzer & Stew- 
ard, helped to build the San Fran- 


cisco saloon’s business from $66,- 


/000 in 1951 to $445,000 in 1957. 
“One might say it was done 
with mirrors,” explained Dorothy 
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Congratulations ! 
You're getting up a lot 
more signs, Bill! 
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ae 


Thanks, Boss, the Sold | 
men all like Meyercord 
“no water” Pressure 


1 


MEYERCORD 


PRESSURE SENSITIVE 
Permanent DECAL SIGNS 


PRESSURE 


obsolete. 


WW at i 
_ 
FREE: Pressure Sensitive Dec 


the MEYERCORD co. 


Dept. B-201—5323 W. Lake Street, Chicago 44, Illinois 


In 1958... hundreds of Point-of-Sale 
advertisers adopted Meyercord 


SENSITIVE DECAL SIGNS 


«+. we predict hundreds more will 
switch to them in 1959... because 


e they'll say “goodbye forever” to decal water appli- 
cation problems . . . the bucket and sponge become 


they're easily and quickly applied . . . yet as durable 
and long-lived as any decal sign ever made! 

© experience shows field men “get more of them up.” 

@ this new concept in Point-of-Sale decal signs is the 
product of Meyercord research . . . a decal sign of 


poms performance and appearance, manufactured 
y the world’s leader in decalcomania! 


al brochure. Write today ! 
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Lipiamo! 


ELNEN GRUSS won Sen Frances am Goldenen Tor on | 
Leamera am bisuce Vierwaldsubetervee | | 


MEUTE ABE N D im Lasarmer Stadtcheater singt Mary Gray 
ous Ses Francisco Vioketta in «Ld Traviatar 


suena vista 


FOOT OF HYDE OVERLOOKING THE GOLDEN Gate 
BAN FRANCISCO 


| BRAVO—Buena Vista restaurant, 
| San Francisco, placed this congrat- 
|ulatory ad in the Luzerner Nach- 
richten, Luzerne, when Mary Gray 
made her operatic debut there. 


| Valerio, agency account execu- 
tive for Buena Vista. 

| “By that I mean that consid- 
|erable business has been reflected 
back to San Francisco and the cor- 
ner of Bay and Hyde Sts.—where 
the Buena Vista is located—by 
developing the idea throughout 
most of the major cities of the 
world that the smart thing to do 
is to drink an Irish coffee at the 
Buena Vista.” 


= The story of the Buena Vista 
goes back to 1901, long before 
prohibition made the word “sa- 
loon” a forgotten part of the lan- 
guage. 

It was in that year that Mr. 
and Mrs. William Niemann built 
the Buena Vista on a site facing 
the Golden Gate ayd at the end of 
the line for the Hyde St. cable car 
system. 

Both the founders are now 
dead, Mrs. Niemann having died 
only this year. They probably 
would find it difficult to recog- 
nize the quiet little corner saloon 
over which they presided for so 
|many years. 


. Patrick Brady, of the Irish Ex- 
port Promotion Board, which re- 


ner & Gossage to handle a U.S. 
promotion campaign, contends 
that the Buena Vista has had a 
major role in ‘helping Ireland in- 
crease the $87,000,000 a year U.S. 
consumption of Irish whisky. 
“Stanton Delaplane and the Bu- 
lena Vista,” Mr. Brady said, “are 
/known throughout all of Ireland. 


cently named San Francisco’s Wie- | 


Bless them both!” 

Mr. Delaplane, the columnist, 
was reminiscing one night with 
Jack Koeppler at the bar of the 
Buena Vista. 

He remembered and described a 
drink he had enjoyed, prepared 


|| for him at the Shannon Airport bar 
by Joseph Sheridan, who has since | 


emigrated to this country and a 
job as a cook in a San Francisco 
restaurant. 

| Following Mr. Delaplane’s de- 
|scription of the drink—a mixture 
‘of coffee and Irish whisky topped 
/with cream—Mr. Koeppler put to- 


'gether and started serving Irish 
|eoffee. Mr. Delaplane wrote about | 


it in his nationally syndicated col- 


jumn.. . and life has not been the) 


same since for the Buena Vista, its 


owners, its customers or for that | 


|matter, the distillers of Irish whis- 
ky! 


s “That was on Dec. 10, 1953,” 
'Mr. Koeppler told ApDVERTISING 
Ace. “The previous year we had 
|sold ome case of Irish whisky. 
|This year we will sell well over 
1,000 cases and will serve almost 
| 300.000 glasses of Irish coffee.” 

| Having “caught on” at the Bu- 
ena Vista, Irish coffee not only 
became “all the rage” in San 
Francisco, with other bars produc- 


ing the drink, but the fashion 


/soon spread across the country 
on Madison Ave. can step into his 
favorite bar for an Irish coffee as 
made at the Buena Vista. 

“We decided early,’ Miss Va- 
lerio explained, “that the adver- 
tising campaign would be concen- 
trated on newspaper space and 
that practically all of it would be 
placed in foreign newspapers. 

“Domestic advertising,” she 
|said, “has been pretty much re- 
stricted to specialty publications 
such as the San Francisco Sympho- 
ny and Opera programs, local 
newspapers for special events, or 
in Lucius Beebe’s Territorial En- 
| terprise of Virginia City, Nev.” 
| One ad placed in the Paris edi- 
‘tion of the New York Herald-Trib- 
une, for example, read: “After the 
theater, enjoy a delectable Irish 
coffee at the Buena Vista in San 
|Francisco—jet flying time 9 
hours.” 


|'m When opera star Mary Gray 
made her debut as Violetta in La 
Traviata at Luzerne, the Buena 
Vista, instead of sending flowers 


announce... 


[in a City of 


Gateway to 
the MOON 


We Dominate at Cape Canaveral 
|Moon Missile Base| in Brevard and in Four 
other Florida counties where we 

outsell Miami, Jax and Tampa papers 5 to 1. 


= 


acre 


> 
© 
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Down in Orlando, Fla. we have just started 
printing on our big new $22 million (including 
building and color gadgets) 
Convertible press, fully equipped with all the lat- 
est devices to insure the best color printing possible. 


We've already announced new LOWER COLOR 
RATES. That’s not all. 


8 unit Hoe Color 


Now, we are proud to 


OVER 100,000 
DAILY CIRCULATION 


85 thousand] 


Plus: NEW ABC CITY ZONE FIGURE 


171, 
Orlando Sentinel-Star 


“Ask Branham about Sentinel-Star Color’ 


168 


and to the East and any adman|} 


ig te a eA 


BUENA VISTA 


VED FODEN AF MYDE STREET 06 MED UDSIGT OVER GOLDEN GATE 
SAN FRANCISCO 


INTERNATIONAL—Ads in foreign 
newspapers, such as this one in the 
Copenhagen Politiken, give the 
Buena Vista restaurant, San Fran- 
cisco, and its Irish coffee a world- 
wide reputation. Conley, Baltzer & 
Steward, San Francisco, is the 
agency. 


or a telegram, placed a congratu- 
latory ad in the Luzerner Nach- 
richten. 

| Ads appear on a regular basis 
'in such newspapers as the Rome 
| Daily American, the Copenhagen 
Politiken and the Melbourne Sun. 

“These ads in other countries,” 
Mr. Koeppler pointed out, “stir 
up curiosity, intrigue people, and 
bring us considerable business. 
We often will have a new custom- 
|er come up and explain, ‘We read 
‘your ad yesterday in our home 
|mewspaper and came down for a 
drink just as soon as we got off 
the plane’.” 

Mr. Koeppler suffered his first 
major disappointment when he 
recently visited Ireland, only to 
discover that “Irish whisky is a 
pretty rare beverage there and 
the natives seldom if ever drink 
Irish coffee.” 

As for Stanton Delaplane, who 
1 credited with starting the whole 
thing, he flatly declares: “I can’t 


| stand the stuff any more.” + 


RCA Appoints Heidingstield. 
| Johnson to Marketing Posts 

Dr. Myron S. Heidingsfield has 

| been appointed manager of market 

research of RCA Victor television 
|division, Radio Corp. of America, 
|\Camden. Dr. Heidingsfield has 
been professor of marketing and 
chairman of the department at the 
school of business and public ad- 
‘ministration of Temple Univer- 
_sity, Philadelphia. George K. Bry- 
ant, marketing manager, has been 
serving as acting manager of mar- 
keting research since the post was 
created a year ago. 

At the same time, John E. John- 
son, formerly marketing vp of the 
datamatic division of Minneapolis- 
Honeywell Regulator Co., was 
named manager of the marketing 

department of RCA’s electronic 
data processing division. 


| Broadcasters Elect Thayer 

Jack Thayer, general manager 
of WDGY, Minneapolis, has been 
elected president of the Minne- 
sota Broadcasters Assn. Other new 
officers are Bob DeHaven, KYSM, 
Mankato, Ist vp; Jim Hambacker, 
|KBUN, Brainerd, 2nd vp, and 
|Sherm Headley, WCCO-TV, Min- 
neapolis, secretary-treasurer. 


Fleco Names Ross 

Fleco Corp., Jacksonville, Fla., 
manufacturer of land-clearing and 
agricultural attachments for Cater- 
pillar equipment, has named Ross 
Advertising, Peoria, IIl., as its new 
agency. Thomson Advertising, Pe- 
oria, is the previous agency of 
record, 
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‘Sherlock Holmes’ 
Technique to Probe 


Consumer Behavior 


New York, Oct. 28—Shoppers in | 
supermarkets are now going to be 
trailed by gumshoed researchers. 

The researchers will take notes 
on the shoppers’ behavior in the| 
store—without the shoppers’ 
knowledge. Then before they leave 
the store, the shoppers will be 
interviewed so that the researcher 
can obtain “personal and motiva- 
tional information.” 


® This technique—called “obser- 
vation research”—was announced 
last week by Stewart, Dougall & 
Associates, which hailed it as “a 
new and dramatic method of test- 
ing new consumer products and 
merchandising techniques.” 

The research company said 
“observation research” should 
prove useful to marketing execu- 
tives interested in getting a quick, 
accurate and inexpensive test of a 
new product or package. 

It said the technique may also 
be used to check the effectiveness 
of window displays, trade show 
exhibits and some types of outdoor 
advertising. + 


Sloane Names Two 

John B. Garmany, for the past 
four years art director of W:&J. 
Sloane, San Francisco, Los Altos 
and Sacramento department stores, 
has been named acting advertis- 
ing manager, succeeding Barbara 


Gilbert, who has resigned to move} 


to Santa Fe, N. M. Sloane also 
has named Jeanette Breschini, 
formerly with the Sunday staff of 
the San Francisco Examiner, to 
its ad department. 


Connolly, Wilson Join K&E 

Patrick Connolly, formerly with 
General Electric Co., has joined 
Kenyon & Eckhardt, New York, 
as an account executive on the 
Victrola and international division 
of Radio Corp. of America. Cal 
Wilson, formerly with MacLaren 
Advertising, Toronto, has joined 
K&E’s Toronto office as an ac- 
count executive. 


NBP Adds Two 
Military Electronics, 
by Electronic Periodicals, Cleve- 
land, and Riss, published by Riss 
Inc., Oradell, N. J., have joined | 
National 
Inc., Washington. 


QUANTITY PHOTOS SELL ANYTHING... ANYWHERE! 
Ql ANTITY PHOTO CO., 119 W. HUBBARD ST. CHG. 10 


Write for FREE photo packet 
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Harry Bridge Adds Two |Santamaria Named Revlon VP 
Harry P. Bridge Co., Philadel- | Louis E. Santamaria has joined 
| Phia, has been named to handle Revlon International Corp., New 
advertising for Auerbach Elec-| York, as exec vp and general 
tronics Corp., Narberth, Pa. Great|manager in charge of the com- 
‘Eastern Life Insurance Co., Prov-| pany’s worldwide operations. Mr. 
|idence, newly chartered in Rhode | Santamaria was with Johnson &/ Popular Science Publishing Co., . Reach for BRAD-VERN’S! 
\Island, also has named Bridge to| Johnson for the past 12 years| New York. Over on0es vesmndiieiel of. Gabaiidee 
|handle its advertising. Ad plans, | 'where he was vp and director of | 58 BLUE BOOK of Business Paper Ad- 
‘which still are being formulated, | Johnson & Johnson International. Joy Joins Gene Walker vertiers 50,000 more avallable to. sub 
will include newspapers, tv spots Phillip Joy, former radio-tv ac- Write: V. H. Van Diver, Sr., Woolford, Md. 
and radio for the introductory |Outcalt to ‘American Salesman’ count executive with Batten, Bar- | Phone: Cambridge 171’ or 2980. 
campaign. | Alvin W. Outcalt, managing ed-| ton, Durstine & Osborn, San Fran- 


itor of Sponsor, will move to| cisco, has been named creative 
American Salesman in a similar) director of Gene K. Walker Co., 
capacity on Nov. 17. Mr. Outcalt| San Francisco agency. 

previously was managing editor | 
of Tide. American Salesman is a’ 
digest-size monthly published by 
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when you want to scg 4 in "th ‘StL market. 
" IKMOX Radio reach Prarther; peneffates deeper 
"then any off er station ingthe Mid- «Mississippi 
pice of SPitevig! builds its massive 
five Gudierice with strong diversified 
eat neyer relegated to the role of 
‘ paniment. Cardinal baseball, 
ef Solball, galegc dnd’ professional basketball, 
Teco! personal features,.Gomprehensive news 
eoyerdg’, and award-winning public service 
seal PLUS'the'CBS Ne fwork line-up command 
3 attentive listening fo ‘ both program content 
and commercial messages. Through diversified 
~ programming, KMOX Feaches more homes daily 
_ than any other. two St. Louis stations combined 
.... «Bh B%" of the r ydio homes in the area in just 
prone week.* When >u're looking for scoring power 
“in St. Ben! in the first team... KMOX. 
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YOU 
BUILDING 
PRODUCTS 
ADVERTISING 


focuses on 
all your best 
customers in 
home building 


BUILDERS AND FZ 
‘CONTRACTORS @¢7 


_ ARCHITECTS 
who prepare the plans 
and designs which set u 


APPRAISERS 
AND LENDERS 
who appraise and finance § 


_ your products for — 
bie e 


who evaluate and sell 


the final point of sale 


HOUSE & HOME is the only maga- 
zine through which you can tell your 
sales story to all these profession- 
als who control product sales in 
home building. 

In HOUSE & HOME alone your ad- 
vertisement is read by the builders 
of as many houses as read any 
builder magazine, the architects 
of as many houses as read any 
architectural magazine, more 
mortgage lenders than read any 
mortgage finance magazine, more 
distributors than read any dealer 


magazine, more 
realty men than ouse 
ome 


read any realty 

magazine 

home building’s only industry magazine 
9 Rockefeller Plaza, New York 20, N. Y. 


4& 


5 
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Company 
General Motors Corp......... -- 
Procter & Gamble Co......... 
Ford Motor Co......... ae 
Genera! Foods Corp...........-- 
General Electric 


Chrysler Corp. .........5-5-> 
| Colgote-Palmolive Co............-: 
| National Dairy Products Corp. 
Amer. Home Products Corp........ 
Westinghouse Electric Corp........ 


De” See ee 
Radio Corp. of America.......... 
American Tobacco Co.............-..- 
Distillers Corp..Seagrams, lid........ 


Schenley Industries, Inc. ...... 
Gillette Co. 
Wearner-Lombert Pharmaceutical! Co. 
Amer. Telephone & Telegraph... . 

Bristol-Myers Co. 


Liggett & Myers Tobocco Co................- 
E. 1. du Pont de Nemours & Co..... 


Sterling Drug Inc... .. 6... cee eee eens 


* Copyright, 1958, by Advertising Age. 
# Fiscal year other than calendar year. 


General Mills, Inc... 2.66 cece ee ees , 


Se SS re Df 


Bai 


ted Total Expendit 
For Nationol Advertising* 


1957 1956 
$144,526,000 $162,499,248 
110,000,000 93,000,000 
103,500,000 88,650,000 
87,000,000 77,700,000 
72,949,717 74,096,940 
72,300,000 60,093,289 
64,000,000 67,000,000 
38,000,000 37,470,000 
36,000,000 29,000,000 
36,000,000 32,000,000 
33,000,000 30,000,000 
32,807,000 35,173,000 
32,000,000 29,000,000 
32,000,000 31,000,000 
30,757,565 31,000,000 
30,600,000 26,991,369 
30,500,000 29,000,000 
28,000,000 23,000,000 
25,000,000 20,645,957 
=e 25,000,000 21,000,000 
abi 25,000,000 22,000,000 
24,765,690 23,500,000 
pcs 24,500,000 23,700,000 
es 23,000,000 21,000,000 
ste 22,775,745 20,000,000 


** Dividend payments all classes of Common Stock 


25 LISTED COMPANIES WHICH SURPASSED ALL OTHERS LAST YEAR IN TOTAL EXPENDITURES FOR NATIONAL ADVERTISING 


Ratio of Total Nationa! Advertising Expenditures to: 


Per 
Cent Sales or Net Income Cash Common 
Change Revenues After Toxes Dividend Payments 
1957 1956 1957 1956 1957 1956 
—W1 1.3% 1.5% 17.1% 19.2% 26.0% 29.4% 
+18.3 9.5= 9.02. 162.2= 156.8> 302.4 274.4= 
+168 18 1 36.6 37.5 79.2 68.4** 
+12.0 8.6% 8.0% 179.82 183.34 356.95 367.3= 
— 15 17 18 29.4 34.7 42.1 43.0 
+20.3 2.0 22 60.3 301.2 207.4 230.1 
— 45 12.6 13.2 321.1 432.9 788.7 897.8 
+14 27 2.8 86.2 89.8 152.7 157.1 
+241 10.4 98 93.2 92.8 154.9 148.1 
+12.5 1.8 2.1 49.6 916.4 107.3 96.2 
+10.0 3.1 3.1 51.4 48.5 100.9++ 97.7tt 
— 67 28 3.1 85.1 87.9 158.1 169.0 
+10.3 29 2.7 56.0 55.7 98.3 89.1 
+ 32 43 4.2= 125.9= 134.7= 209.1= 208.5> 
— 08 5.8> 5.95 209.3= 253.42 449.15 453.2= 
+13.4 6.55 67> 279.0= 319.82 700.7= 618.3= 
+ 5.2 15.6 14.4 117.46 101.0 146.1 139.0 
+217 17.7 16.7 195.4 201.3 466.9 517.7 
+21.1 0.4 0.4 3.0 2.7 44 4.0 
+19.0 23.4 23.5 390.4 375.9 819.5 774.9 
+13.6 44 3.9 88.4 83.2 127.8 112.5 
+ 54 1.3 1.2 6.2 6.1 8.4 79 
+ 3.4 2.6% 2.7 102.1+ 100.4 186.7 179.3 
4- 9.5 11.6 11.8 122.2 124.1 194.0 197.6 
+13.9 3.0 2.8 23.2 21.2 44.0 41.3 


t Includes a subsidiary not previously included. 
tt Common and Common B. Dividends. 


} 
| 
| 


| RELATES ADVERTISING TO SALES AND EARNINGS—The October issue of The 


| Exchange, official publication of the New York Stock Exchange, con- 
tains this interesting table of advertising expenditures for 25 compa- 
| nies listed on the exchange, related to sales, net income after taxes, 


| 


|Commercial Television 
Inaugurated in Iran 

Television of Iran, the first 
commercial tv station in the Mid- 
die East, was opened officially 
Oct. 3 by the Shah-in-Shah of 
Persia. The new station will be 
'on the air four hours a night every 
night, with 60% of its programs 
live. At opening, there were about 
1,500 tv receivers installed, with 
an estimated viewing audience of 
|15,000. The commercial time on 
\the station at the outset was 50% 
'sold, and the station plans to ex- 
|pand its hours as the audience 
_ increases. 
| The station is privately owned) 
‘by the Habib Sabet family. The 
|two sons, Iradj and Hormox Sa- 
bet, were educated in the U. S.| 
|The station manager is A. Vance 


Hallack, who at one time was in 
|charge of programming and pro- 
duction development in color tv 


of Radio Corp. of America and 
the National Broadcasting Co. in 
New York and Washington. Prior 
to the Iran project, Mr. Hallack 
was in Baghdad, where he organ- 
ized and managed Television of 
Baghdad for the government in 
Iraq. 


Noyes & Sproul Goes Up 


Noyes & Sproul, New York 
agency specializing in ethical drug 


|advertising, has taken three tow- 
jer floors at 444 Madison Ave., 
where it previously had two low-'| 


er floors. The agency now occu- 
pies 12,400 sq. ft., compared to 
the 1,000 it had when it moved 
into the building in 1940. 


Sell LOUISVILLE* for all it’s worth! 


$110 Million Power Plant 


_ Near Louisville Opens Soon 
LOUISVILLE, KY.—To supply power for the Lou- 


isville metropolitan area’s 
multi-million dollar power 


industrial complex, a new 
plant is under construction 


and nears completion in New Albany, Ind., across the 


Ohio River from Louisville. 


The $110,000,000 Plant con- 


R. A. Gallagher 


Chairman 
Indiana which is building the plant, said: “These 
new facilities will help meet Southern Indiana’s in- 
creasing requirements for power, and places this Ohio 
Valley area, at Louisville, in an immediate position 
for additional industrial expansion.” 


393,614 DAILY COMBINATION ® 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


tains four generating units, with 
a total power capacity of 600.- 
000 kilowatts and will pump 
240,000 gallons of water a min- 
ute. The first unit will begin 
operating in the fall of this 
year, and the second unit is 
scheduled for completion dur- 
ing the first half of 1959. 

’ R. A. Gallagher, Chairman 
of Public Service Company of 


*A major, mid-western industrial market in the Ohio 
River Valley—the Ruhr of America—where one news- 
paper combination reaches 99% of the people. 


Che Conrier-Zournal 
THE LOUISVILLE TIMES 


313,034 SUNDAY 


and common stock dividend payments. The data on estimated total 


advertising expenditures for 1957 


and 1956 are reproduced, with per- 


mission, from the “100 leaders” tabulation developed and copyrighted 
by Advertising Age. The ratios were developed by The Exchange. 


‘Cyanamid to Push 
Cyana Process to 


‘Odor-Proof Clothes 


| New York, Oct. 28—Now fab- 
\rics not only resist wrinkles, 


spots and water, they’re also odor- 


|proof. With an eye on the $200,- 
/000,000 deodorant market, Amer- 
'ican Cyanamid Co. is introducing 
|a fabric finish which it says de- 
cially unacceptable” odors. 

Perspiration itself is odorless 
|until bacteria attack it, the com- 
|pany explains. The new product, 
\called Cyana Purifying Finish, ‘“‘ex- 
|ercises its social control by killing 
| these bacteria,” thus “tackling the 
|problem at its source,” the com- 
pany says. 
| Men’s wear featuring the new 
finish will go on sale in time for 
Christmas. Women’s wear should 
move out of the sampling stage 
by next summer. 

Trade advertising telling re- 
tailers about the new finish may 
run later this year. Consumer ad- 
| vertising being planned for early 
/1959 features garments treated 
with the new finish. The garment 
manufacturers themselves also will 
feature the new finish in their ads. 

A red and white hangtag ex- 
|plaining the purifying finish will 
be attached to all treated garments. 
Ben Sackheim Co. is the agency for 
|Cyanamid’s textile chemicals de- 
| partment. 


s The first Cyana-treated fabrics 
have been produced by United 
Merchants & Manufacturers, weav- 
er of Ameritex fabrics. The first 
|Cyana-treated men’s wear will be 
|Rabhor robes, Pleetway pajamas, 
|Van Heusen sport shirts, Morgan 
tee-shirts and Nantex-Riviera un- 
dershirts. 
Women’s 


wear manufacturers 


experimenting with the new fin- 
ish include Fuller fabrics division 
of J. P. Stevens, which is readying 
la line of cotton knits; Mac Shore 
|classics, blouse manufacturer, and 
| United Mills, lingerie manufactur- 
jer. 

| The new finish does not change 
the feel or color of a fabric. It re- 
tains “complete effectiveness on 
|cotton and cotton blends through 
|as many as 50 washings,” the com- 
|pany says. + 


stroys the bacteria causing “so-| 


| Weintz Leaves ‘Digest’; 
Three Men to Share His Duties 
| Walter Weintz has resigned as 


circulation director of the Reader’s 
| Digest to open up his own office 
in New York. Mr. Weintz will 
jcontinue to serve the Digest in 
‘the preparation of sales promo- 
|tion materials. He expects to de- 
|vote about one-third of his time 
to the magazine. His other clients 
will not be in competition with 
the Digest. Mr. Weintz joined 
the Digest in 1947. His resigna- 
tion is effective Nov. 15. 

Mr. Weintz’ duties will be tak- 
en over by L. L. Dawson, who will 
handle direct mail magazine cir- 
culation promotion; George S. 
Sprague, who will be in charge of 
sales through subscription agents 
and newsstands; and Thomas R. 
Knowlton, who will be responsi- 
ble for book promotion, 


Cole, Fischer & Rogow Adds 1 


Cole, Fischer & Rogow, Bever- 
ly Hills, Cal., has been appointed 
to handle advertising for Hires 
Bottling Co. of Los Angeles. 
Hires plans to spend about $400,- 
000 for Los Angeles in 1959. Ra- 
\dio, tv, newspapers and outdoor 
\plus point of purchase and mer- 
|chandising aids will be used. A 
new campaign based on the theme 
“Together-Time Is Hires’ Time” 
was launched Nov. 1. 


FLOW — 


hanged its name to. 


~ Material Handling Engineering 
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Burnett Acts to 
Cut Multi-Spot 
TV ‘Deterioration’ 


(Continued from Page 1) 
the agency sent its official policy, 
which indicated future contracts 
for spot announcements will con- 
tain this paragraph: 

“The placement of more than 
one announcement (except pro- 
gram promotion announcements) 
additional to ours in any an- 
nouncement position will be 
deemed a triple spotted or multi- 
ple spotted situation, and shall 
constitute grounds for agency to 
refuse payment for its announce- 
ment so affected.” This did not 
apply to spots in participating 
shows. 


® The Burnett letter said the 
agency was taking a firm stand 
on multiple spotting, although “in 
the past we have undoubtedly 
contributed to the problem by 
vigorous demands for high rated 
spots for our tv spot clients. 

“But the problem has assumed 
such magnitude that we see real 
evidence of deterioration of the 
medium, and some advertisers are 
beginning to move away from spot 
television,” the letter continued. 

“We are sure you will agree 
that it’s to our mutual advantage 
to clean house.” 

Burnett has also established a 
policy regarding network shows. 
If the 29 minutes and 30 seconds 
is cut back by any station for 
multiple spots, the agency will 
ask a proportionate rebate. 

“It is our position that the tele- 
vision networks must take a firm 
stand in the matter of multiple 
spotting,” Burnett said. It noted 
that 82.5% of the stations it sur- 
veyed have program cutback poli- 
cies meeting their approval. 


s Burnett gave the following) 
breakdown on its station survey: 
Multiple Spotting Policies 
(Preferred Station List) 

164 follow a policy of double 
spotting at all times of the broad- 

cast day. 

4 will carry only a single an- 
nouncement in network option 
time but will double spot in local 
time. 

39 double spot but will triple | 
spot in feature length movies. 

27 permit double spotting in 
network option time but follow 
the National Assn. of Broadcasters 
code in local time only. 

(Precaution Station List) 

110 follow the NAB code. 

6 triple spot with advertiser’s 
approval. 

8 follow the NAB code but will 
increase the number of announce- 
ments in local, participating and/ 
or sustaining programs. 

53 triple spot but will offer a 
guarantee against triple spotting 
to the advertiser upon his request. 

Program Cutback Policy 

168 will not cut back any pro- 
gram at any time. 

171 will cut promotion for shows 
that are not carried and substitute 
their own promotion spots. 

54 will cut promotion for shows 
that are not carried in order to 
use the time for commercial an- 
nouncements. 

18 will cut sustaining shows, lo- 
cal shows and promotions on net- 
work shows for commercial use. 

Burnett noted that “in our opin- 
ion the NAB code technically al- 
lows triple spotting, although that 
may not have been the intention 
of its authors.” 


KM&J BANS TV TRIPLE 

SPOTTING FOR RALEIGHS 
Cxicaco, Oct. 30—Keyes, Mad- 

den & Jones has moved to protect 


|drastic postal 


its client, Raleigh cigarets (Brown 


Paine 


areareee 
Me 


& Williamson Tobacco Co.), from 
being triple spotted in tv ads by 
attaching a restrictive rider to all 
existing and new station contracts. 
Merle Myers, radio-tv time buy- 
er at the agency, said some 60 tele- 
vision stations which carry Raleigh 
spots were notified of the move. 
“Ever since this client’s entry in- 
to spot tv,” the stations were told, 
“we have maintained a strong po- 
sition against triple spotting [and] 
we were of the opinion that this 
policy was well known and sta- 
tions were complying with it. It 
has been the findings of our own 
recent intensive investigation that 
this has not always been the 
case...” 
The new contract clause reads: 
“A. Station agrees that no more 
than one 10-second, in addition to 
our announcement, will be sched- 
uled between programs at any of 
the times covered by this contract. 
“B. Station further agrees not to 
charge for any announcements tel- 
ecast in violation of this triple 
spotting agreement.” + 


Ad Business 


Needs Voice in 
Capital: Cawley 


(Continued from Page 1) 
is to find some function or agency 
of the federal government which 
would champion the cause. 


= “Congress relies heavily on 
studies made by the executive 
branch, but in my experience,” 
Mr. Cawley declared, “I have seen 
very little on the subject of adver- 
tising. The Congress has sought 
its own data from the industry it- 
self. 

“Other segments of American 
business are well represented in 
the federal government. Not so 
advertising. Look over the long 
list of industry divisions in the 
Department of Commerce and you 
will find the advertising industry 
notably lacking. The Department 
of Commerce has sent no govern- 
ment representative to the Con- 
gress to champion the cause of the 
advertising business. On the con- 
trary, the Secretary of Commerce 
appeared before Congress and 
stated that industry in this country 
could withstand the impact of a 
rate increase. I 
understand that one study, which 
showed the impact to be too 
drastic, particularly on small busi- 
ness, was discarded.” 


# Other problems outlined in Mr. 
Cawley’s speech included: Con- 
troversies over deductibility of 
co-op advertising funds and in- 
stitutional advertising; a ban on 


| about 100 markets, using radio and | 


advertising issued by the patent | 
office; disallowance of advertising | 
by defense contractors, and strong|blanketing the nation, the 5 for 
attacks on the billboard and mail| 39¢ package literally skyrocketed 


order advertising business. + 


Storz Seeks Sixth Station; 
Sets Earnings Record 

Storz Broadcasting Co., which 
last week added its fifth radio sta- 
tion, KOMA, Oklahoma City, is 
considering adding another major 
market station “as soon as pos- 
ible,” it was announced at a Storz 
meeting in Chicago last weekend. 

The company also announced at 
the meeting that it has broken the 
previous year’s earnings record for 
each year for the past seven, and 
“in spite of the distress signals 
being flown by most businesses, is 
well ahead of last year’s figures.” 


Bulova Names Jeffrey VP 

Tad Jeffrey, director of adver- 
tising, Bulova Watch Co., New 
York, has been elected a vp of 
the company. 
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RAMBLER 


__THE COMPACT CAR ; 


BIG PARADE—This two-page color ad presenting the Rambler line for 

1959 appears in the Oct. 27 issue of Life and the Nov. 1 issue of The 

Saturday Evening Post. Geyer Advertising, Detroit, is the agency 
for Rambler. 


$4,000,000 Ad Budget, 5 for 39¢ Price Deal 


Boosting Bayuk Cigar 


PHILADELPHIA, Oct. 30—Bayuk 
Cigars Inc., now the third in sales 
volume among cigar makers in this 
country, is bucking hard to reach 
the top and is making headway. 
Estimates are that the company 
will spend $4,000,000 for advertis- 
ing in 1958, about twice the amount 
anticipated back in January. 

Phillies brand cigars are seen in 
over 200 newspaper sports pages 
regularly and on tv network sports 
shows and heard on network radio 
shows several times weekly. 

Stepping away from sports, but 
still interested in reaching men 
with their messages, Bayuk pur- 
chased half of the NBC-TV elec- 
tion night package on a network of 
185 stations with American Safety 
Razor Co., New York. The uncon- 
firmed but reported cost for Bay- 
uk is about $100,000 for the pack- 
age. 


@ These daring departures from 
the usual advertising media for 
cigars is only part of the company’s 
different approach to marketing. 
For example, on Jan. 1 E. Archie 
Mishkin, the company’s president, 
announced the company would de- 


part from the traditional 10¢ price | 
for its famous full-size Phillies 


cigar and would market five cigars 
in a package for 39¢. 

While many cigars on the mar- 
ket sell for less than 10¢ (includ- 
ing two Bayuk brands sold in the 
South), full-size cigars have not 
been below the 10¢ traditional 
price for many years. 

Bayuk brought out two sizes, 
Panatellas and Blunts, to accom- 
modate the man who likes regular- 
size cigars or fatter ones. Sales 
started upward for Phillies cigars 
immediately, backed by an adver- 
tising and promotion campaign in 


tv in some. By mid-year, with 
production up and _ distribution 


in sales. 


® Utilizing the “miracle mild” 
theme, the initially heavy newspa- 
per campaign gave way partly to 
network radio and tv. Early in 
June, ADVERTISING AGE estimated 
that Bayuk would spend about $2,- 
500,000 for advertising in 1958. 

For the third straight year Phil- 
lies cigars sponsored the National 
League games in Philadelphia and 
expanded coverage into Baltimore 
and Pittsburgh. Phillies tv cover- 
age was sent into the New York 
area (Bayuk reportedly will not 
renew this experiment). Bayuk be- 
came sponsor of a radio play-by- 
play for the Chicag Cubs and has 
now entered NCA.\ football on 
NBC-TV Saturday. and National 
Basketball Assn. basketball on 
NBC-TV on Sunda; s. Recently, the 
company added t!e Army-Navy 
game and severa! post-season 


Sales to New Heights 


bowling games to the network tv 
schedule. 

In 1959, Bayuk is reported ready 
to renew its local and network 
baseball and football commitments 
on an expanded scale. 


@ One thing the heavy promotion 
schedule and the 5-for-39¢ package 
did was bring White Ow] cigars in- 
to competitive play. White Owl 
marketed a 5-for-39¢ package, with 
the fifth cigar pasted on to the 
outside. A check of cigar stores 
here indicates White Owl played 
directly into the hands of the deal- 
ers, who removed the exposed ci- 
gar and sold it separately for 10¢. 

Feigenbaum & Wermen is Bay- 
uk’s agency. + 


RCA Patent Pact 
Seen as Spur to 
Color TV Gains 


WASHINGTON, Oct. 28—Color tel- 
evision came in for special atten- 
tion in the consent settlement ne- 
gotiated here this week stripping 
away restrictions which Radio| 
Corp. of America has enforced on 
the use of an estimated 12,000 key 
patents for radio-tv equipment. 

The settlement, which Justice 
Department spokesmen call “one 
of the most important anti-trust 
cases in history,” requires RCA to 
make most of its existing radio-tv 


patents available to all on a royal- 
ty-free basis. For the next 10 years | 
RCA is required to make all pat-| 
jents in the broadcast field avail- | 
able on a reasonable royalty basis. 


s Justice Department officials 
point in particular to a provision | 
requiring RCA to put 100 of its! 
|most important color-tv patents in| 
'a “patent pool.” These patents will | 
be available free to all manufac- 
|turers who contribute patents of 
their own to the pool, and will be! 
| available to others on a “reason-| 
lable” basis under supervision of 
|the federal court in New York. 
| With approval of the consent 
jorder, RCA and the Department 
of Justice dispose of a controversy 
which has been pending since 1954. 
| In a companion criminal case, 
| RCA pleaded “no contest” and was 
| fined $100,000. 


s Justice Department officials sug- 
gest that the color tv pool, when 
completed, will make it easier for 
all members of the manufacturing 
industry to go into production on 
color sets. With so many compa- 
nies free to compete, they express 
hope it will be possible to deter- 
mine whether prices of color sets 
can be reduced. # 


AMC's ‘59 Cars 
Get Bigger Push 
in Print, Radio 


Detroit, Oct. 28—American Mo- 
tors Corp., out to capture 6% of 
the U. S. auto market with its ’59 
line, has increased its new model 
advertising budget. 

The media schedule is similar to 
last year’s campaign which helped 
Rambler sales run counter to a re- 
cession trend. 

Look has been added to the con- 
sumer magazine schedule this year; 
it also includes Life, Reader’s Di- 
gest, The Saturday Evening Post 
and several women’s magazines. A 
series of one-column testimonials, 
titled “Love Letters to Rambler,” 
will continue to run in Newsweek, 
Time and U. S. News & World Re- 
port. 

More than 2,300 newspapers car- 
ried Rambler announcement ads 
during October, AMC said, and a 
heavy Sunday supplement sched- 
ule is being prepared. 

The company will also continue 
its use of “Monitor” on NBC Ra- 
dio, with supplementary spots in 
markets where the show is not 
heard. 


s American Motors will not use tv 
or outdoor, according to Fred W. 
Adams, director of advertising and 
merchandising of the company’s 
automotive division. 

The theme of 1959 Rambler ad- 
vertising will be “The best of both 
—big car room and comfort, small 
car economy and handling.” 

Also scheduled to be continued 
this year are the large space 
signed messages from AMC Presi- 
dent George Romney, explaining 
the company’s “compact car” phil- 
osophy. 

Geyer Advertising, Detroit, is 
AMC’s agency for the Rambler, 
Ambassador and Metropolitan. # 


McClure Cites 
6 Ways to Pay 
Film Kickbacks 


(Continued from Page 1) 
business which he operates. Per- 
haps the person making the con- 


|tract has an interest in a liquor 


store, for example; the film pro- 
ducer agrees to buy all of his party 
supplies from the agency man. 


e 3. The agency man gets his pay- 
off through a credit card, covering 
everything from meals to hotel to 
travel, which is presented to him 
by the film production company 
which wins the commercial assign- 
ment. Naturally the agency man 
already has his own expense ac- 
count covering these expenses. 


e 4. As a variation on payoff 
method No. 3, the agency man 
may let the film producer know 
that he needs (1) furnishings for 
his apartment or home, (2) rent 
for an apartment or taxes for a 
home, (3) the latest model car or 
(4) a job for his wife or a relative. 


e 5. The agency man collects his 
kickback in the form of a fee paid 
him for his services as a director 
of the films. 


e 6. The oldest one of all—and a 
method that seems equally appli- 
cable in any business where kick- 
backs thrive—has the film produc- 
er taking the losing end of a sure 
bet on practically anything. # 


Berg Joins ‘Traffic World’ 


James A. Berg, onetime assist- 
ant director of advertising of 
Fruehauf Trailer Co., has been 


|appointed midwestern advertising 
|representative of Traffic World. 


Mr. Berg was formerly with Grant 
Advertising and Wilding-Hender- 
son, both Detroit. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. Add 


two lines for box number. Closing deadline 


Copy in written form in Chicago office 


no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 


sentative 


(Classified only); Classified Departments, Inc., 4041 Mariton Ave., Los 


Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles Monday noon, 7 days 
preceding publication date. Display classified takes card rate of $18.75 per column 
inch, and card discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING JUNE 


41,961 


30, 1958 


HELP WANTED j 


HELP WANTED 


TOP EXECUTIVE | 
Rapidly growing multi-plant AAA-1 na- 
tional corporation is seeking an outstand- 
ing young executive capable of building 
superior Sales Promotion, Public Rela- 
tions, and Advertising function, The man 
we want is good. He needs a bigger job, 
or he wants to join a young, growth | 
organization with real opportunity Salary | 
open. Cleveland location. Send resume. 

Box 1943, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


MOLENE 


Public Relations 


Editers . 
Copywriters . vtmvddvg. Managers 
Artists Media ......Productien ......S5ervice 


“All is grist, which comes to our mill” 
Andover 53-4424, 105 W. Adams St., Chge 3 
ADVERTISING ASSISTANT 
Young man, minimum two years agency 
er ad department experience to assist 
with copy, production, sales promotion 
and publicity in advertising department 
of midwest electronics manufacturer. 
Permanent position. Excellent employee 
benefits. Send complete resume and sala- 
ry requirements with first letter. GRM 
Box 1961, ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Illinois 

CRETARY TO V.P. IN CHARGE OF 
ADVERTISING & SALES PROMOTION 
Competent, versatile, style-conscious Ca- 
reer girl 25 to 35 with college degree free 
to locate in Evansville, Indiana with suf- 
ficient previous experience in advertising 
to be able to step in and be a real secre- 
tary. Long hours are involved at times 
but good pay should offset. Top rated 
firm with superior working conditions. 
Give full details of background and an- 
nual income desired. Your photo, too, 
may be helpful. All a will be held 

ntial and answered. 
re 1962, ADVERTISING AGE 
200 E. Dlinois St., Chicago 11, Illinois 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, SU 7-2255 


ASSISTANT TO ADVERTISING DIREC- 
TOR of rapidly expanding grocery prod- 
ucts manufacturer. Must have intimate 
knowledge of consumer products market- 
ing. Writing ability helpful. Prefer man 
with seven to eight years experience, in 
his thirties. Job prescnts challenging op- 
portunities in expanding marketing divi- 
sion. Regular benefits plus pension and 
profit sharing. Write full details, includ- 
ing experience, education, and beginning 


salary to: 
E. Chantron 


» 
Director of Advertising 
Texize Chemicals, Inc. 

P. 0. Box 1820, Greenville, 5. C. 
AGRICULTURAL COPYWRITER 
Small agency in downstate Illinois—with 
complete modern facilities and solid fi- 
nancial position—has just the spot for 
ag-minded copywriter. Challenging as- 
signments in magazine, TV and plenty of 
radio, require live-wire idea man. If you 
have imagination, production capacity 
and an appreciation for the charm (and 
lewer costs) of small-town living, we'd 
like to show you just what we have to 

offer. 
Box 1964, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


FINE POSITION 


There is a fine position for a man 
who can successfully sell education- | 
al films, in the D.C., Md. area and 
represent us at government levels in 
Wash. A vital, stimulating, growing. 
poesee organization. Give back- 
ground, financial requirements. 
Box 280, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


The Midwest's 
, 


-" Ai , 


MARKET RESEARCH HEAD 
FOR GROCERY PRODUCTS MFR. 

Our research man was just promoted to 
head new division. This fast growing 
company seeks a well trained, ambitious, 
energetic man, preferably in his “30's”, 
capable of sales evaluations, quotas, 
budgets, research studies, consumer test- 
ing programs, marketing potentials on 
present and new products, knowledge of 
media analysis helpful, ability to serve 
future needs of other product divisions 
company—Commercial and Industrial. 
Regular benefits plus pension and profit 
sharing. Should have ability to qualify for 


|} executive stock option plan. Write full 


details including experience, edu- 
tion, beginning salary to— 

E. H. Kittredge, Jr. 

Executive Vice President 

Texize Chemicals, Inc. 

P. 0. Box 1820 

Greenville, 8. C. 


ASSISTANT PUBLISHER 
whose function would embrace all 
deyartments of a news-tabloid semi- 
monthly, with emphasis on promotion— 
that is, editorial, sales and circulation 
promotion. Must know how to write. 
Start $7000. New York City. 
Box 1963, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 
209 So. State St. HA 17-1991 Chicago 


SALESMAN—MIDDLEWEST 
Established business magazine publisher 
interested in man of above average abil- 
ity who insists on earning above average 
income. Experience helpful but less im- 
portant than ability to sell and grow into 
managerial responsibilities. If you want 
opportunity more than fringe benefits 
tell us about yourself. 


Box 1965, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COMMERCIAL ARTIST 
Man or woman, age 25-30, for ad agency 
in Central Illinois. Able to prepare clean, 
accurate keylines, some finished art, let- 
tering, will assist Art Director. Must be 
able to carry out assignments with mini- 
mum supervision. Good living, good in- 
come, good opportunity for the right 
person. Write, stating qualifications and 
salary requirements. 
Box 1978, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PRODUCTION ASSISTANT 
Stable, 30-person agency needs girl or 
woman to order engravings, scale copy, 
work with printer on 20-page magazine. 
Top fringe benefits. Outline letterpress 
experierice, age, present salary. 
Box 1979, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CREATIVE LAYOUT ARTIST 


Ability to render crisp, vigorous lay- 
outs a must. Originality, coupled with 
imagination, on roughs and compre- 
hensives extremely important. Five 
or more years’ experience desirable. 
Profit-sharing and benus incentives. 
Other outstanding benefits. 40-hour 
week. Salary open. 
Write Operating Manager, 
Department 744 
SEARS, ROEBUCK AND CO. 
925 South Homan _ Chicago, Illinois 
5 Or phone 
Kedzie 3-2500, extension 3791. 


service for Adv. * Art & 
allied fields. 
By appointment only 
59 E. MADISON + SUITE 1417 
CHICAGO 2, ill. 
CEntral 6-5670 


EXCEPTIONAL OPPORTUNITY FOR 

A COPY WRITER WHO CAN STAND 

THE GAFF OF BUILDING HIMSELF 
a eae PROFITABLE 


Somewhere in Chicago there is a young 
man who is tailor-made for this job. 

A man whose ability to develop and 
head a creative staff of a small, 4-year- 


old agency is matched by his experi- 
ence and capacity to plan and produce 
a veriety of intelligent, down-to-earth 
selling material in all media. 

He has a well-rounded educational : 
and training background, and his 
agency experience includes consumer | 
packaged goods as well as industrial 
accounts. His thinking is fresh and 
quick—and, he can get his facts from 
account people or clients without hav- 
ing a bad day over a difference ot 
opinion. 

He’s willing to analyze this agency's 
tremendous growth and potential and 
let it weigh heavily against his im- 
mediate high four-figure salary. If 
you feel you are the man to fit this 
description, please send your qualifi- 
cations to: BOX 278, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, 
Tilinois. 


To MR. PUBLISHER 
You —......._— 


Excellent midwest manager mate- 
rial available. Impressive space sales 
and promotion record. High reputa- 
tion. Résumé ready. All replies an- 
swered in strict confidence. Box 283, 
ADVERTISING AGE, 200 E. Illinois 
St., Chicago 11, Illinois. 


ADVERTISING 


We handle your employment problem 
confidentially and effectively. 

MARKETING DIRECTOR . 
Solid Adv., Mdsng., exp. in foods. 
Top level company. 
ACCOUNT EXECUTIVE 
Exp. in products sold through 
grocery stores. Exc. potential. 
MARKET RESEARCH DIR. ........ $13,000 
Consumer products exp. Strong 
leadership potential. 
COPY-CONTACT 
industrial bkgd. for 4A Agency. 
Unusual nee. 
ADV., SALES PROM. MGR. ....... $11,500 
Sales and Adv. exp. in building 
materials for top level mfr. 
(2) SPACE SALE 
Food or metals exp. Midwest 
base. Both exc. opportunities. 


B. L. CLEM 
Advertising Consultant 
IMPERIAL PERSONNEL 


37 S. Wabash Ave., Chicago 3, Fr 2-4233 


POSITIONS WANTED 


POSITIONS WANTED 


mrmess ae 


Advertising Age, November 3, 1958 


BUSINESS OPPORTUNITIES 


SPACE SALESMAN AVAILABLE 
Excellent background & successful space 
selling record. Young-energetic-married 

Box 1921, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

ATTENTION N.Y.C. AGENCIES 
Art Director with Detroit 4-A Agency 
seeks New York City agency position 

Box 1955, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EDITORIAL WRITER 
Exp. Nat'l. magazines (Sponsor, Billboard, 
TV am Week). Also CBS Radio Net. 
and Publicity background wants writing 
job in Los Angeles area. NO 5-1666, Joan 
Holland, 20194¢ Avon St., L. A. 26, Cal. 
18 YOUR MERCHANDISING SHOWING? 
Mine Is! 12 years solid experience: 
Marketing, Advertising, Sales Promotion. 
Consumer Goods. Age 35. Will relocate. 
Box 27R 188, ADVERTISING AGE 
4041 Mariton Ave., Los Angeles 8, Calif. 
ACCOUNT EXECUTIVE 
Past 14 years with Chicago 4-A agency 
serving top national accounts. Solid ex- 
perience in foods, appliances, petroleum 
marketing and industrials. Salary open. 
Available now. Let’s discuss potentials! 
Box 1966, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
4A COPY MAN 

Writes award-winning copy for print and 
radio—copy that lopes home with sales, 


prizes, clients’ applause. 10 productive 
years adding ideas, guts and gallop to 
sluggish prose: consumer, industrial 


agencies; mail order; direct mail. All this 
plus convincing, personable contact. 37, 
married. $8000-9000. Agency only. 
Box 1968, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXPERIENCED REPRESENTATIVE 
with many successful years in midwest 
interested in making change. Excellent 
sales record. For confidential interview 
Box 1984, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING MANAGER 
Strong on merchandising, sales promotion 
& publicity. Consumer & trade campaigns. 
Plans sales contests, dealer displays & co- 
op adv. Ad agency bkgrd. Appliances, 
foods, oil, industrial. Worth checking! 
Box 1967, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

SALES-COACHING EXECUTIVE 
For a fresh look at sales presentations— 
Field calls with your sales force. Exp. 
inc.; Sls. Prom. Mgr., multi-million dollar 
annual sales, 17 yrs of direct sls. to con- 
sumers, dealers, distributors, Sls. Instruc- 
tor, Northwestern Univ. Faculty. Part 
time, low cost basis. Will travel. 


Box 1969, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Dlinois 

HAVE BILLING—WILL TRAVEL 
Personable, highly regarded ad man with 
over $100,000 in Chicago billing, will 
move it December 1 to local shop offer- 
ing better future. Do creative work for 
all media, PR, merchandising, solicit new 
business. Can handle more and be valu- 
able asset to your organization. 

Box 1970, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING DIRECTOR 


ey successful, employed, adver- 
tising executive with broad creative 
and administrative background with 
company & agency, as adv. manager, 
account supvr. & creative director. 
Experienced in organization, plans- 
board, contact, marketing work for 
service, institutional, distributor & 
product campaigns—consumer & in- 
dustrial. Small to multi-million dol- 
lar budgets. BA Journalism, mar- 
ried, 36. 


Seeking permanent association with 
progressive company needing strong, 
creative head for Adv. Dept. Résu- 
in complete confidence. Box 
282, ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Illinois. 


ART DIR., highly creative, 

not grooved. Variety of con- 

sumer accounts. Can be young 

if mature. Major agency exper. $20-25M 
LAST CALL: copy, proprietary 

drug. TV-radio, some print. 


12-15M 
MEDIA DIR., can be young if 
has rounded experience. 10-12M 
COPY, southern agency. Varied 
product exper. 10M 
ASST. MKT. RESEARCH, 
industrial. to 9M 


GLADER CORPORATIO 


Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


HAVE PEN—WILL TRAVEL 
(If Chicago isn't 
big enough to hold me!) 


In the last 11 years household-name 
clients have bet nearly $40,000,000 
that I can write to sell—and won 
their bets. Appliances, foods, bever- 
ages—you name it, I’ve planned it, 
written it, sold it. 


Famous-agency background as 
copy supervisor, copy chief, idea 
man—all media. Imaginative TV ap- 
proach cuts cost corners without 
quenching quality feel. 


Now in business for myself: but an 
idea-appreciative agency or client 
will get far more profitable use out 
of me at a fair five-figure price to 
start—final stipend to be agreed on 
after fair trial by both sides. I pre- 
fer Chicago—but opportunity knows 
no city limits. Let’s talk soon. Box 
284, ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Illinois. 


ae deere 
ed 


| creator. 


GENERAL ELECTRIC AD MAN 
AVAILABLE 
12 years experience promotion of product 
in retail channels. Publicity, PR, news- 
paper background. Strong idea man and 
: Seeking ad manager or agency 
jo 
Box 1971, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


OLD TOWN STUDIO APT. 
$160 to $170 

2 bedrm., firepl., new kit. 

Also garden apt. Pvt. patio. 

See Bornet, 450 Webster or 
ANdover 3-6176 Chicago 
Owner of Small Established Chge. Agency 
with complete production facilities would 

id merging with lecal individually 


PUBLICITY-PUBLIC RELATIONS 
ll yrs. publicity, public relations, adver- 
tising exp. 6 yrs. college. Industrial, re- 
tail creative writing background. 31, mar- 
ried, will relocate. 
Box 1972, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Dlinois 
SPACE SALESMAN with experience on 
leading trade journal as well as general 
selling and magazine promotion back- 
ground. Age 30, B.A., married. Relocate 
for right spot. 
Box 1973, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
RADIO/TV RESEARCH ANALYST 
Will design, supervise consumer surveys; 
prepare media analyses, sales proposals, 
presentations; 5 yrs. exp. MBA degree. 
Box 1974, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
Tech. Writer and PR man (with technical 
degree) seeks interesting position with 
company or agcy. Industrial and trade as- 
soc. experience. Commuting distance NYC. 
Box 1975, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
WANT TO INVEST 
...» my time, energy and experience in 
4A agency ... or in responsible position 
with advertiser. Now, imaginative AE 
with top New York agency ... 15 yrs. 
experience covers automotive, appliance 
(electronics), and package goods (inc. 
major distiller) . . . handling large budg- 
ets. Thorough working knowledge of 
marketing and all agency functions. In- 
terested in new business opportunities, 
and advancement! Age 40, minimum §$18,- 
000, New York area. Resume on request. 
Box 1980, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


operated agency. Object bigger and better 
business. Reply held confidential. 
Box 1976, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SIT AT THIS DESK AND MAKE 
$1000 AND UP A MONTH—NOW! 
Long-established business allied to TV- 
Radio field; sell for less than 2 years 

profit; health reasons; terms. 
Box 1977, ADVERTISING AGE 
4041 Mariton Ave., Los Angeles 8, Calif. 


MISCELLANEOUS 
NEW CONTEST PRIZE IDEA! 
Full-size, hand-carved Indians. 
Totel Poles, Eagles. Originals, 
carved to order only. Ship Carver, 
KENNETH VANDENBREE, Noank, Conn. 


PUBLISHERS 


Have your own office in Detroit .. . 
Handled by competent, experienced 
and aggressive representative to give 
your accounts and prospects up to 
the minute service and marketing 
information when it is needed! 


Box 281, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


YOUR ADVERTISEMENT 
HERE WILL 
BRING RESULTS 


ADVERTISING & SALES PROMOTION 
MANAGER OR TOP ASSISTANT 
15 yrs. exp. ind. adv., sales prom., P.R., 
publicity. Creative, mature yng. (40) 
married man seeks resp. career position. 
Future potential most important. 
Box 1981, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
WISH I WAS THERE... 
Where? Wherever a first-rate production 
gal with a complementary background in 
copy, media and administrative detail 
can fill a job of one or many faces. 


Box 1982, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
49 Ways To Profitably Put Direct Mail 
To Work In Your Business! 
Your Company can add profit-producing 
Direct Mail man to staff—full or part- 
time. Offers tangible results. Familiar 
with consumer, business, industrial mar- 
kets. Has agcy. background. 8 yrs. exp. 
includes all planning from copy through 
lists. Will relocate. 


Box 1983, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


World-famous magazine 


EDITOR 
Civil Engineering 
Building Construction 
Seeks challenging 
opportunity, preferably as 


PUBLISHER 


Present income: $16,000 per year 
Write Box 279, Advertising Age 
480 Lexington Ave., N.Y.17, N.Y. 


COPY -BREAK 


For an out-of-New York agency 
Once in one of those odd moons 
a real big-league copy man 
sniffs for an agency located in 
some fortunate spot where you 
don’t have to stand in line for 
a ham-on-rye. 

Author of several famous ad- 
vertisements. Over twenty 
years of experience in food, 
package goods, drug, liquor, 
automotive and other copy. A 
good business-getter with 
ideas. 

Bald, genial, believes that a 
good idea can come from the 
guy in the next office. Makes a 
big salary but—of all things— 
believes he can somewhere do 
more living with less money. 
Box 277, ADVERTISING AGE 
480 Lexington Ave., New York 


PUBLISHER'S ASSISTANT 
Or? 


Active, congenial man, long exp. exec. 
leading Chicago business papers, will as- 
sist pressured publisher or consider other 
duties; full or part time. Best refs. 
Mod, sal. Reply in confidence. Box 274, 
ADVERTISING AGE, 200 E. Illinois St., 
Chicago 11, Illinois. 


consultant 

to agencies, advertisers 
and media on management and 
sales problems. Results guaranteed. 
Write for chart of services. 


W. H.. LONG 5347 N. SANTA MONICA 


MILWAUKEE 17, WIS. « WOODRUFF 2-6100 


ELECTION DAY MESSAGE 
TO AD AGENCIES 
AND ADVERTISERS 


Tomorrow is an important day in the 
political annals of this country. Pres- 
ent incumbents and new candidates 
alike, seek high offices in national, 
state, county and local governmental 
circles. 

This also is a propitious time for 
you to re-evaluate your new or re- 
placement staff manpower needs. My 
current list of “candidates” in all cat- 
egories, represents the “cream of the 
crop” among availabilities, nationally. 

A phone call, and a few minutes of 
your time, will give you confidential 
particulars on solid candidates for 
any “office” you may want to fill. 

GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 

220 S. State St. * Chicago * WA 2-4800 


JOHN ANDREWS 
poultry ¢ livestock artist 


STOCK ART SERVICE © 1504 Dodge St., Omaha, Nebr. 


1958 - 1959 
declers WHOLESALE ..., 


- AUTOMOBILES: 


all models BOX 331, BERKELEY 
AUTO-DEX CALIFORNIA 


MAGAZINES! 


We specialize in magazine clipping. 
Our list covers 3500 business, farm 
and consumer magazines— a complete 
blanketing of the American magazine 
field as listed in Bacon's Publicity Checker. 
You can check your own publicity, compe- 
tition’s publicity, competitive advertis- 
ing or subject research. Here is the 
complete service for magazines. Best 
coverage, fastest service, highest 

accuracy. 
* BUSINESS * FARM 
* CONSUMER 


..,, Send for Booklet No. 56~ 
_ “How Business Uses Clippings’ _ 
BACON'S CLIPPING BUREAU 
14 E. Jackson Bivd., Chicago 4, Ilinois 
WA bash 2-8419 
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Advertising Age, November 3, 1958 


4A’s Debate Collapses; ‘Debaters’ Agree _ | 
Research Needs ‘Agonizing Reappraisal’ 


(Continued from Page 2) 
junct to talent, experience and a 
good copywriter’s intuitive under- 
standing of people. 

“Statistics, as far as I know, 
have never moved people to any 
kind of action.” 


® Dr. Longman, vp and director of 
research of J. Walter Thompson 
Co., who was supposed to take up 
the cudgels for research, started 
off by saying he agreed with 90% 
of what Mr. O’Meara had said. 

He also expressed substantial 
agreement with Dr. Mead, the 
noted anthropologist, who told the 
workshop that the advertising 
field is no place for a gifted social 
scientist who hopes in his work to 
make a real addition to knowl- 
edge. 

Dr. Longman stated that it is 
time for a reappraisal to get back 
to “research fundamentals” and to 
stop the “flow of claims, charges 
and cries of alarm.” 


The extravagant claims for re-| 


search are being made as a result | 
of competitive pressures, he said. | 

Dr. Longman noted that the | 
pressures of advertising agencies | 


ing?” Mr. Stowell paused for a 
second before replying, “Yes.” 


s Farish A. Jenkins, vp of Mc- 
Cann-Erickson, agreed with Mr. 
Stowell that “you should go as far 
as you are competent to go.” He 
reeled off eight areas of marketing 
in which an agency would have a 
legitimate interest. 

He pointed out that the demand 
for extra marketing services comes 
—not from agencies—but from cli- 
ents. McCann-Erickson, he said, 
believes in offering related market- 
ing services which are “competi- 
tively priced” with the comparable 
services available from specialists. 


= George Weissman, vp and direc- 
tor of marketing of Philip Morris 
Inc., told the meeting that a com- 
pany such as Philip Morris, which 
has an integrated marketing struc- 
ture, looks to an agency primarily 
for “the finest creative efforts.” 
He explained that since his com- 
pany is organized to handle mar- 


Harper 


TOPPERS—Panelists at a Four A’s creative session at the New York 

conference included Marion Harper Jr., president of McCann-Erick- 

son; Fairfax M. Cone, executive committee chairman of Foote, Cone 

& Belding, and George H. Gribbin, newly named president of Young 
& Rubicam. 


Great Old Ads Not 
So Great: Harper 


(Continued from Page 2) 
of five. The others were George H. 
Gribbin, new president of Young 
& Rubicam and that agency’s top 


keting problems “in depth,” it 
considers the marketing services| man of the executive committee of 
of an agency “supplementary.” | Foote, Cone & Belding; Edward G. 

“We desire a good creative agen- | Zern, vp of Geyer Advertising, and 


copy man; Fairfax M. Cone, chair- 


are “most acute” when prospec- | °Y 29d welcome the supplementary Beatrice Adams, vp of Gardner 


tive or restless clients demand 
“evidence.” 


= “It takes courage, it takes 
strength of character to withstand 
these pressures,” he added. “For 
there is ample reason to believe 
that some competitor will yield... 

“There is always need for a new 
account or need to hold an old 
one. There is always a need for 
some new way to prove what a 
given agency or medium can do 
beyond all others. And so long as | 


|marketing services. We would not 
|be interested in a good marketing 
/agency with supplementary crea- 
tive services,” he said. 

On the question of compensa- 
tion, Mr. Weissman criticized the 
agency pricing system as “com- 
pletely unrealistic.” He said that 
as long as an agency applies the 
same rate of compensation to a cli- 
ent spending $10,000,000 primarily 


Advertising Co. 


® Asked to select the best five of 
25 advertisements shown to them, 
the panelists gave the most votes 
(four) to a new Rolls-Royce ad by 
Ogilvy, Benson & Mather (“At 60 
miles an hour the loudest noise 
in this new Rolls-Royce comes 
from the electric clock”); a Pola- 
roid layout featuring a blow-up of 


ing $1,000,000 with the need for a Wesson oil ad (“Takes the smoke 


in national media, with no need|Satchmo Armstrong (three votes) 
for field offices, to a client spend- | created by Doyle Dane Bernbach; 


16 branch offices and 1,000-line | out of frying”) by Fitzgerald Ad- 


the professionally inexpert in| 


cenahil ‘aleeas ° /ads twice a week, then the larger | 
gencies and chent companies are | -jient will always feel it is over-| 
curious and credulous about re- 


. | paying. 
search at the same time as they| Mr. Weissman said later that he| 
are in need of ‘evidence,’ there ja; no specific solution to offer. 


will always be an audience for | “We have no deals,” he said laugh- | 
claims of great new research finds, | ingly, and he conceded that a care- | 


however extreme they might be.” | fy) study of the 15% commission | 
system might reveal it is the best! 

= Dr. Longman suggested it is | possible one. 

time for agencies to admit to} 

themselves and to tell their clients |g )yarvin Bower, managing direc- 


“that there are now no generally tor of McKinsey & Co., staked out 


applicable valid means of scientif- 
ically measuring the dollar result 
of advertising done or to be done.” 
Dr. Longman said he does not 
condemn researchers who respond 
to the competitive battle—‘I have 
helped and expect to continue to 
help my company in this way,” 
he said. But he urged the indus- 
try “to rise above the daily strug- 
gle’ and attack the long-range re- 
search problems of understanding 
how advertising works and meas- 
uring the effects of advertising. 


® The question of how far an ad- 
vertising agency should go in sup- 
plying marketing services was 
considered at a Tuesday morning 
panel session. 

E. Esty Stowell, exec vp of Ogil- 
vy, Benson & Mather, answered 
that the agency should go “as far 
as its competence and as its clients 
will allow.” He strongly advocat- 
ed the unlimited, full-partnership 
concept, in which “all the partners 
are jointly concerned with all the 
problems.” 

He conceded that this relation- 
ship raises the problem—for agen- 
cies—of how to avoid bankruptcy. 
The partnership, he pointed out, 


“must be profitable to both part- | 
ners.” He suggested that agencies | 


supplying a wide range of services | 
work out “an accommodation” with | 
clients to cover the increased costs. | 

Mr. Stowell decried the stereo- 
typing of agencies into categories 
such as “creative agencies” or “re- 
search-minded agencies.” A mem- 
ber of the audience later reminded 
him that Ogilvy has been frequent- 
ly described as a “creative agency” 
and asked, “Do you find this limit- 


CON RE Cte ea ny 


for the management consultant the 
entire marketing arena and sug- 
| gested that the management con- 
sultant is in a better position than 
an advertising agency to tackle 
management problems because of 
its “objective” position. 

Mr. Bower said agencies are of- 
ten interested primarily in build-| 
ing sales volume, while the man- 


vertising, which garnered three 
votes; and a Pan American spread 


| (“In every man’s heart there’s a 


secret place where he would like 
to go’) turned out by J. Walter 
Thompson Co., which also got 
three votes. Five other ads grabbed 
two votes each. 


# Mr. Cone, who frequently names 
ads “I wish I had created,” yes- 
terday reversed his field and pre- 
sented six ads he was proud Foote, 
Cone had created. They were cur- 


rent layouts for Dial soap, Kraft) 


Fudgies, Kotex, Hallmark cards, 
Clairol] and Stouffer home reduc- 
ing. 

Mr. Gribbin made a plea for 
more “joyous” copy in current ad- 
vertising; for less windy ads; for 
more subtle flattery; for more in- 
dividuality; for ads that talk sim- 

ly; for ads that are kindly. “Bad 


p 
agement consultant concentrates on | ads.” he cautioned, “are often face- 
’ ’ 


the net profit picture. SOUDSRURAS | tons ads—because we try to make| 
the management consultant rec-|them a composite of every virtue! 


jommends that a product line be 
reduced or discontinued—and this 
results in reduced expenditures for 
| advertising, he said. 

Despite these differences, the 
management consultant and the 
| advertising agency should work to- 
gether, he said. + 


we can tuck into them.” 


# In his talk Mr. Harper said the 
|creative function “is not dimin- 
|ished” because “there’s a greater 


,demand for creative talent than at 


Ene time in the past. 


“As creative people, your basic 


“Ar 60 miles an hour the loudest 
new Rolls-Royce comes trom 


chock” 


m thas 


the electric 


Gribbin 


Notinal 


Cone 


job of persuading bigger audi- 
ences than ever against greater 
competition than ever is more im- 
portant,” and “right now you are 
producing work of higher creative 
quality than at any time in the 
history of advertising. 

“And these things,” added Mr. 
Harper, “are happening side by 
side with all the celebrated em- 
phasis on research and marketing 
functions.” # 


Are you one of mill 
our successful gine 


advertisers? 


JANUARY ISSUE CLOSING NOV. 20 
Orders and Sample Copy requests to 
ANGELA M. CRAWLEY & STAFF 
National Advertising Representative 
28 E. Jackson Bivd., Chicago 4 
Telephone: HArrison 7-7176 


How to knock 

on the doors of 
almost 150,000 
advertising and 
marketing executives 


_..FOR AS LOW AS $5 PER WEEK 


Amazing, but true — you cando it with a 
classified ad in Advertising Age. Minimum 
charge $5. Ad Age is read each week by almost 
150,000 top marketing men — men with the 
authority to buy or sell immediately as they 
see fit. Your ad gets fast action. Try it. 


———— 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


lay Classified Rates: take card rate of $18.75 per column inch, 


and card discounts, size and frequency apply. 


1 am enclosing $ 
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GREAT—This Rolls-Royce ad by Ogilvy, Benson & M ther received 
the most votes as “best” by a panel at the Four ¢ ; meeting. 


1___State 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


Clip and mail 
this form to: 
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TV Ad Should Entertain: Seaman; 


Not So, Viewer Wants It to Sell: Brady 


| “last deadly sin—too much sugar | 


(Continued from Page 1) 
the eastern conference of the 
American Assn. of Advertising 
Agencies. 


s Asserting that people spend so 
much time with television because 
they want to be entertained, Mr. 
Seaman said: 

“Yet for every Bert & Harry 
you find a dozen commercials that 
shake a finger in your face. For 
every Ivory baby with enough 
emotional values to make a cur- 
mudgeon glow like a philanthro- 
pist, you find a 100 commercials 
that product-point you to pieces. 


“Why aren’t there more com-| 


mercials that reflect our knowl- 
edge that people want to be 
entertained, to feel rewarded for 
having looked at a commercial?” 

Mr. Seaman decried the “popular 
habit of blaming the client” for 
this state of affairs and suggested 
that it is the job of the agency 
man to “pull together the twain” 
—the public which wants to be 
entertained and the manufacturer 
who must sell. 

“That means you must go into 
the living room with a strong 
sales message—but deliver it in 
such a way that you are welcome,” 
the Compton executive told the 
agency men. 


s “If you do that, the consumer 
is on your side. We know con- 
sumers don’t resent commercials 


per se. We know the opposite. 
They like commercials—if the 
commercials reward them for 


listening.” He suggested that this 
could be done through (1) enter- 
tainment commercials, (2) warm, 
simple commercials or (3) service 
commercials. 

On the other hand he cautioned 
creative people against leaving the 
client with the impression that 
they are not sufficiently concerned 
with product sell. 

“All too often, I think, creative 
people leave hard-headed business 
men with the impression—true or 
false—that if we had our way we 
would drag the product in by its 
heels somewhere near the end of 
the commercial. He doesn’t want 
his product treated like a poor 
relative at a coming-out party. He 
wants you to be sold on his 
product, and he wants to feel that 
you’re sold on it. 

“And you must make him un- 
derstand that you, if you were 
faced with a choice between a 
bright commercial that didn’t sell 
and a dull commercial that did 
sell, would chose the latter. Make 
him understand that and he’ll give 
you more confidence and more 
creative freedom,” he said. 


® K&E’s Mr. Brady, discussing 
the “seven deadly sins” of tv 
commercials, warned against en- 
tertainment commercials that fail 
to sell. He put this as No. 7 on the 


list and noted in advance that the! 


'in the sugar coating—is highly 
controversial. In fact, many high- 


ly paid and highly regarded tv) 


writers do not seem to consider 
ithis a sin at all.” 

| Mr. Brady said that tests at his 
'agency indicated that playbacks 
(viewers’ recollections of what 
they have seen in commercials) 


are much more favorable for) 


demonstration-type commercials 
than for those that lean heavily 
on entertainment. He added that 
people do not rebel against the 
principle that commercials must 
| sell. 

“When they reject our com- 
mercials, it is not because these 
|commercials fail to provide enter- 
tainment, but because they fail to 
do their own job well,” he said. 
. “Now just what do I mean by 
|too much sugar coating? Well, it 
can be too much musical punctua- 
tion. It can be any gimmick that 
distracts the viewers’ 
away from the product or the 
sales message ... It can be a long 
borrowed interest lead-in. Last 
week I saw a one-minute cigaret 
commercial that used up 45 dull 
seconds without giving the faint- 
est hint of what product was being 
advertised ... It can be so much 
fooling and frivolity that you’re 
lucky if the viewers even manage 
to recall the product’s name. 

“But whatever your form of 


this: Nine times out of ten the 
people in front of the tv sets are 
much less entertained than you 
think.” 


@ Other “deadly sins” listed by 
Mr. Brady: 

1. “If you have nothing to say, 
sing it. The people tell us they are 
getting tired—mighty tired—of all 
the sing-song on tv commercials. 
This is not underestimating the 
effectiveness of jingles that really 
catch on. ‘What’ll you have, Pabst 
Blue Ribbon’ or ‘I wonder where 
the yellow went’ are probably 
worth millions. 

“But for every winner, there 
are 50 or 100 tired also-rans with 
pointless, vapid words and with 
obvious da-dee-da tunes. Of course 
all of us here know the reason 
why the droopy singing commer- 
cial will survive anything I or 
anyone else can say against it. It’s 
the easy out. 

“Easy for the copywriter because 
the team of jingle composers does 
all the sweating. Easy for the 
account executive because there’s 
nothing easier to sell than a nice 
snappy jingle. Once you get the 
client’s feet to tapping, that old 
okay is right in the bag ... ” 

2. “Talking your audience to 
death. The most frequent com- 
plaint from typical tv viewers is 
that many commercials are af- 
flicted with too many words. Why 


don’t they show more and say less, 


attention | _ 


entertainment may be, remember) 


the people ask ...” 

3. “The neurotic commercial. 
| It’s obvious even to an amateur 
psychologist like me that many 
commercials are mentally dis- 
turbed. Their neuroses take many 
forms. There is the split personal- 
|ity commercial. Here the words 
|say one thing while the pictures 
do something quite different. This 
can be quite baffling to the 
viewer. 

“There is the commercial with 
an anxiety neurosis. It’s over- 
conscientious. 
|much and cover too many sales 
|points in too little time. It ends 
by registering zero. 

“Finally, there’s the 
commercial. It’s over-excited. Too 


musical punctuation. Too many 
|different techniques—animation, 
stop motion, puppets, live singing 
and what not, flashing on and off 
in a bewildering succession. The 
end of it all is confusion—even 
chaos...” 

4. “Mind your manners. Under 
the heading of bad manners, the 
principal complaint of the people 
on the receiving end is aggres- 
siveness. They get the feeling they 
are being shouted at and bullied 
. Two other phrases that keep 
bobbing up in our interviews are 
‘good taste’ and ‘bad taste.’ People 
object to commercials that get too 
intimate...” 

5. “How silly can you be? Well, 
the answer is tv commercials can 
be—and often are—very, very 
silly. They become silly when 
those who create them lose touch 
with reality and don’t bother to 
make people behave like human 
beings or talk like human beings 
Furthermore let’s not forget 
that a large section of the Amer- 
ican public has become fairly 
expert in spotting phoniness and 
artificiality. Even children can do 
it. Here’s a comment from a girl 
in her early teens: 

“ve had just about all the 
beauty soaps they advertise. It 
kills me the way they use these 
words and romance up the com- 
mercials. A soap shouldn’t hurt 
your skin and should clean it. Yet 
they talk as if using it was the 
only thing that could get anybody 
to marry you’.” 

6. “Failure to demonstrate. This 
is probably the unforgiveable sin 
of television. You may commit 
every one of the five preceding 
deadly sins, and yet if somewhere 
in the commercial a good convinc- 
ing demonstration of a_ single 
sales point flashes on, all is not 
lost.” 


# Another sign that there is any- 
thing but unanimity on the do’s 
and don’ts of tv commercials came 
later when Ed Graham Jr., head 
of Goulding-Elliott-Graham, 
showed a batch of commercials 
representing his selection of some 
of the best tv sell now being seen 
in the Midwest and on the West 
Coast. Mr. Graham chose highly 
imaginative, offbeat commercials 
with unusual artistic and anima- 
tion effects and, in some cases, a 
dash of humor. Among the ex- 
amples: Hamm’s beer, Kroger eggs, 


It tries to do too! 


manic | 


many changes of scene. Too much | 


NEW mMIxX—General Mills is expand- 


ing its Betty Crocker line of 
muffin mixes to five, adding wild 
blueberry. The introductory cam- 
paign includes this color page in 
Better Homes & Gardens and La- 
dies’ Home Journal in January. 
Tatham-Laird, Chicago, is_ the 
agency. 


Butter-Nut coffee, Western Air- 
lines and Andersen’s soups. 

They featured cackling hens, 
cool water, charming birds, hus- 
band and wife caricatures and 
practically anything except real 
people in real situations or prod- 
ucts in the process of demonstra- 
tion. 

Mr. Graham noted a little sadly, 
it seemed, that many of these 
commercials might have been 
turned down in New York on the 
ground that they would be over 
the heads of the people for whom 
they were intended—that is the 
“boobs and clucks” west of the 
Hudson River. + 


Fresh Look at 
Client Problems 
Urged by Ryan 


Recapture Initial Ardor, 
Allied Chemical & Dye 
Exec Urges Eastern 4A‘s 


NEw York, Oct. 28—At its first 
session in two years on industrial 
advertising problems, the Ameri- 
can Assn. of Advertising Agencies 
today held a special industrial ad- 
vertising workshop at its eastern 
conference. The session featured 
suggestions for better client- 


Eastern Four A’‘s 


agency relations, offered by M. P. 
Ryan, advertising director of Al- 
lied Chemical & Dye Corp., and 
a frank discussion of some of the 
major problems industrial agen- 
cies face today. 

Mr. Ryan urged industrial agen- 
cies to “take a fresh look at some 
of the accounts you have been 


i|sentation of 
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servicing for some time. Try to 
remember how the account looked 
|to you when it first came into the 
agency. Try to recapture some of 
the enthusiasm, some of the ea- 
gerness to know more about the 
client’s problems that you had 
then, and see if something of that 
attitude will not help you to come 
|up with new ideas.” 


# Fred Adams, president of G. M. 
| Basford Co., who presided at the 
meeting, presented a recording of 
a hypothetical account executive’s 
trials and tribulations with a cli- 
ent on billings, waste of time, pre- 
layouts and ideas, 
|budget cutting and similar mat- 


il ters. The script for the recording 


was written by John C. Maddox, 
of Fuller & Smith & Ross, # 


‘TV Guide’ Amends 
Story That Angered 
NBC's Jack Paar 


New York, Oct. 31—Some issues 
of TV Guide which had NBC-TV’s 
Jack Paar so steamed up the other 
night have hit the stands with a 
last-minute correction covering the 
item to which Mr. Paar objected. 

The correction was included in 
about half the press run of the 
magazine’s late news page and ap- 
peared in local editions with late 
closing dates—including New 
York, Philadelphia, Los Angeles 
and the other West Coast editions. 
It didn’t make editions which close 
early—including Chicago, Cleve- 
land and Detroit—but will appear 
in these editions next week. 

Having seen an advance proof 
of a cover story about him, Mr. 
Paar a week ago accused the pro- 
gram listing magazine of lying. 


® He made the accusation, togeth- 
er with some allegations about the 
magazine’s lack of accuracy and 
its association with the Daily Rac- 
ing Form, on his program. 

Mr. Paar accused TV Guide of 
being wrong when it reported that 
NBC had “forced” him to book 
Dody Goodman for a recent ap- 
pearance on the show. When the 
story came out, there was a note 
in the late section of the magazine, 
which stated: “TV Guide erred in 
this column on Oct. 4 and on Page 
18 of this week’s issue, when it 
said that Dody Goodman was un- 
der contract to NBC at the time 
of her recent appearance on the 
Jack Paar show and that ostensibly 
the network had forced Paar to 
accept her.” 


= Earlier TV Guide sent a wire to 
editors making some charges of its 
own. The wire said Mr. Paar had 
“demanded” the right to name the 
writer who would prepare the ar- 
ticle when he learned the maga- 
zine was planning a piece on him. 
He was turned down, the wire con- 
tinued. 

Mr. Paar’s allegations that TV 
Guide is in circulation trouble were 
termed “amusing” by the maga- 
zine, which said it is now the larg- 
est selling weekly magazine in 
America, # 


Giese 


Rork 


Kron 


Ashwell 
IAA LUMINARIES—The International Advertising Assn. celebrated its 20th anniversary 
with an Oct. 23 luncheon in New York which brought together at the head table nine of 
the men who have served as presidents of the organization: George H. Giese (1953-54), 
senior vp of McCann-Erickson; Charles F. Rork (1951-53), export manager of Tung-Sol 
Electric Inc.; Arthur A. Kron (1948-49), president of Gotham-Vladimir Advertising; 
Thomas W. Ashwell Sr., IAA founder, board chairman of the publishing company bear- 


Tutching 


Powers 


Woodell 


a, S Pe Ne ah Me | ad 9 


Clarey 
ing his name and honorary president of IAA; Vincent Tutching (current president), 
vp of McCann-Erickson Corp. (International) ; Joshua B. Powers (1946-48) , head of the 
publishers’ representative company bearing his name and a charter member; Shirley 
Woodell (1938-40), first IAA president and vp of J. Walter Thompson Co.; J. J. Clarey 
(1943-44), vp-product planning of Bristol-Myers; and Robert H. Otto (1944-45), head 
of the international advertising agency bearing his name. 
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FTC Charges 
McGraw-Hill Ads 
Still Deceptive 


New York, Oct. 30—The Federal 
Trade Commission has charged 
McGraw-Hill Publishing Co. with 
continuing the deceptive advertis- 
ing practices which the commis- 
sion originally complained of in 
December, 1957. 

An initial hearing on two charg- 
es that McGraw-Hill was pro- 
moting its surveys deceptively, to 
sell space in competition with 
other business papers, began yes- 
terday, but toward the end of the 
first day’s testimony it became 
evident that the commission was 
expanding its charges. FTC At- 
torney Charles S. Cox sought to 
have admitted into the record ad- 
ditional survey and promotional 
materials beyond the two cited in 
the original complaint (AA, Dec. 
23, °67). 


s Among these was a survey of 
television appliance dealers con- 
ducted by Erdos & Morgan last 
fall for Electrical Merchandising 
and an advertisement promoting 
the survey which ran in ADVERTIS- 
Inc AGE, May 26, 1958. They were 
admitted into evidence over the 
objections of McGraw-Hill coun- 
sel. Mr. Cox questioned Mr. Erdos 
as to whether or not the survey 
would have shown different re- 
sults if Mart and Electrical Dealer, 
and Electronic Technician and 
Technician were listed under two 
publishers instead of four. Mr. Er- 
dos replied there was no reason for 
such a listing. The survey showed 
that more dealers choose Electrical 
Merchandising than the next two 
publications combined. 


s “Do you contend that there was 
false advertising in connection 
with that?” Hearing Examiner 
John B. Poindexter asked Mr. Cox. 
“Yes, sir, I certainly do,” was the 
reply. 

Earlier, Russell F. Anderson, 
publisher of American Automobile, 
testified concerning the procedures 
used in putting together a survey 
on automotive export advertising, 
which was conducted by Hillier 
Krieghnaum, now chairman of 
the journalism department at New 
York University. It has been the 
FTC’s contention that McGraw- 
Hill intended to promote the 1956 
survey as the work of NYU rather 
than Professor Kreighnaum, a 
charge which McGraw-Hill has 
denied, adding that there was 
nothing to be gained by using the 
name of NYU instead of an in- 
dividual professor. 


s Mr. Anderson testified that Mc- 
Graw-Hill has a standing offer to 
advertisers to conduct their own 
surveys and send the bill to Mc- 
Graw-Hill, providing McGraw- 
Hill can use the results in its own 
promotions. He said he had never 
asked his advertisers to cooperate 
in connection with any surveys 
being conducted. 

Archibald Crossley, researcher, 
testified concerning his role in the 
conduct of an Electrical Merchan- 
dising survey in 1951. It has been 
FTC’s contention that McGraw- 
Hill promoted the results of this 
survey as recent or current at a 
time when it was more than three 
years old. McGraw-Hill has re- 
plied that it has never promoted 
the survey as other than what it 
was. 


s The most outspoken witness 
called by Mr. Cox during the two- 
day hearing was Maurice Clem- 
ents, owner of Caldwell-Clements 
Co. and former publisher of Mart. 

During the first few months of 


1954, Mr. Clements testified, Mart 
(successor to Radio & Television 
Retailing) was “doing quite well” 
and running in the black. Starting 
in May, 1954, Mr. Clements said 
he lost $150,000-$180,000 “of my 
own personal funds” on Mart and 
the magazine was disposed of in 
“a salvage sale” in September, 
1956. 

Mr. Clements contended that 
the circulation duplication pie- 
chart used by Electrical Merchan- 
dising salesmen—and one of the 
bases for the FTC complaint—was 
“very deceptive” because, while 
it included Mart, it was based on 
a survey made when Mart was not 
in existence. Radio & Television 
Retailing, Mart’s predecessor, had 
a circulation which was both dif- 
ferent and smaller than Mart, Mr. 
Clements said. 

The hearing recessed as Mr. 
Marden said he would want “con- 
siderable time” to cross-examine 
Mr. Clements, adding: “We have 
had considerable litigation with 
this gentleman.” 


s Earlier, Henry J. Carey, former 
sales promotion manager of Elec- 
trical Merchandising, testified con- 
cerning the preparation of the dis- 
puted pie-chart, reiterating that 
there was no intentional deception 
practiced. Mr. Carey is now busi- 
ness manager of Purchasing Week. 

Hugh M. Hyde, publisher of Au- 
tomotive World, was called for tes- 
timony relating to the automotive 
export advertising survey pre- 
pared for McGraw-Hill’s Ameri- 
can Automobile. Mr. Hyde testified 
that the survey “hurt” the business 
of Automotive World. 


respondents to the survey question- 
naire thought they were answering 
an NYU questionnaire and were 
“extremely annoyed” that their 
replies ultimately went to a pub- 
lishing company. 

“Some of these firms submitted 
information which I doubt would 
have been submitted to a publish- 
er,” he said. 


# A string of witnesses was called 
by Mr. Cox to answer essentially 
the same question: Are you famil- 
iar with surveys and their pur- 
pose? What is the significance to 
you of the two McGraw-Hill pieces 
(the automotive export survey 


Last Minute News Flashes | 
Bogart Resigns McCann Post to Join Revlon | 


New York, Oct. 31—Leo Bogart, top McCann-Erickson research ex- 
ecutive, has resigned to join Revlon Inc. 


Robert Newell Named C&W President 


New York, Oct. 31—Robert Newell, exec vp, has been named presi- 
dent of Cunningham & Walsh, succeeding John P. Cunningham, who 
continues as board chairman. Other top management shifts include 
election of William M. Mulvey, director of marketing services, to exec 
vp, and Carl R. Giegerich, director of creative services, to chairman of 
the executive committee. 


Nielsen to Offer ‘Instantaneous’ Ratings in N.Y. 


New York, Oct. 31—A. C. Nielsen Co. will offer instantaneous elec- 
tronic tv ratings for New York “some time this winter” similar to the 
pilot system it has been operating in Chicago since the summer of 1957. 
Phone lines to part of the New York sample have been installed already, 
Nielsen says. Nielsen plans to extend the service to the 23 cities with 
tv outlets of all three networks eventually. The service is “substantial- 
ly” more expensive than the regular service, Nielsen says. 


Gray Line Moves to Meltzer from C&W 


Cuicaco, Oct. 31—Gray Line Assn., composed of operators of Gray 
Line sightseeing buses in 77 cities, has appointed Richard N. Meltzer 
Advertising, San Francisco, to handle its advertising. Cunningham & 
Walsh is the previous agency. 


West Penn Electric Shifts to B. D. Adams Inc. 


New York, Oct. 31—West Penn Electric System, which has head- 
quarters here, will move its account from Albert Frank-Guenther Law 
to Burke Dowling Adams Inc. Jan. 1. The account bills about $500,000. 


Bali Bra Moves to Hockaday Associates 

New York, Oct. 31—Bali Brassiere Co. has appointed Hockaday As- 
sociates to handle its advertising. The previous agency is Altman- 
Stoller Advertising. 


Robert Twiddy Joins K&E; Other Late News 


e Robert B. Twiddy, formerly assistant advertising director of Philip 
Morris Inc., has joined Kenyon & Eckhardt as an account executive. 
Hamis Maxwell, formerly media coordinator, succeeds Mr. Twiddy. 


e Don Tennant has been named vp in charge of tv film at Leo Burnett 


| Co. He joined the agency in 1950, and was previously vp and tv copy 
He said further that some of the 


supervisor, with special responsibility for creative exploration and 
development in tv. 


e Andrew H. Talbot, pr director of Pabst Brewing Co. for the past 
six years, resigned today. Mr. Talbot said he is negotiating with sev- 
eral companies. The Pabst pr post will be eliminated; its functions will 
be handled by Selvage & Lee. 


e Post Office officials are ready to announce scaled-down increases for 
magazines and books mailed outside the U.S. after Jan. 1. Original 
proposals issued in June contemplated increases of more than 100%. 
More moderate compromises were reached after mailers and State 
Department officials protested that steep increases would prevent U.S. 
periodicals from reaching foreign readers. New plans involve increases 
averaging 21.5% to Latin America and 8% elsewhere (except Canada, 
where new rates will be identical with sixth zone second class domes- 
tic rates). 


e Richmond Newspapers, Richmond, Va., has announced a new plan 
which allows monthly volume discounts on national advertising, rang- 
ing from 3¢ to 14¢ a line, from a minimum of 2,500 lines to a maximum 


and the pie-chart)? Some _ wit- 
nesses were asked about both pro- 
motion pieces, others only one. 


No established pattern was evi-| pid ; . . : 
| agency, said it has experienced rapid growth in recent years, having | 


| added 17 brands since 1946, with several new ones in the product de-| 


dent in their answers, beyond in- 
dications by several witnesses that 
they would want further informa- 
tion covering the pie-chart before 
deciding its significance. 

Those called were Shelton Fish- 
er, publisher of Electrical Mer- 
chandising; John Cooke, secretary 
of McGraw-Hill Publishing Co.; 
John C. Spurr, director of re- 
search for McGraw-Hill; Fred 
Slama, media buyer for Batten, 
Barton, Durstine & Osborn; 
George A. Bradford, consultant on 
advertising and sales promotion 
for General Electric Co.; William 
A. Fricke, associate media director, 
McCann-Erickson; Henry Peter- 


son, media buyer, Ted Bates & Co., | 


and Bernard P. Gallagher, who 
described himself as a “negotia- 
tor,’ newsletter publisher and 
owner of two field selling sub- 
scription agencies. 


= The testimony so far has been 
pretty much FTC’s turn at bat. Mr. 
Marden said his client’s defense— 
when their turn comes—will be 
similar to the two answers filed 
last January by McGraw-Hill and 
McGraw-Hill International, which, 
he said, “pretty well outline the 
position of the company.” 

Both answers denied any wrong- 
doing or intent of wrongdoing, and 
contended that knowledgeable and | 
experienced admen wouldn’t be 
misled, and emphasized that the 
surveys as a whole were not being 


/of 5,000 lines. 
|e General Foods Ltd., Toronto, is seeking a third agency in Canada. 
| The company, whose parent U. S. company is about to name a fourth 


| velopment stage. Its present two agencies are Baker Advertising (with 
GF since 1928, and reportedly billing $3,000,000) and McConnell, East- 
man & Co. (with GF since 1952 and billing about $1,000,000). 


e F. Scott Matthews has joined the household products division of 
Colgate-Palmolive Co. as product manager for Fab, succeeding S. Ru- 
| lon-Miller, who resigned. Mr. Matthews was formerly a soap and food 
account executive at Dancer-Fitzgerald-Sample. Ed Gumpert, who 
joined Colgate in August, 1957, has resigned as general product man- 
ager of the toilet article division. 


|e Charles W. D. Hanson, formerly marketing department manager of 
| Life, has been named national advertising sales manager of the mag- 
| azine, a new post. Vincent J. Brosnahan, formerly New York sales of- 
fice manager for Life, was promoted to associate advertising manager. 


e Show-House, New York, will offer a new service to facilitate use 
of split runs in national magazines by advertisers with plans for re- 
gional distribution, introduction of new products, copy testing, etc. 
The advertising service organization has been running magazine 
spreads for groups of home products advertisers since 1953. 


e Bon Ami Co. and Symphonic Radio & Electric Corp., New York, 
will co-sponsor Walter Winchell when he returns to the air Nov. 16 
at 6 p.m., EST, on Mutual. Cole, Fischer & Rogow is the Bon Ami 
agency. Milton Samuels Advertising handles Symphonic. Symphonic 
is owned by Scranton Corp., which recently bought Mutual through 
its Hal Roach subsidiary. 


e A line of fruit-flavored soups now in the test product stage at 


Campbell Soup Co., Camden, N. J., has the grocery trade abuzz. The 
company, however, has run into production trouble, and it may be 
two to four months before a final decision is made on whether to| 
market the line or not. Batten, Barton, Durstine & Osborn, New York, | 
is the agency for Campbell’s heat-processed soups. 


e J. Baxter Gardner has resigned as vp in charge of advertising and | 


sales promotion of Cluett, Peabody & Co. He will continue in an ad- 
visory capacity unti! the middle of next year. 


e Harold Breitner, formerly a vp, director and corporate secretary at 
Hicks & Greist, has joined Wesley Associates as a vp and chairman of) 


challenged. + 


the plans board. 


Retailer's Path 
to TV Paved with 
Tape, NAB Told 


Big Advertisers May 
Halt Multiple-Spotting 
‘Jingle-Jangle’: Coste 


WASHINGTON, Oct. 28—Tv tape 
was hailed as tv’s best hope of 
crashing the retail barrier, as 
broadcasters met here this week 
for the eighth and last meeting in 
the fall regional conference series 
sponsored by the National Assn. 
of Broadcasters. 

Norman (Pete) Cash, president 
of the Television Bureau of Ad- 
vertising, summed up the com- 
mercial implications of tape in an 
off-the-cuff admission that TvB 
“is about up against the wall” so 
far as progress in the retailing 
field is concerned. 


= He expressed hope that tape 
would enable retailers to get high 
quality commercials which would 
show their products the way they 
need to be shown. “Frankly,” he 
said, “I am ashamed of many re- 
tail commercials.” 

He expressed disappointment at 
the small number of telecasters 
who indicated they have tape ma- 
chines on order. “I know it is ex- 
pensive,” he said. “But we simply 
have to find an answer to the 
problems of high quality commer- 
cials for retailers. The stations 
which are using tape all say, ‘It 
is the best buy I ever made’.” Sev- 
eral station owners indicated to- 
day’s discussion was “what I 
needed to make up my mind.” 


® Multiple spotting cropped up at 
several points during the meeting. 

Felix W. Coste, outgoing vp and 
director of marketing of Coca- 
Cola, who becomes president of 
Outdoor Advertising Inc. Jan. 1, 
predicted that national advertisers 
are going to “draw a hard line” 
soon on existing practices which 
require them to spend millions of 
dollars for talent on network shows 
to create an audience for two or 
three or more local station-break 
commercials. 

“Even more important to you 
perhaps,” Mr. Coste said, “is what 
I sense is an increasing antipathy 
on the part of your local audience. 
They have enjoyed a major show 
with commercials done as effec- 
tively as expensive talent can do 
them. Then suddenly they are hit 
with a jingle-jangle of 10, 15 or 
20-second nerve wrackers. And 
right in the middle comes your 
station identification. 

“Understand,” Mr. Coste con- 
tinued, “I’m not against the spot 
commercial. We buy them by the 
jillions. But there is a limit to 
what you should pile on the sta- 
tion break, particularly when they 
interrupt network programs.” 


® Discussion focused on tv tape 
when Jerome (Tad) Reeves, 
KDKA-TV, Pittsburgh, told how 
tape is being used to pre-record 
weekend programming and to ex- 
tend programming into directions 
which were previously not avail- 
able for local stations. 

Other telecasters who contribu- 
ted their experiences reported 
tape is being used to pre-record 
programs in such quantities that 
stations operate with curtailed 
technical staffs or none at all on 


| weekends. 


Panelists agreed tape makes it 
possible for retailers to obtain 
high quality commercials at low 
costs. “When we use film,” one 
telecaster commented, “we use up 
the entire retail budget making 
the film.” # 
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Agency Just Counselor in Marketing 


who could not rest until they felt 
| they had developed an under- 
standing of the consumer in their 
field”; (3) contemporary (“he’s 


executive is the hardest job in the 
agency,” Mr. Houston maintained, 
and he added that the agency 
management’s responsibility to 


attuned to the times and cannot! an account exec goes like this: 


get left behind”); (4) creativity e 1. Pick one who can do the job— 


pr! egg ayn By a+ ton’ | “Dumb account executives work 
SURES GREY, SS Uitorme tON, | for dumb managements, and vice 


Areas Outside Ads, Lewis Tells 4A's 


(Continued from Page 3) “What happens in advertising 
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total marketing responsibility in| 
1960, 1990 or even 2000,” he said, 
but he had some specific sugges- 
| tions: Improve knowledge of con- 
|sumer actions and behavior, and 
|relative values of tools (“We see 
|'too often good advertising pro- 
| grams scrapped to pay for shot-in- 
the-arm promotions”); upgrade 
agency personnel in marketing 
| groups; and improve communica- 
tions. 

| 


s Mr. Lewis also observed that 
|agencies would have to find the 
|money to become more competent 
as marketing advisers or see the 
function shifted to someone else, 
and he advocated that agencies ask 
for fees. 

“But if services are to command 
a fee, they will have to be good 
enough to justify it, and that is our 
responsibility as agency managers,” 
he said. 

Mr. Lewis addressed a “look 
ahead” session; other views of the 
marketing concept and its applica- 
tion to agencies were covered in a 
separate session (see Page 2). 


es H.G. (Ted) Little, chairman of 
Campbell-Ewald Co., reported on 
the progress of his agency’s train- 
ing program, which operates on 
three levels. One is a 24-month 
trainee program, in which 18 to 20 
young men are engaged, with a 90- 
day probationary period. Of the 
original 23 trainees, all made the 
grade; a total of 40 have been 
hired so far, with 20 now assigned 
to permanent staff positions. 

The second phase is an “intern” 
| program for creative people, in 
|which promising art students and 
|writers from the University of 
| Michigan are hired for the summer 
_and given art and copy training. 
| Eight students have been in the 
course for the past two summers. 
| The third phase is called the 
|“university fellowship” or master’s 
program. So far only one employe 
lis in this program, who after two 
years will receive a certificate is- 
sued and signed jointly by the 
| University of Michigan and Camp- 
| bell-Ewald. 
| Of the program, Mr. Little had 
ithis to say: “What Campbell- 
| Ewald is doing to help establish a 
| better understanding [between col- 
| leges and agencies] is a drop in the 
bucket compared to what should 
and must be accomplished... We’d 
be only too happy if other agen- 
cies would take our programs... 
We have taken the ‘mail boy’ label 
off the trainee and given him new 
standing in the agency ...” 


® Walter Guild, president of Guild, 
Bascom & Bonfigli, San Francisco, 
introduced a biting note into the 
session when he asserted that too 
much advertising is dull, ineffec- 
tive and silly. 
Who’s to blame? 
| “In my opinion,” Mr. Guild said, 
\“the advertiser is to blame for 
| much of the bad advertising which 
I have been talking about . . . not 
| because he’s stupid... because he 
|is trying to do an honest job. His 
very virtues and strength are the 
reasons he is to blame... 
“He is a practical man...a man 
of sound judgment—firm convic- 
tions. He is a leader. But he is 
not a writer. He is not an artist— 
a tv playwright—a musician. And 
generally he has little talent and 
limited experience in these arts. 
| “Yet this practical man usually 
makes the final decision on all 
creative aspects of his advertising. 
He is Clifton Fadiman, John Cros- 
by, Stuart Davis and Deems Tay- 
lor...all in one. That’s pretty 
tough going for a practical man. 
“Even advertising managers have 


|Any agency executive can testify 


practice is this: We see the prac- | 
tical man in conflict with his ex- 
act opposite—the creative man. 


that much advertising planning 
is conducted in an atmosphere of 
polite war—sometimes not so po- 
lite...” 


s Mr. Guild thinks a practical ad- 
vertiser should (1) settle for the 
best counsel he can get, and (2) 
make sure they’re “completely 
honest and that the recommenda- 
tions they make to me are based 
upon their firm convictions...I 
resolve to work with them with a 
minimum of persona] interference. 
I am going to give them all the 
help and cooperation I can pro- 
vide ...I may not like personally 
some of the things they offer me, 
but I will give them the benefit 
of the doubt, and only ask one 
thing—results. If the results are 
not forthcoming after a fair trial, 
I will replace them with other 
counsel.” 

In sum, he said, he doesn’t con- 
tend that an agency should get 
a blank check, since the advertis- 
er obviously has to exercise over- 
all supervision, but merely that 
the advertiser “will get far better 
results for his dollar if he encour- 
ages creativity...” 


® He had some tough advice for 
agencies, also. 

“I maintain that any advertis- 
ing agency man or anyone in the 
advertising agency profession who 
will knowingly do bad advertising 
—advertising in which he does 
not believe—simply to placate an 
advertiser, is less than honest. 

“Agreed, it is important that the 
advertising man work in harmony 
with his client, but he should re- 
member that his reputation is be- 
ing staked, as well as the manu- 
facturer’s advertising dollar... 
What I am saying is too often the 
advertising man lacks guts...He 
is afraid to risk his bread and 
butter. Such cowardice is not only 
debatable ethics...it is not even 
good business...” 


®# In the account management 
session, speakers stressed rules 
and qualities. Robert Bragarnick, 
vp in charge of marketing, Sea- 
gram Distillers Co., offered nine 
qualities which he considers de- 
sirable in an account executive. 

These are: (1) Competitive 
viewpoint (“I think he needs a 
little of the killer instinct’); (2) 
consumer understanding (“The 
really good account people I’ve 
known are amateur psychologists, 
private eyes, perpetual doubters, 


encourage forward thinking, judge 
carefully”); (5) conviction (“... 
not arbitrary stubbornness... con- 
viction, not spineless acceptance 
...”); (6) courage (“perhaps it 
is best defined by calling it can- 
dor—the willingness to be ab- 
solutely honest, open-minded and 
forthright with the client”); (7) 
communications (“he can inter- 
pret client problems with infal- 
lible accuracy to the various de- 
partments of the agency”); (8) co- 
ordination (“liaison is not just a 
word, it’s a way of life”); (9) con- 
trol (“from beginning to end he 
has his hand on the throttle...”). 


# Anderson F. Hewitt, senior vp 
of Kenyon & Eckhardt, drew ap- 
plause and approbation from the 
audience when he confessed that 
he had originally intended to pre- 
sent a case history of Equitable 
Life Assurance, which K&E lost 
the week before the meeting. He 
used K&E’s account management 
book to explain what the agency 
felt an account executive ought to 
be able to do, and illustrated it 
with a story from his own expe- 
rience: 

When he was younger, he said, 
he came in from J. Walter Thomp- 
son Co.’s San Francisco office and 
boasted of his accomplishments to 
Stanley Resor. 

“I said ‘I did this,’ and ‘I did 
that,’ and when I had finished Mr. 
Resor said mildly, ‘Did you really 
do all that by yourself, Andy? 
Wouldn’t anyone help you?’” he 
recalled. 


= Bryan Houston, president of 
Bryan Houston Inc., swung away 
from the rules-and-principles for- 
mula to gibe gently at the agency 
business. “Being a good account 


versa.” 


e 2. Try to get one who reports 
accurately—“The most expensive 
thing in the agency business is an 
account executive who reports in- 
accurately.” 


e 3. Get one who demands good 
work—“Management should be 
sure an account executive gets 
good work; in the long run it’s the 
least expensive thing an agency 
can do.” 


e 4. “Give the account executive a 
feeling of confidence—a _ willing- 
ness to accept bad news. He’s en- 
titled to know that his manage- 
ment won't ‘chicken out’ on him.” 

And Mr. Houston dipped into 
the well of reminiscence to pay 
tribute to Sigurd Larmon, of Y&R, 
for rockribbed backing of account 
men, and to Sam Cherr, of the 
same agency, for refusal to let 
Y&R representatives take any cli- 
ent’s abuse. The “worst chewing 
out I ever got in the agency busi- 
ness,” he reported, “came from 
Raymond Rubicam for having 
made an impudent remark about 
a client who was not present at 
the meeting—‘By God, if you don’t 
respect a client, don’t take his 
money’... That’s a shocking idea, 
isn’t it?” 


# Herbert Vitriol, vp, Sullivan, 
Stauffer, Colwell & Bayles, told 
the group that a survey of New 
York employment agencies showed 
more qualified account executives 
out of jobs than ever before—and 
paradoxically, more good jobs to 
be filled. The trouble, Mr. Vitriol 
summarized, is that the account 
|executives are well-equipped to 
{east with the problems of a dec- 
ade ago. + 


constant questioners...men... 
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Give them a happy 


e 2.2 


HENNESSY 


HOLIDAY 


Schieffelin & Co., N. Y. 


difficulty in filling this role. 


100% coverage of city zone 
represented by the Julius Mathews Special Agency, Inc. 


PORTLAND, MAINE 


PORTLAND PRESS HERALD © EVENING EXPRESS ® SUNDAY TELEGRAM 


one - six - two 


Breck selected the testingest market in the country to get the answers .. . 
Portland, Maine! First in U. S. cities of 150,000 pop. Sixth in U. S. cities regardless 
of population and second in New England regardless of size.* Breck Cream Sham- 
poo is just one of many who found Portland, Maine the best test city. Marketing 
and distribution facilities are ideal . . . testing is accurate. *Source Sales Management 


94°/, coverage ABC retail trade zone 
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That old new-car fevers here again. . . 
_.. 80 watch for AUTOMOTIVE NEWS’ Auto Show Issue of 1959 models coming December 1 


Again this year the editors of AUTOMOTIVE 
NEWS will publish their annual Automobile Show 
Issue. Here’s what you as an advertiser can look 
forward to in this greatest selling issue of the year: 


1. Every American automobile featured in beauti- 
ful full-color. 


2. Additional illustrations showing principal models 
of each make and top selling features. 


3. A complete section on trucks showing new models 
and other data. 


4. Feature stories about industry suppliers including 
new developments on '59 models. 


5. Engineering and styling developments. 


6. Prices and specifications of all American auto- 
mobiles. 


7. Advertising news on each make including plans 
for 1959. 


These, and other outstanding features will make 
the December 1 issue of AUTOMOTIVE NEWS 
the most thoroughly read of the year by more than 
44,000 automobile men. For this reason alone, you 
won't want to miss it. What's more, over 2,500 
additional copies will be mailed to factory executives 
and their advertising agencies. 


This is the issue which is a favorite of many 
advertisers who want to show their products in 
three or four color. Using full-color is easy in 
AUTOMOTIVE NEWS and costs much less than 
you might think. If you have any kind of three 
or four color plates, your AUTOMOTIVE NEWS 
representative can show you how to utilize these in 


RESERVE SPACE NOW 


Published: Dec. 1, 1958 
Closing Date: Nov. 19, 1958 


1959 AUTO SHOW ISSUE ote 
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The most influential publication in the automotive industry. 


The Newspape 


the show issue and, in most cases, completely eliminate 
production costs. 


Don’t miss this big selling issue! Your AUTO- 
MOTIVE NEWS representative has complete details. 
Why not call today! 


x * * 


NEW YORK: Edward Kruspak, Howard E. Bradley, Ray 
Billingham, Murray Hill 7-6871 


CHICAGO: J. Goldstein, Bill Gallagher, State 2-6273 


DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
Woodward 3-9520 


SAN FRANCISCO: Jules E. Thompson, Douglas 2-8547 
LOS ANGELES: Robert E. Clark, Hollywood 3-4111 
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